io 


Advertisir 


With which is incorporated Advertising Agency Magazine, formerly Advertising & Selling 


g Age y 


Second Class Postage Paid at Chicago, lll. Copyright, 1960, by .1¢vertising Publications, Inc. 


May 16, 1960 
Volume 31 * Number 20 
25 Cents a Copy + $3 a Year 


CHICAGO 11 + Published Weekly at 
200 E. Illinois St. » DE 7-5200 

NEW YORK 17 

630 Third Ave. * YU 6-5050 


‘Sponsor’ Calls 
AA Unfair’ in 
$4,500,000 Suit 


Treble Damages Sought 
for ‘Malicious’ Sales 
Effort Based on Study 


New York, May 12—Sponsor 
Publications Inc., publisher of 
Sponsor Magazine, yesterday filed 
a suit against Advertising Publi- 
cations Inc., publisher of ADVER- 
TISING AGE, in federal district court 
for the southern district of New 
York. 

The suit alleges unfair competi- | 
tion in trade and asks damages | 
of $4,500,000, asserting that the | 
plaintiff has sustained actual dam-| 
ages “of not less than $1,500,000” | 
and is entitled to triple damages | 
“by reason of the wilful and ma- | 
licious nature of said unfair com-| 
petition.” 

The action is based on a study 
of the readership of business pub- 
lications, including the adver- 
tising and broadcasting publica- 
tions, made early last year by 
Crossley S-D Surveys Inc. and 
sponsored by ADVERTISING AGE and 
Sales Management. Neither Sales 
Management nor Crossley S-D 
Surveys apparently is included in| 
the action, which is directed sole- | 
ly against Advertising Publications | 
Inc. 


| 
| 


a The Sponsor suit, filed by the 
law firm of Greene, Peneles, Call- | 
mann & Durr, takes exception to | 
the findings of the study and to a| 
sound-slide presentation and aj} 
printed brochure incorporating | 
the findings and conclusions, and 
makes two primary contentions: 

1. “. . . The persons to whom 
said questionnaire had _ been 
mailed ... were, in the vast pre- 
ponderance, individuals not sig- 
nificantly involved in broadcast 
time buying decisions ... and said 
survey report allegedly based 
thereon would not and could not 
accurately, honestly and fairly re- 
veal the trade paper reading pref- | 
erences of people involved in) 
broadcast time buying decisions.” 


<i 


a 


IKE LIKES—To lead off its institutional campaign in behalf of maga- 
zines, the magazine industry will use color spreads with testimonials 
like this one with President Dwight D. 
Eisenhower (story on Page 6). 


from “leading citizens,” 


“INFORMED CITIZENS 


oe WASHINGTON, May 12—McKin- 
— sey & Co.’s “impact study” of 
postal rate increases provided a 
fresh talking point as the, admin- 
istration mounted a last-minute 
drive this week to sell the expir- 
ing Congress on a_ $554,000,000 
rate increase. 

The McKinsey study, which cost 
the government $137,000, says es- 
timates by Direct Mail Advertis- 
ing Assn. which show a slump 
in the volume of direct mail ad- 
vertising in 1959 “seem con- 
|trary to the logic of the economic 


LOR em 


Suit Gives AA 


Chance to Prove 
Study’s Merit: Crain 


Cuicaco, May 12—‘Insofar as it 
is possible to welcome any legal 
action, we welcome the suit by 
Sponsor,” G. D. Crain Jr., publish- 
er of ADVERTISING AGE and presi- 


ident of Advertising Publications 


Inc., said today. “It should give us 
an unusual opportunity to prove 
the merit of our study in a court 
of law. 

“The study to which Sponsor 
takes exception,” Mr. Crain said, 
“is undoubtedly one of the most 
meticulous readership studies ever 
made, and its presentation of the 
results is completely fair, honest 
and above-board. In effect, the 
study in question might be de- 
scribed as a cooperative research 
and fact-finding operation in 
which two advertising and mar- 
keting journals joined, and which 
was made possible by the cooper- 
ation of 13 leading organizations 
in the broadcast field. These 


/broadcast organizations furnished 


the lists which were circularized in 
making the study now attacked by 
the Sponsor suit. 


|= “It is true that the findings of 


This contention that those ques-| this mammoth survey—the largest 
(Continued on Page 121) (Continued on Page 121) 


Proposals for Methods of Improving 


Business Paper Research Told to ABP 


| search would be one of the princi- 
‘pal goals of his administration. 
|Earlier, the association’s publish- 
| ing management committee, un- 
| der the chairmanship of Angelo 


Group Also Hears 
Waddell Urge Higher 
Pay for Agencies 


Hort Springs, Va., May 10—Me- 


dia research and plans to improve | 


its reliability, accuracy and be- 


lievability played a large part in | 
the 54th annua! | research. 


discussion at 
spring conference of Associated 
Business Publications, which closed 
a four-day session here today. 
Incoming chairman William D. 
Littleford, of Biliboard (see story 
on Page 124), emphasized in his 
initial message to the membership 
that improvement of media re- 


Venezian, of McGraw-Hill Pub- 
lishing Co., had submitted detailed 
preliminary proposals for improv- 
ing the effectiveness of publishers’ 


In general, ABP members indi- 
cated that they expect 1960 to be 
an excellent year, somewhat ahead 
of 1959; that the long-term out- 
look for the business press is bet- 
ter than average, and that cost 


‘and other problems will continue 


(Continued on Page 129) 


‘chicas i! 


Magazines Ad Volume Is Up 15% in 
First ‘60 Quarter, McCabe Tells MPA 


magazines reversed a trend and 
improved their share of the na- 
tional ad dollar, he said. 


s Edward Miller, publisher of Mc- 
(Continued on Page 122) 


Dillon Divides Research 
Into Spec vs. ‘Hooray 
for Our Side’ Numbers 


WHITE SULPHUR SPRINGS, W. VA., 


May 10—The Magazine Publishers 
Assn. wound up its 41st spring SPector Reappears 


meeting here today on a note of| ’ vind 
optimism engendered by rising ad- as Interim Agency 
for Hazel Bishop 


vertising volume and an indication 
that magazine profits are begin- 

NEw YorK, May 13—The here- 
again-gone-again Raymond Spec- 


ning at long last to turn upward. 

In a meeting marked by atten- 
tion to national and international|tor Co. is back in business, this 
issues, the publishers heard, from |time as “interim” agency for Hazel 
Gibson McCabe, chairman of the|Bishop Inc., until the company 


| Magazine Advertising Bureau and/finds a successor to Donahue &| 


| publisher of Newsweek, that mag-| Coe. 

azine advertising volume in the} Raymond Spector said today 
first quarter of 1960 was up 15% |that his agency “never was dis- 
over 1959. He noted that in 1958 15|solved” after the appointment of 
publishers were contributing to|Donahue & Coe in January, and 
MAB and that this number has|had continued to do some sales 
nearly doubled—to 28. In 1959,) (Continued on Page 121) 


Last Minute News Flashes 
Hudson’s Bay Liquors Seen Going to Leber & Katz 


week that it will switch its alcoholic beverage advertising account| 
from its Canadian agency, Cockfield, Brown & Co. here, to Leber &| 
Katz, New York. Hudson’s Bay markets a line of scotches, rums and 
| gins, including Best Procurable and Hudson’s Bay scotch whiskies. 


Billings are estimated at about $350,000. 
Stephenson Succeeds Fitzgerald on Fant Milling 


SHERMAN, TEx. May 13—Fant Milling Co., manufacturer of Gladiola 
flour, powders, ;\ixes and other products, has named Clay Stephenson 
& Associates, Hu uiston, as its agency, succeeding Fitzgerald Advertising 
Agency, New vrleans, effective May 31. The company reportedly 
spends about $) 000 annually for advertising. 


Kemper Insi:rance Holds Talks with Six Agencies 


CHICAGO, May |%-—Kemper Insurance Group is reviewing its adver- 
tising program » i is talking to about six agencies in addition to its 
present agency, Joun W. Shaw Advertising. Kemper currently bills 
about $1,000,000 


Niagara The: «py to Shift to Meldrum from Mallis 


ADAMSVILLE, |’... May 13—-Niagara Therapy Corp., manufacturer of 


Cleveland, to huncle its advertising, effective May 30. The company 
reports that the avecount billed more than $1,000,000 last year, pri- 
marily in tv pariicipations, George L. Mallis Co., Philadelphia, is the 
present agency. 

( Additiona! News Flashes on Page 121) 
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Cyclo-Massage ihealth appliances, has appointed Meldrum & Fewsmith, | 


DMAA Errs on Sag in 
Mail, Says P.O. Study 


ARE THE GUARDIAN 
AND SPIRIT OF 
DEMOCRACY’ M K R ituation.” 
. s ‘ 
Emer c ceure-s eport Says Elsewhere in the report the 
ee Advertisers, Publishers management consulting company 
rel Can Stand Another Hike assures Postmaster General Ar- 


thur Summerfield that postal rates 
represent such a small cost item 
for most businesses, including 
publishing and direct mail adver- 
tising, that additional increases 
can be absorbed with “little diffi- 
culty.” 


The report argues that first 
class mail represents only 0.1% 
to 0.2% of the operating cost of 


most businesses; that publishers, 
which have absorbed stiff in- 
creases in major items like wages 
and paper, can pass on more post- 
age hikes; and that cheap postage 
is not the factor that induces ad- 
vertisers to use—or abandon—di- 
| rect mail. 


s The department’s chief hope, 
|in pressing for rate increases at 
this time, is that Congress will 
find a way to hook rate increases 
onto the 9% government pay raise 
|bill already cleared by the post 
|office and civil service committee. 
|Since the bill involves an increase 
|of $285,000,000 in postal salaries, 
|}congressmen are on notice that 
|they court a veto unless they also 
|provide some revenues to offset 
| the wage increase and to reduce 
|the Post Office Department’s pros- 
pective $600,000,000 deficit for 
fiscal 1961. 

Mr. Summerfield and the As- 
|sistant Postmaster General Gil- 
(Continued on Page 12) 


Sherwin-Williams 
Account Moves to 
Griswold Agency 


Account, Formerly at 
| F&S&R, Bills $1,500,000 
Plus Share of Collateral 


| 
| CLEVELAND, May 12—Sherwin- 


WINNIPEG, May 13—Hudson’s Bay Co. is expected to announce next | Williams Co., paint and chemical 


manufacturer, this week moved 
its $1,500,000 advertising account 
from Fuller & Smith & Ross to 
Griswold-Eshleman Co., effective 
Sept. 8. ADVERTISING AGE reported 
jexclusively two weeks ago that 
|the company was talking to other 
agencies (AA, May 2). 

| Carl F. Toll, general manager of 
| advertising and publicity for Sher- 
|win-Williams, which claims to be 
the world’s largest paint manufac- 
turer and marketer, said the agen- 
cy change “is an initial step toward 
|implementing new marketing 
|plans.” He added that F&S&R had 
irendered highly commendable 
|service to his company. 

A major portion of the com- 
jpany’s $1,500,000 media budget 
|this year is earmarked for news- 
|papers and magazines. In addition 
to space, Sherwin-Williams spends 
an estimated $2,500,000 yearly for 
collateral materials, some of which 
will be prepared by its agency. 


|" In addition to consumer prod- 
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ucts, Sherwin-Williams is a lead- 
ing producer of industrial coat- 
ings, automotive finishes, industrial 
maintenance and product finishes, 
chemicals, insecticides, brushes 
and paint rollers. 

The agency switch does not af- 
fect four of six subsidiaries which 
have their own agencies. They in- 
clude Acme Quality Paints Inc., 
Detroit (Brooke, Smith, French & 
Dorrance, Detroit); Martin-Senour 
Co., Chicago (MacFarland, Ave- 
yard & Co., Chicago); Lowe 
Brothers Co., Dayton (Kircher, 
Helton & Collett, Dayton), and 
John Lucas & Co., Philadelphia 
(Seberhagen-Nevin-Gruver, Phil- 
adelphia). 

There was some speculation as 
to whether the acquisition of 
Sherwin-Williams would make 
Griswold-Eshleman the largest 
Cleveland agency, ahead of Mel- 
drum & Fewsmith. Griswold- 
Eshleman billed $11,200,000 in 
1959; Meldrum & Fewsmith had 
billings of $13,105,000 last year. + 


Dow to Issue 


Brand Names 
Cookbook 


MIDLAND, MICH., 


Names Cookbook” featuring 
Saran Wrap and the products of 


80 food companies. It will be sold | 


in supermarkets ‘for $1. 


Publication date is planned for | 


the spring of 1961 during Brand 
Names Week. A hard cover pocket- 
size book, it will have 400 pages 


tb Helene Curtis 


for absolute poies ; 
control of 4  £e-° = 
dandruff! - +. é: : Yet Soe a wan 
all a . - wonder | 
(even dry, tinted, bleached) Rinse 


conditions like 
the 


finest creme rinse 


TESTING—Helene Curtis Industries 
Wonder Rinse in New Haven, 


CaNORUFF 


Hab 
WonderRinse 


, Chicago, is test marketing its new 
Providence and other New England 


areas with this half-page b&w newspaper ad. Edward H. Weiss is 
the agency. 


Lennox Account 
Shifts to Biddle 
From Peitscher 


May 12—Dow| 
Chemical Co. is planning a “Brand | 
its | 


Biddle Previously Had 
Dealer Portion; Total 
Account Bills $1,000,000 


May 12— 
manufac- 


MARSHALLTOWN, IA., 
Lennox Industries Inc., 


| turer of gas, oil and coal heating 


of recipes, specifying brand names, | systems and air conditioning units, 


contributed by the companies. No| consolidated 


its advertising into 


competitive brands will be used. | one agency today when it moved 


® Advertising in the supermarket 
publications is planned along with 


store displays. MacManus, John &| 
Adams will handle. Contributing | 


manufacturers will be invited to 


its consumer advertising from 
Peitscher, Janda Associates, Chi- 
cago, to Biddle Co., Bloomington, 
Ill. 

Roger Lakey, who was named 


| Lennox director of marketing serv- 


plan promotion programs around | ices last week (AA, May 9), told 


the book and to use excerpts and 
the book itself for advertising tie- 
ins. 

Endorsed by the Brand Names 
Foundation, the book will be edited 
by Marguerite English, food writer. 


ADVERTISING AGE that the compa- 
ny’s consumer ad portion bills 
about $750,000. The entire Lennox 
account reportedly bills in excess 
of $1,000,000. 

Biddle has handled all dealer ad- 


It will feature 60 pages of color | vertising and sales promotion for 


photography, a menu-planning sec- | the company for the past six years 
tion based on the recipes, and sug- | The consumer ads had been han- 


gestions on service, decoration and | | dled until last August by Fulton, 
styling. A distribution of 100,000 is | Morrissey Co., which lost Lennox !the future.” # 


expected. # 


Mitchell Rejoins D-F-S 
as Account Executive; 


Steinhoff Successor 
New York, May 11—Frederick A. 


_ Mitchell, formerly head of the New 


York office of Needham, Louis & 
Brorby, has rejoined Dancer-Fitz- 
gerald-Sample as an account ex- 
ecutive. His previous position with 
D-F-S was research department 
head in Chicago. 

Mr. Mitchell joined NL&B in 
1949 as an account executive and 
in 1953 was appointed a vp. In 
1954, he was named head of the 
New York office. 

Succeeding Mr. Mitchell as vp 
and director of Needham’s New 
York office is Robert Steinhoff. 
Mr. Steinhoff was formerly ac- 
count supervisor in the Chicago 
office of NL&B. + 


Sleeper Joins Friedlich 

Kenneth Sleeper, formerly with 
the Frank Vos agency, has joined 
Bruce Friedlich & Co., New York, 
as account executive and senior 
copywriter. 


Otter Joins De Garmo 

Robert Otter, formerly executive 
art director with Doner & Peck, 
has joined De Garmo, New York, 
in the same position. 


|when Robert C. Peitscher left the 
|agency:to open Peitscher, Janda 
| Associates. 


agement desired to integrate all of 
the company’s advertising into one 
agency in order to benefit from 
economies resulting from a single 


marketing and advertising presen- 
tation was cited as the basis for the 
final decision. 


dled by Everett Biddle, president 
and Don Carter, senior vp and ac- 


comes effective July 15. The snar- 


will raise Biddle’s 1960 billings to 
more than $12,000,000, the agency 
said. 


s Loss of the Lennox account rep- 
resents a_ staggering blow for 
Peitscher, Janda, which went into 
business only late last year (AA, 
Dec. 7, 59). Lennox was regarded 
as the agency’s keystone, although 
it has a number of smaller ac- 
counts. 

Mr. Peitscher told AA that the 
Lennox business represented about 
25% to 33% of his agency’s total 
billings. ‘““‘We are operating in the 


.| black, we have other clients and 


we will continue to stay in busi- 
ness,” he said. “We are hopeful of 


= Mr. Lakey said the Lennox man- | 


agency setup. Biddle’s integrated | 


Biddle’s presentation was han-| 


’|\tising about 
count supervisor. The switch be-| 


ing of the entire Lennox account| 


Cleveland Radio 
Outlets Won't Take 
‘Competitor's Ads 


CLEVELAND, May 11—Radio is | 
quite willing to accept advertising 
from such competitors as newspa- 
pers, magazines, movies, horse | 
racing and television, but not—in 
Cleveland, at least—from other 
radio stations. 

This is the complaint of John J. 
(Chick) Kelly, director of adver- 
tising and promotion for Storer | 


Broadcasting Co., who said WJW 


has found that “it’s next to impos- 
sible for a radio station to buy 
radio program time in Cleveland.” 


= He said WJW tried, “in good | 
faith,” to buy time for a “15- 
minute profile for its new beauti- 
ful music radio format, 
|started May 2.” 


| This was how Storer executives | 


|summarized the reaction to their 
| offer: 

WHK said it no longer accepted 
quarter-hour programs, but of- 
fered to take minutes. WJW felt 
|it couldn’t “profile” its format in 
/a minute. 

WERE flatly rejected the offer. 
KYW and WGAR deliberated a 


while, and then turned down the) 


business. 


|@ Said Mr. Kelly: “I see no rea- 
son to be so kittenish about accept- 
|ing radio. Certainly the public 
|knows there are other stations in 
. Newspapers carry adver- 
other 
Magazines advertise in other mag- 


| town. . 


azines. Why not radio using other | 


|radio?” 
As for WJW, 


land stations—as long as the copy | 
met the WJW standards of ac- 
ceptance, he said. # 


GM Names Feely, Averill 

General Motors Corp., Detroit 
has promoted Emmett P. Feely to 
sales manager of its Oldsmobile 
division, Lansing, Mich., succeed- 
ing S. F. Mehring, who has been 
granted a disability leave. Mr. 
Feely was formerly executive as- 
sistant sales manager of the Chev- 
rolet division in Detroit. He will 
be succeeded by Lawrence H.| 
Averill, formerly assistant general 
sales manager of Chevrolet for the 
eastern half of the U.S. 


Highlights of This Week's Issue 


Testimonials by President Dwight 
Eisenhower and Admiral Chester W. 
Nimitz launch an institutional cam- 
paign to boost magazines 


Five companies share equal honors in 
John Blair & Co.'s sixth semi-annual 
contest for outstanding radio commer- 
cials Page 8 


Hotel Sahara calls Life's refusal to run its 
ad offering jobs to chorus girls ridicu- 


lous Page 22 
Richard H. Baxter, research director 
of Cunningham & Walsh, outlines 
the ‘seven cardinal sins of  re- 
search” Page 27 


Robert C. Dawson, advertising director 
of Neiman-Marcus, says direct mail 
was an appreciable help in building 
the store’s volume to $41,000,000 a 
year Page 29 


Federal Trade Commission charges that 
R. H. Macy & Co. pressured suppliers 
into contributing more than $500,000 
toward the 1958 centennial of its New 
York division 


Lloyd V. Young, president of the inter- 
national division of Chesebrough-Pond’s 
Inc., is elected chairman of the board 
of directors, succeeding Arthur B. Rich- 
ardson, who has retired 


Penton Publishing Co. announces nine 
executive promotions in its business 
and editorial operations. ............ Page 36 


David W. Hearst, publisher of the Los 
Angeles Herald-Express, is named a vp 
and director of Hearst Corp. ....Page 40 


American Distilling Co. launches its 
1960. campaign for Bourbon Supreme 
in Newsweek and “Sports _ Illus- 
trated . Page 41 


D.|R. W. Southam, publisher of the Ottawa 


Citizen, is elected president of the Ca- 
nadian Daily Newspaper Publishers 
pS ene Page 42 


Michael R. Santangelo, public relations 
director of Westinghouse Broadcasting 
Co., suggests that researchers set up a 
code to guide the use of their find- 
ings and get themselves a _ press 
agent Page 44 


Dell Publishing Co. appoints William F. 
Callahan Jr. to the new post of exec 
vp and chief operating officer of Dell 
and its subsidiaries, Dell Distributing 
and Dell International 


Super Market Merchandising study 
shows that U. S. supermarkets hiked 
sales 13.2% to a record $32 billion in 
1959 Page 51 


National Assn. of Insurance Agents will 
invest an estimated $1,285,000 in adver- 
tising in 1961, a 10% increase over the 
1960 budget Page 52 


Gillette Industries Ltd. plans to spend 
more than $800,000 to introduce a new 
one-piece razor set and new blade on 
the British market 


Washington State Apple Commission will 
shift its emphasis from consumer ad- 
vertising to merchandising and field 
work Page 58 


Frederick W. Ford, chairman of the Fed- 
eral Communications Commission, hints 
that FCC is pl i the 
ment of a consumer advisory panel 
for the commission to aid in its func- 
tion of regulating commercial broad- 
casting Page 60 


Los Angeles area market operators pre- 


etahlich 


sent their own coupon handling pro- 


gram to the Grocery Manufacturers of 
America Page 62 


Waters Conley Co. plans the largest cam- 
paign in its 6l-year history for its 
Phonola stereophonic phonographs this 


which | 


newspapers. | 


it would be glad | 
|to have business from other Cleve- | 


hy 
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Y&R, JWT Were 
‘Top Magazine, 
TV Users in ‘59 


| 

| New YorK, May 12—Young & 
Rubicam and J. Walter Thompson 
|Co. finished one-two in 1959 in- 
| vestments in magazines and net- 
|work tv. Y&R’s total was $110,- 
486,627 and JWT’s figure was 
$104,868,763. 

The figures, compiled by Pub- 
|lishers Information Bureau, showed 
Y&R in the top magazines-buying 
| spot with $64,731,711 and Ted 
|Bates & Co. the leading agency in 
network purchases with $63,625,- 
739. 
| Here are the agency billings for 
the top seven agencies in both me- 
dia, and combined totals, for 1959: 


Magazines 


Young & Rubicam $ 64,731,711 


J. Walter Thompson Co. .... 52,563,558 
Batten, Barton, Durstine 
Bip INE ccabeacunéehseiaanives 50,743,913 
McCann-Erickson _.............. 41,932,107 
Leo Burnett Co. 26,590,637 
Kenyon & Eckhardt ............ 14,352,585 
Ted Bates & Co. .......:cccc006 7,275,634 
Network TV 
a | i: $ 63,625,739 
J. Walter Thompson Co. .. 52,305,205 
Young & Rubicam ............ 45,754,916 
Batten, Barton, Durstine 
& Osborn 31,760,623 
McCann-Erickson 28,614,018 
Leo Burnett Co. ..........0..... 24,358,864 
Kenyon & Eckhard? .......... 12,948,523 


Total Network & Magazine 


Young & Rubicam $110,486,627 


| J. Walter Thompson Co. .... 104,868,763 
| Batten, Barton, Durstine 
AMINES seabipotsisconscoriare 82,504,536 
gy or ee 70,901,373 
McCann-Erickson 70,546,125 
Leo Burnett Co. 50,949,501 
Kenyon & Eckhard? ............ 27,301,108 


’ | Incress Line to Ellington 


Incress Line advertising in the 
U. S., Canada and South America 
has been transferred to Ellington 
| & Co., New York. The account 
| has been split between Kelly, Na- 
son, which handled the S. S. Nas- 
|sau, and will continue to do so un- 
| til about Sept. 1, and Cohen, Dowd 
& Aleshire, which had the new 
M. S. Victoria cruise ship. The 
latter account switch is effective 
immediately. The entire account 
is reported to bill about $350,000. 


KVPD Names Carpenter a VP 
Klau-Van Pietersom-Dunlap, 
Milwaukee, has named William 
M. Carpenter a vp and account 
group manager of the public rela- 
tions department. He has been 


April Ad Volume in 
Business Papers 


REGULAR FEATURES 


Advertising Market Place 
Along Media Path 
Art Director’s Viewpoint 
Cc i g Con ti 

Creative Man’s Corner 
Editorials 
Employe C icati 
Getting Personal 
Information for Advertisers .................... 
Learning from the Retail Ads 
McMahan on TV Commercials 
Obituaries 
On the Legal Front 
On the Merchandising Front 
Photographic Review 
Production Tips 
Rough Proofs 
Salesense in Advertising 
This Week in Washington ... 
Voice of the Advertiser 
What They’re Saying 


-0-page book 
telling how you 


can hnance an 


fall Page 64| With KVPD since 1958. 
FIGURES TO FILE New way to finance an education 
Net Radio’s Top Adver- for your college-age son or daughter 
tisers Page 68 
Videodex Net TV ................ Page 68 
Top 100 TV Advertis- 
ers Page 90 
Top 25 Brands Advertised Send for the 
Re as Page 90 FREE 
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education noi 
as yon would 
4 car or home 


SCHOOL COSTS—This page ad will 

appear in the May 21 issue of The 

Saturday Evening Post to promote 

Education Funds Inc., a new sub- 

sidiary of Household Finance 

Corp. Needham, Louis & Brorby is 
the agency. 
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‘Yankee Imperialism’ 


BBDO Succeeds 
K&E on Pepsi 


Canada Account 


$1,500,000 Addition 
Brings BBDO Canada 
Billings to $5,500,000 


MONTREAL, May 12—Pepsi Cola 
Co. of Canada yesterday awarded 
its $1,500,000 advertising account 
to Batten, Barton, Durstine & Os- 
born. 

Decision on where to lodge the 
account, which had become a 
cause celebre both here and in the 
U.S. in the past month, was made 
at a reportedly “hot” meeting in 
New York yesterday afternoon. 

The new association between 
Canadian Pepsi and BBDO has 
been called everything from a 
“shot-gun marriage” to “an ex- 
ample of Yankee imperialism.” 

In actual fact, authoritative 
trade circles point out, it is the 
logical ending to a disturbing two 
months: for Canadian Pepsi. 


s It is generally known that the 
company was more satisfied with 
the Canadian operations of Ken- 
yon & Eckhardt and fired the 
agency only because it was told to 
do so by its parent, which moved 
from K&E to BBDO early last 
month (AA, April 11). 

But when Canadian Pepsi was 
told to engage BBDO, following 
the lead of its parent organiza- 
tion, officials here struck out for 
a measure of independence. 

Canadian Pepsi apparently was 
prepared to consider BBDO for 
the account but was by no means 
convinced it was the right shop to 
do the job. 

As a result, the company sent 
out questionnaires to seven Ca- 
Madian agencies and asked them 
to make presentations for the 
account along with BBDO. 

Among the Canadian agencies 
involved was Cockfield, Brown & 
Co., which at one time had the 
Canadian Pepsi account and which, 
according to informed sources, 
was a heavy favorite with Ca-| 
nadian Pepsi officials. 

Nevertheless, the seven Cana- 
dian agencies went by the boards 
in the final analysis in New York | 
yesterday and BBDO, whose Ca-) 


AMERICANA—Northam 


At 


Warren Corp. will run 


AmericanA 


fon a 
AmericanA 
Phe ocw bgt. bright fashion tones 


imterpreted by Catiforare's 
Paul W taney and New York's Sarme: 


f dy ul 


— i avi 
this color spread or 


single-page and gatefold versions of it in nine magazines during 
the summer. 


reasons Canadian Pepsi was re- 
luctant to give BBDO the account 
was that the agency only recently 
opened an office in Montreal and 
that until now it has been virtu- 
ally nothing but a service opera- 
tion. Acquisition of the Montreal- 
based Pepsi account will see 
BBDO expand substantially its 
operations here. 

The official statement issued by 
Canadian Pepsi said in part: 

“After serious consideration and 
continuing discussions both here 
and in New York, during which 
the merits of the seven Canadian 


|;agencies and BBDO were weighed 


carefully, the decision to employ 
the services of BBDO in Canada 
was unanimous. Canadian and 


| U.S. officials were most impressed 


by the services offered by the Ca- 
nadian agencies but in the final 
analysis it was decided late yes- 
terday that BBDO offered Pepsi- 
Cola the closest thing to a world 
agency. To make this type of in- 
ternational representation possible 
it was then decided to turn the 
Canadian account over to BBDO 
as has been done in the U.S. as 
well as for Pepsi International. + 


Accounts Following 
Stiefel from Hartman 
to Charles W. Hoyt 


New York, May 11—The ex- 
pected shift of accounts from L. H. 


progress. 
So far Vita Food Products, 


Northam Warren 
to Use Summer 
Drive for Cutex 


STAMFORD, May 10—Northam 
| Warren Corp. has scheduled its 
| biggest Cutex color promotion for 
|summer. Nine magazines plus spot 
and network tv will be used. 

| The campaign will introduce two 
|colors, Fashion Coral and Fashion 
Orchid. The two colors will be fea- 
|tured in the ads in dresses de- 
| signed especially for Cutex by Cal- 
ifornia designer Paul Whitney and 
New York designer Sarmi. The ad 
theme will be “Colors Americana 
|for Fashions Americana.” 

| The magazine push will consist 
(of spreads, single pages and a gate- 
|fold running during June and July 
\in Glamour, Good Housekeeping, 
| Ladies’ Home Journal, Modern Ro- 
mances, Modern Screen, Photo- 
play, Seventeen, True Story and 
Vogue. On tv, it will be the 
“American Bandstand” (ABC-TV) 
plus tv spots in 25 markets on 
ABC-TV, CBS-TV and NBC-TV. 


= Point of sale pieces will include 
a counter display picturing the ad, 
a streamer and an easel card. To 
| perk up dealer interest, the com- 
pany is also running a “Name the 


|Hartman Co. to Charles W. Hoyt|shade” contest. To enter, the re- 
|Co. as a result of a similar move tailer submits a new name for a 
|by Herbert J. Stiefel is now in) future color promotion, along with 


|a photo of the Colors Americana 
|displays in his store. Grand prize 


nadian headquarters are in Toron-| General Preserve Co. and Claridge | is a $100 suit with $900 cash in the 


to, was awarded the account. | 


| 


® Questioned by ADVERTISING AGE | 
about the decision, a number of | 
leading advertising executives said | 
they were sorry to see the account 
go to a U.S. shop, but at the 
same time pointed out that it could 
not end up in better hands. 

The account pushes BBDO’s Ca- | 
nadian billings to an estimated | 
$5,500,000 mfllion annually. 

It also gives BBDO of Canada 


ings increases in Canadian adver- | 
tising history. 
Until a month ago, the agency | 


Food Co. have moved. Additional 
announcements are expected from 
P. J. Ritter Co., Wagner Baking 
Corp., Knickerbocker Mills, Merk- 
el Inc., Weston Biscuit Co. and 
Trade Winds Corp. The Hartman 
agency said these are “definitely” 
leaving. Mr. Stiefel handled an- 
other account, Coldwater Seafood 


| pocket, or $1,000 in cash. 
| Doherty, Clifford, Steers & Shen- 
| field, New York, is the agency. + 
Market Facts Establishes 

New International Division 
| Market Facts, Chicago, 
|formed a new division, 


has 
Market 


‘Like Getting the Barber to Grow a Beard’... 


Debut of “61 Ford to 
Brighten Up Flora, II. 


Town of 5,000, Near U. S. 
Population Center, to Get 
Week of 100% Ford Use 


Fiora, ILt., May 10—This small 
Illinois city of 5,000 has been in- 
vited by Ford division of Ford 
Motor Co. to pre-test the 1961 


Grant Cuts Back 
Sharply in Detroit, 
Denies Merger Talk 


Detroit, May 11—In the wake 
of losing the Dodge car account, 
billings from $14,000,000 to $17,- 
000,000 (AA, March 21), Grant 
Advertising has greatly reduced 
its staff in its office here and has 
transferred its two top executives 
to other posts. 

Will C. Grant, president of the 
agency, told ADVERTISING AGE that 
the number of people in the De- 
troit office has been reduced from 
90 to 20. Mr. Grant emphasized, 
however, that this office, contrary 
to rumors, will continue to operate 
as a full-fledged operation, with 
the possible exception of a media 
| department. 

Lawrence McIntosh, exec vp in 
charge of the Detroit office, will 
move to Chicago, where he will 
handle administrative duties pri- 
marily, Mr. Grant said. Myers B. 
|Cather, vp and manager of the 
|Detroit office, will be transferred 
'to New York, from where he will 
supervise Grant accounts handled 
by the Detroit office. Both men 
| will take over their new posts by 
| July 1. 


|= John Chapin, vp and account 
‘executive, will take charge of the 
| office here after the departures of 
|Messrs. McIntosh and Cather, ac- 


cording to Mr. Grant. The major- | 


lity of key executives here will be 
|moved to other jobs with the 
|agency, he added. 

| Mr. Grant termed “ridiculous” 
and “absurd” a report that he will 
sell or merge his agency. “I am not 
considering merging or selling my 
agency to a larger agency, nor 
|have I talked to anyone on the 
subject,” Mr. Grant said. “There 
is not one grain of truth to any 
| such rumor.” # 


FCC Hits Hidden 
‘Plugs’ in Recorded 
Interview Programs 


WASHINGTON, May 12—The Fed- 
eral Communications Commission 


Corp., which also is likely to move. | Facts Roc International, to conduct! announced that its next target in 
Last month Mr. Stiefel went to| marketing research studies in ma- the field of “sneak” commercials 


Hoyt as vp and account supervisor, | jor trading areas throughout the js the “interview” program con- 


‘ 1a along with two associates, after two world, following the signing of an taining hidden plugs. 
one of the biggest four-week bill- | years as exec vp at Hartman (AA, | agreement with heads of European | 


April 18). 


= The Hoyt agency picked up an- 


/market research companies which 
| will participate in the operation. 
| European companies participat- 


was ambling along with steady other account this week—Shef- ing in the new group are Synergie 
annual billings of about $2,000,000. | tieiqd watches, previously at North |ROC (Research Organization Com- 


Then Chrysler Corp. of Canada | 
pulled its big switch and hauled | 
the advertising accounts of Dodge, 
De Soto and Dodge trucks out of 
Grant Advertising and gave them) 
to BBDO, pumping the agency’s | 


billings from $2,000,000 to $4,000,-'|eral Motors, Rochester, N. Y., has| 
| appointed D. P. Brother & Co., De- 

Thus with the addition of the | troit, to handle its advertising. The 
Chrysler and Pepsi business BBDO | account was formerly handled by 
its Canadian | 
billings the past four weeks and, | 


000 a year (AA, April 25). 


has nearly tripled 


cy in Canada, 
more business coming up.” 


ws It is understood that one of the 


a aac ade A Ea) 


Advertising. + 


Delco Appliance Moves from 
Wolff to D. P. Brother & Co. 


Delco appliance division of Gen- | 


Wolff Associates, Rochester. 


|mercial), Paris; Misura, Milan; 


The commission said in an an- 
/nouncement today that recorded 
/conversations with celebrities are 
‘being distributed to stations free 
of charge. The recordings contain 
hidden “plugs,” but neither the 
| producer’s nor the supplier’s names 


Market Investigations Ltd., Lon-| are mentioned nor is sponsorship 
|don; Market Bureau, Stockholm; | identification made. 


|Netherlands Institute of Motiva- 


|sterdam, and Infratest, Munich. 


'\C&W Names Manley 


| Frederick F..Manley, San Fran- 
|cisco’s “Copywriter of the Year, 
With the addition of Delco, man- | 1959,” has been.named copy chief 
according to Michael Hicks, vp | ufacturer of residential heaters and|of Cunningham ®& Walsh, San 
and managing director of the agen-|air conditioners and supplier to| Francisco. Mr. Manley has been 


‘San Francisco. 


. : _ FCC said acceptance of the free | 
tion & Marketing Research, Am- records constitutes a valuable con- 


sideration, so even if the record 


‘does not contain a plug, the station | 


‘is obligated to identify the party 
who ultimately pays the producer’s 
fee. + 


Erwin Wasey Boosts Stroyke 
Robert G. Stroyke, assistant re- 


“We've got a Bott GM car divisions and others in with C&W since 1958 and prior to search director at Erwin Wasey, 
\the auto industry on small electric | that was a copy supervisor of Bat- 
|motors, D. P. Brother now handles |ten, Barton, Durstine & ‘Osborn, has been appointed an account 
'11 General Motors accounts. 


Ruthrauff & Ryan, Los Angeles, 


executive. 


Ford for a week prior to its gen- 
eral public introduction. Flora’s 
municipal officers and its cham- 
ber of commerce have agreed to 
|cooperate in converting Flora to 
“Ford Town-USA” for the week 
|starting September 12. 

This event in Flora will take the 
| place of the customary preview for 
|newspaper, magazine and radio-tv 
writers and editors held in Detroit 
in past years. They will be invited 
to Flora to witness and report on 
activities here. 
| Ford executives said the pro- 
gram put on in Detroit in recent 
years for teen editors from across 
the country, in conjunction with 
the Detroit press showing, prob- 
ably will be held with some other 
Ford gathering in the Motor City. 


® Flora, located 100 miles east of 
St. Louis, was selected because it 
is the city closest to the center of 
population of the U.S. It is a typ- 
ical midwestern community with 
a wide variety of business activity. 

Ford hopes to make the con- 
version to Fords in Flora as near 
as possible to 100% for the week, 
planning to replace every car and 
truck in use in the community 
|with a 1961 Ford (at no cost to 
the users) for the pre-introduction 
test. More than $3,000,000 worth 
of 61 Ford products (1,000-plus 
vehicles) will be used, it is esti- 
mated. 

Asked how close to 100% Ford 
juse the company expected to get 
(some citizens, for instance, sell 
‘other kinds of cars), Ford said: 

“We are going to give it the 
promotional try—offer everyone a 
new car to drive for a few days. 
Maybe we can get even our com- 
|petitors into the act as a commu- 
nity gesture. It will take a little 
doing, of course, like getting the 
barber to grow a beard for the 
annual homecoming.” + 


Westinghouse, 
‘Chronicle’ Hit 


NBC Acquisitions 


Justice Department 
Finds No Breach of 
Decree, but Rivals Do 


WASHINGTON, May 10—The Jus- 
|tice Department has cleared the 
National Broadcasting Co.’s plan to 
acquire stations in Boston and 
San Francisco, but there are still 
some big hurdles ahead. 

While the Justice Department 
has announced that it is not ini- 
tiating action to block the NBC 
deals, it has arranged for the fed- 
eral district court in Philadelphia 
to consider protests from Westing- 
house Broadcasting Co. and the 
San Francisco Chronicle, owners 
respectively of the Boston and San 
Francisco outlets which will lose 
NBC affiliation contracts if the 
transactions are completed. 

Another barrier which must be 
cleared before the transfers are ac- 
complished is at the Federal Com- 
munications Commission, where 
| Philco Corp. has served notice that 
|it intends to file an application for 
|Channel 3 in Philadelphia, which 
| NBC proposes to turn over to RKO 
|General. 


s A third complication entered the 
picture today when Rep. Emanuel 
/Celler (D., N. Y.) sent an angry 


(Continued on Page 124) 
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Shooting Idyllic 
Art for Bourjois 
Ad Is No Idyll 


Storms, Threats of 
Live Pests, Uninvited 
Visitors hamper Work 


New York, May 11—It was a) 


simple enough photographic as- 
signment—an underwater shot of 
a swimmer and a Christmas tree. 
But it turned into a nightmare. 

On March 4, Florence St. George, 
Bourjois account supervisor at 
Lawrence C. Gumbinner Adver- 
tising, submitted an idea for a 
b&w ad to the client for its 
Christmas in July fragrance. Bour- 
jois thought it was good enough 
for a color ad. 

The first magazine closing date 


was two weeks off but, with ex- | 
tensions, the agency figured it) 
would meet the deadline. 


® Building a set here would have 
taken three days so Lester Book- 
binder, photographer, and Irwin 
Goldberg, art director, flew to 
Weeki Wachee, a Florida town 
50 miles from Tampa which has 
a stream rated “clearest in the 


world.” 


Three Christmas trees were also 


| flown south—two blue spruces cut 


to order and one artificial tree, 
“in case.” 

The photographer and art direc- 
tor used diving masks and an un- 
derwater bell to locate “romantic 
and ethereal terrain where a 
Christmas tree would look natu- 
ral,” and on Monday, March 14, 
one week to deadline, they were 
ready to photograph—they 
thought. 

But as the tree, decorated on 
the beach, was being sunk at the 
chosen spot, most of the ornaments 
tore loose and floated away. Water 


dissolved tke designs on the rest. 


|@ When the crew — for lunch, 


a rainstorm blew up and destroyed 
the tree which by now was back 
on shore. The second tree would 
have to be sunk instead and dec- 
orated underwater with local or- 
naments—once the storm ended. 
By Wednesday, the storm had 
developed into one of Florida’s 
worst in recent years, and reports 
of floods, tornadoes and evacuated 


families were drifting in from 
surrounding areas. A dam near 
Tampa was showing signs of 


strain. The telephone lines between 
Weeki Wachee and New York were 
mostly out of order. And a native 
cheered the crew with the news 
that a deadly water moccasin had 
been killed 
storms often brought them—and 
alligators—around, he said. 


On Sunday, March 20, the weath- | 


er cleared, and the 
work. The tree was sunk and 
ornaments hung with wire. The 
photographer set his camera and 


crew got to 


~~ 


fast growing - 
most compact 


Today’s Baltimore is one of America’s fastest growing markets. At the same 


time, by virtue of its unique nature, Baltimore has remained the most 
compact major market in the nation. ‘ 


More than 85% of Baltimore families (1.5 million people) live within a 
15-mile radius from the heart of downtown, roughly the ABC city zone. 


Equally as important, an estimated 92% of the total Baltimore market 
retail sales are consummated in this same compact area, making it a 
highly productive market—America’s 12th largest, in fact. 


Contact with this compact market now, as always, can be established best 


and most economically by your use of 


Sunpapers. More than 88% of 


our daily circulation (77% of it home delivered) and more than 82% of our 
Sunday circulation (80% of it home delivered) is in Baltimore’s con- 
centrated, fast growing, highly productive city zone. 


The Baltimore Sunpaper 


ABC 9/30/59: Combined Morning and Evening 413,882 —Sunday 317,989 


National Representatives: Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 


in nearby waters; | 


cctusinatpectindieaie : t 
chriiTinss soe july q 
| UNDERWATER NIGHTMARE—It all looks 
|peaceful now, but this Bourjois 
color page for Christmas in July 
was a harrowing experience for 
the photographic team that took 
the picture. The ad runs next 
month in Charm, Glamour, Made- 
moiselle, Seventeen, The New 
Yorker and Vogue. 


was directing the model when the 
water suddenly grew thick with 
silt. 

About 100’ upstream, builders 
of an underwater theater had de- 
| cided to use this Sunday to make 
up for their lost time. Diplomacy 
and photography finally prevailed 
over construction. 
es It was now 2 p.m., and the 
leave at 
camera was set. The model dived 
into view. And with her—from 
nowhere—came 30 young men. 
| Across the stream, a beach had 
| been leased for college boys and 
| they had decided to join the fun. 
| Herding them aside, Mr. Book- 


deadline plane from Tampa would | 
12:35 am. Again the} 


Advertising Age, May 16, 1960 


binder raced off 800 shots and got 
the job on film. 

It took four and one-half hours 
of driving over flooded roads to 
catch the plane, and they took off 
just about the time the threaten- 
ing dam above Tampa gave way. 

In New York, meanwhile, type 
was set and pasted up, waiting for 
the photographer to show up after 
a nighttime session in the dark- 
room. 

The result is an idyllic color 
fantasy ad scheduled for maga- 
zines next month. + 


Cepelia, Kraft to Gardner 

Two accounts, the Cepelia Gal- 
leries, New York, and J. F. Kraft’s 
Ham, Driebergen, Holland, have 
appointed Ralph D. Gardner Ad- 
vertising, New York, to handle 
heir advertizing. Cepelia, a new 
specialty store (the name is formed 
by the initials of the Polish words 
meaning Center for Folk Arts & 
Crafts), will advertise primarily 
in trade and consumer print me- 
dia. Kraft’s will do trade and con- 
sumer advertising, using print, 
broadcast and outdoor media. 


Rollins Joins McGraw-Hill 

Harrison M. Rollins, formerly 
with Management Magazines, has 
joined McGraw-Hill Publishing 
Co., New York, as district man- 
ager of American Machinist/Met- 
alworking Manufacturing in De- 
|troit. He succeeds William J. 
|Reichard, who has been named 
district manager of AM/MM in 
Cincinnati. 


Leddy Joins Lambert & Feasley 

Samuel Leddy, formerly with 
Compton Advertising, has joined 
Lambert & Feasley, New York, 
as a group media supervisor , for 
Hudnut-DuBarry products’ and 
Warner-Chilcott pharmaceuticals. 


400,000 readers. 


Total Retail Sales 


Greensboro, fertile with diversified industry, is the market 
with a knack for making sales grow. Of the top 20 markets 
of the NEW South, Greensboro ranks 15th in total retail 
sales—closely following Richmond, Norfolk-Portsmouth; and 
exceeding Charlotte, Mobile and other prominent markets. 
Exclusively cultivating this lush market for you is the 
Greensboro News & Record—the only medium with dominant 
coverage in the Greensboro Market and selling influence in 
over half of North Carolina. Over 100,000 circulation; over 


Write on company letterhead for “1959 Major U. S. Markets 
Analysis” Brochure of all 292 Metropolitan Markets. 


Greensboro—In the Top 20 Retail Markets of the South 
and in the Top 100 of the Nation 


Greensboro News and Kecord 
GREENSBORO, NORTH CAROLINA ~ 


Represented Nationally by Jann & Kelley, Inc. 


"4 d . - o- ‘ er 
> a0 
4 
. ee 
: ie , > 4 = / ° a 
‘ hi ~ -« cs ~ ¢ . dh 4 be % 
ic . ” ; - oy ? ; i ‘ 
i ‘= i, 
ee agi , 4 ao 
re PFs enaiion 
awe FS . 
Re Bs 2 ie 
a ~ ‘ X Wray ; tons ” «ae - 
: ~ iid ie = ‘ as | 
Z ) Br ae a 
rs , 44 a ie om LR . , 
PS a ey ee 
ue eee a . & = 7 = 
kes | ee” sa 
tae , ‘a a i ans 
a 1 saw 
E eee ‘a 
d Hat. ta ‘us inde sind Sones shee 
5 ca 7 wr 
Bo Pa 
a 
a2 * ————— EEE EOOOOEOEOEOEOeeeeeeor'r ee —T . 
ia = a. sr ; 
ll ws Se ee ree =) ag 
Ne: ~¥, ae % Sot 4 
~_ — sods le Lz Bre: 
" ae i ie 
ies wre C% ze a ym» yall : 
? ! . ™ nace . tJ : 
a . sak “. > + 3 
| ——/. es Pe a : 
— : ee we pee “ | 
~~ oe ~~ ,* - ee 
-— ‘ : Fy ‘ ae + ae : 
ee y + +5. tk PRL be sea , | we ' 7 
, To) oe ii: : ret 
ae WO CR eae Ne cae 
; Pai a. om sss; : 
aa ass one : ae as re gn a =so-s Aas a . . : 
a3 235 Ed 4 . ae "vg TT ae. Pte o 
; ert ~ 2 ? ; ome « “>> , 
a ge. - Nee, Sz, ass: 
Ligue: Fr Sere 4 
sam i Ste nee eee ee se a - be 
» ee ~ ta ea re - ro ees; “' 
' telie . fe oe 45" Seem ES 
: | H) EEL ae > Fi aw 5g 3 
. 8 2 a Btiees 4 ae ra P : 
a i. ae oie rae & 

% Neh Ss — Be nt ir Sa ; 

: 7 Al oa So 3) in sa kay i 
= a «fp _ o By - shi . | mat 
i - o . * ‘ a 
4 AP ot a “= 
ae J ie Glee A | : 

9 : ee 1) ae ees re: Aw mere, b ; 
ee ee ‘ +? rth oe 4 » ote 
a ne La saees | fee 7 i 
? Pe... “eu ant ™ ~~ . : ; rs aad. 4 _ oe ears glee : 
sv 7 ®t. | re, 
i ‘ SRM a ij ‘ 1} gn pred on ° a 2 
. . og Sook | ae eee. reensbdoro- “ 
Bye , an ee aa 
‘naa me “7 5 “se = oo ’ ‘ 4 j = 
See J A « ; 3 y ss By 
3 TP oe ae ores 3 Pit 7 , 
ol My SOUTH’S MARKETS ' 
* oo zit 
% hein ee NC gy 
ao > ARK ; Mnvssis 
i , ae ra a Nisa” 
ob Miss . 
2 ta ALA on - 
Dee 2 4 Hy 
po ae . s 
iin, FLA ! 
5a 7 . > ; 
2 ae 3 r: 
a a op 20 in 
ph Siete 
= ee | 
i. | 
z ee ) 
ont 
= ee 
baa : 
oa f 
ius 
oe: 
a 
See 
eo 
aoe ioe : : 
7 i* “o = = nt + . % i = on 3 wee Wages! | © a ¥ bi Rane e = ia Ma ae ane _— 
USN el gE aS eR Te ee ara ET ae, Sh BY, fess ce es oe Tere Ve cir atic thar ‘ pisces eat ie net Pa Tee ad 0 el RN AM OLE PR Reto Ae ee eRe TE eee py de a ae a prea ie 
i aig kai ae aa ar ee 
TUES CHTOSGN THERA eyniny tans enesg tvaNd reat rlalrtrtarniFiaiaatmuguplnteeletrvengiptayearrellanehatennyehecnt sieve vasevety ues sna yrinvvaserinsinninnvnvnsingind am 
i otis ee Seg ED Ee apa gdnee es Rae PEER eee Pde Meee a Neigh eatene es |e. eee Enea oD: EMAL Weide sk 


ree 
eM 


Is your new product 
starting off 
with solid distribution ? 


Your advertising campaign was a success in test markets. Repeat purchases 
signaled the time has come to go national. But nationally your advertising will be 
only as effective as your distribution. Does your new product have the kind of 
solid national distribution it needs for success? What can you do now to help get that 


distribution and insure that your new product will turn over fast enough 


to hold it? How can your advertising schedule help? THIS WEEK Magazine, with its 
42 dominant markets, starts you off with the kind of solid distribution your 
new product needs. Top retailers themselves know that THE BIG ONE starts new 
products moving fastest. Take one minute now and read what these 


top retail executives say about products advertised in THIS WEEK Magazine. 


EDWIN J. FOX 
President, Fox Markets, Inc. 
Los Angeles, California 


‘“‘We have increasingly become con- 
scious of how THIS WEEK Magazine 
moves goods across the checkout 
counters of our stores, in volume 
and profitably. THIS WEEK Magazine 
is really a super-magazine doing a 
super-marketing job.”’ 


1. Dominance in 42 basic 
distribution points—your 


best urban markets. 


2. Immediate trade acceptance 
with your most important 


' retailers. 


To start new products moving fastest... 


Buy The Big One 13, OOO, 000 


ie Age LON 


GROCE LALLIER 
President, Mading’s Drug Stores 
Houston, Texas 


“In this day and age, with a constant 
flood of new drug products descend- 
ing upon us, we find that to keep 
them moving off our shelves we are 
depending more and more upon the 
help of national magazines such as 
THIS WEEK Magazine.” 


Only THIS WEEK Magazine 
offers you these 
new-product advertising advantages: 


Me eal gt ah ugh Mae 


3. A fine editorial environment 
for products seeking quick 
consumer acceptance. 


4. A dramatic record of low 
unit cost, high volume 
advertising results. 


RICHARD WAXENBERG 
President, Eagle Food Centers 
Milan, Illinois 


“Our customers, more often than 
not, make the decision to buy while 
reading THIS WEEK. Such confidence 
can only result in fast turnover. Thus 
THIS WEEK—advertised products 
receive prominent display on our 
shelves and are in plentiful stock.” 
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CIRCULATION MORE THAN 
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Sylvania Combines Divisions T . ° ] b s 
The semiconductor division of estimonia S y Ike, Nimitz Launch 
Sylvania Electric Products has 
consolidated its advertising, sales * . . . 
promotion and merchandising ac- Institutional Ads Boosting Magazines 
tivities. David B. Tolins, manager 
o s sales oO P ons , ’ 
Fe a nce 13 Magazines on Initial Look, McCall's, Newnweek's cast 
, : : on, Reader’s Digest, - 
wil continue to head up combined Schedule; Second Ad to set Magazine, Instructor and The 
Books Boos ay Evening Post. Each mag- 
at Woburn, Mass. Let ° t Selves | azine will “personalize” the ad 
New York, May 11—The mag-| With its own logo, McCann said. 
Tullus Joins Wilten Advertising azine industry por tiring rw The institutional campaign was 
son have come up with no less a| Proposed by McCann-Erickson last 
personality than President Eisen-| year (AA, Dec. 28) to a group of 
|hower to appear in the first of a| Publishers in the Magazine Pub- 
| projected series of testimonial ads/|lishers Assn. As outlined by the 
(AA, April 4), plugging the medi- |@agency, which would be compen- 
jum as a “leading force for moral|sated by commissions on space 
land cultural growth.” |donated by various magazines, the 
The initial ad—a color spread |Campaign was to be strictly in- 
Fierman Named Sales Manager using the big-picture, short-copy | Stitutional in character, playing up 
is, Robert Fierman, former West |technique—so far has been sched-|the various contributions of mag- 
Coast sales and client relations| uled in i4 magazines which have |®@2ines in American life. 
representative of MGM-TV, has donated space to the campaign. | 
joined Times-Mirror Broadcasting |They are Along the Coast, Amer-|® John Beresford, who is super- | 


Co., Los Angeles, as sales man- ican Home, Better Homes & Gar-|vising the campaign for the agen- | projected nine-ad series, featuring | magazines for approval and sched- 
ager of the newly-organized tape dens, Business Week, Cosmopoli- |cy, told ApvERTISING AGE that tear-|a testimonial by Adm. Chester W.|uling. Unlike the initial Ike ad, the 
division of KTTV. 


tan, Ladies’ Home Journal, Life, sheets of the second ad in the! Nimitz, have been sent to various|Nimitz spread allows space for 
ree |participating magazines to insert 
|a commercial message plugging 
|their respective editorial products. 


THE BULWARKS OF OUR LIBERTY 
ARE MEN AND WOMEN WHO 
READ AND THINK" 


Fleet Adoewras Chester A Nemabs. (ass 


Margaret Tullus has joined Mar- 

jorie Wilten Advertising, Clayton, 

Mo., as fashion and creative di- 

rector. Miss Tullus was formerly 

advertising and fashion director of 

: H. Liebes, San Francisco, women’s 
=) fashion store. 


Leet wha pow re eatmanag 


“NAVAL—Admiral Chester W. Nimitz is one of the leading citizeris 
lending his name to the campaign on behalf of magazines. 


| e The kick-off ad, however, shows 
|a benevolent and blue-eyed Ike 
|seated at his desk in the White 
‘House, while copy carries the 
quote, “For more than a century, 
our magazines have spoken out on 
|domestic and international matters 
|—sometimes from a highly indi- 
vidualistic view, often with broad 
| vision. 
| “It is inevitable that none of us 
: | will always agree with, or like, all 
THE PULSE, Incorporated §& |that magazines have to say. But 
over the years, magazines have 
, provided new ideas, brought fresh 
RadioPulse E |insight into old problems, shed 
y light on new ones, and have served 
to inspire and advance our under- 
|standing and knowledge on many 
|subjects—from arts to finance, 
from government to science, from 
|the individual to the world scene. 
|Our magazines are a leading force 
|for moral and cultural growth in 
| our country and one of our surest 
guarantees of an informed public.” 


Ford Dealers Fined $86,000 
+ LOS ANGELES - LONDOM - Samoan fe in Anti-Trust Case 

! Fines amounting to $86,000 have 
been levied by Judge Ralph M. 
Freeman, U. S. district court, De- 
troit, on 22 Ford dealers and their 


|trade association for violation of i 
federal anti-trust law by conspir- 

jing to fix prices and establish a 
|/minimum gross profit. The dealers ‘ 


had pleaded “no contest” Feb. 15, 


changing an earlier plea of inno- 
cent entered when the grand jury 
charge was made a year ago. 
The indictment said the price 
& fixing had been 


in effect since 
1956. One charge was for conspir- 


February Pulse: In 15 of 
the 18 hours between 6 A.M. 
and Midnight W-I-T-H leads 
all Baltimore radio stations in 
lowest cost per thousand... 
and that is something every 
time-buyer ought to paste in 
his hat. Get documentation! 
Write, phone or wire for com- 
plete analysis, listing other 
stations, quarter-hour rat- 
ings, number of homes, CPM, 
Audience Breakdown. 


BALTIMORE’S PULSE 
BEATS BEST TO WITH 


Radio W-I-T-H Personality « Baltimore 


ing to establish uniform price lists 
on new Fords higher than the 
manufacturer’s suggested price 
list. The other was for establish- 
ing a minimum gross profit of not 
less than $225 on each new Car. 
Largest fine—$5,000—was given 
Metropolitan Ford Dealers Inc., 
made up of the 22 members which 
had claimed that it represented 
only that number of a total of 
45 Ford dealers in the tri-county 
area embraced by the association 
and accounted for only 40% of 
new car sales. 


Kramer Named President of 
WIR; Patt New Chairman 

Worth Kramer, formerly exec vp 
of WJR, Detroit, has been named 
president of the station, succeeding 
John F. Patt, who moves up to 
board chairman. Mr. Kramer will 
function as administrative head of 
the company, leaving Mr. Patt 
more time for planning and expan- 
sion, as well as industry and gov- 
ernment relations matters. 

Mr. Kramer has been with the 
station since 1946. Mr. Patt has 


Tom Tinsley, President; R. C. Embry, Vice President; NATIONAL REPRESENTATIVES: SELECT STATION REPRESENTATIVES in New Y itimoré, been with WJR since 1926, and 
Washington and Philadelphia; Dam YouNc in Boston, Detroit, Chicago, St. Louis, San Francisco, Los Angeles, Minneapolis, ld Gincinaatl opened the company’s first affiliate 
Cleveland, Pittsburgh and Seattle; CLARKE BROWN COMPANY in the South and Southwest. station, WGAR, Cleveland, in 1930. 
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The more you repeat a message, the more likely it is to sink in. That’s 
why frequency is so important to advertisers. You get an added mea- 
sure of frequency, at no extra cost, in The Saturday Evening Post. = 
The new study of media effectiveness, Ad Page Exposure, proves ‘it. 
This study counts the times that readers turn to your ad page. (Take 


the Beautyrest ad on page 105 in this week’s Post. A 
reader looks at page 105—bang, one Ad Page Ex- 
posure.) # Now, your ad page in a single issue of the 
Post is seen 37% more often by the average reader 


Note: Total Ad Page Exposure to the readers of one issue: Post— 30,861,000 . . . Life—30,110,000 . . . Look—30,702,000 


BS eae Sows SPE ke pete Se Cae ee ~ ie eet ee eee ery pis Tees oo . e ae aa 


t Slam The door Don't | 
nt Slam 


do | have 
to tell you? 


fas) 


than the same ad in the other big weekly. What’s more, your Post ad 
page is seen three million more times by readers in larger families (3 
or more members). And your Post ad page is seen half a million more 
times by readers in the $4,000-and-over households that spend two- 
thirds of all durable- and package-goods dollars. # No doubt about it, 
a curtis macazine the Post is your number-one door opener to the high- 
The Saturday Evening quality market, because 


4 READERS TURN AND RETURN TO YOUR AD PAGE 
IN THE POST... THE HI-FREQUENCY WEEKLY! 


THE INFLUENTIALS’ MAGAZINE 
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OVER 


the Quad-City area use the 


TOPEKA has 1 TV Station... 


LS oP Wis it 


WIBW-TV SATURATES TOPEKA 


and provides the ONLY good signal in a100,000 TV HOME AREA! 


Serving All Day... Any Day.. 


.a total of 226,850 TV homes in 38 rich Kansas counties. 


Survey-Proved WIBW-TV TOPS ALL COMPETITION. 


WIBW-TV — CBS, NBC, ABC — Channel 13 — TOPEKA, KANSAS 


(Division, Stauffer-Capper Publications) 
REPRESENTED BY AVERY-KNODEL, INC. 


MILLION |, 


UAD-E 


complete coverage medium 


QUAD-CITY NEWSPAPERS 


| MOLINE DISPATCH — 
‘ROCK ISLAND ARGUS 


or 


Top Radio Ads Push Doublemint, Nescafe, 
L&M, Clark Oil, Kaiser Foil, Blair Reports 


| 


| panies shared equal honors in 


annual contest for outstanding 
radio commercials. 

The station representative held 
the number of winners to five this 
time because that number repre- 
sented commercials which were 
ranked well ahead of any others. 
Music again played an important 
role for the champions, with three 
of the ads built around jingles and 
one ending with a musical trade- 
mark. 

L&M cigarets, through Dancer- 
Fitzgerald-Sample, marked its 
third consecutive appearance in 
the Blair popularity poll. Its “Se- 


was pounded home in a recent 


each of 75 markets. 


eabbes ne NING anennt s 
‘DAVENPORT EVENING TIMES 


DAVENPORT 
ROCK ISLANE 
MOLINE — 
EAST MOLINE 


QUAD-CITY NEWSPAPERS 


The complete coverage medium 
penetrating 99 
homes in this metropolitan 

community of 272,600 people 


8% of the 


The 3rd largest market in the 
2 state region of lowa-lllinois 


\ 


5 | ROCKFORD 


CHICAGO 


QUAD.-CITIES 


POPULATION . 
1. CHICAGO ..... 5,995,100 
2. PEORIA ........ 284,200 
3. QUAD-CITIES . . . 272,600 
4. DES MOINES .... 264,700 


5. ROCKFORD ..... 192,400 
Source: Sales Management Nov. 10, 1959 issue 


Done 


Bd rrons 


ILLINOIS 


SSE neee 


heavy 10-week blast, using about | 
100 announcements per week in | 


Another repeater, Clark Oil &\through in these cities, where 


| Gresh & Kramer, Philadelphia, 


Advertising Age, May 16, 1960 


| New York, May 12—Five com-|Refining Corp., and its agency, 
| Tatham-Laird, put their message 
|John Blair & Co.’s sixth semi-|across with a effective voice 


characterization technique (see 
story on Page 74). Although the 
gasoline marketer used radio in 
only two of the five markets sur- 
veyed, its heavy frequency in- 
cluded about 500 announcements 
per week in Chicago. 


s Winners were chosen through a 
series of more than 1,500 in-home 
interviews conducted by Pulse in 
five major markets—New York, 
Chicago, Los Angeles, Philadel- 
phia and Detroit. The consumers 
were asked one question: “Which 
radio commercial heard during the 


cret that unlocks the flavor” theme | past week impressed you most 


favorably?” 

The poll was conducted in these 
five markets because Blair felt 
j\that if an advertiser can _ get 


, there is such a constant barrage of 
advertising from all media, “he 
will have it made in other cities” 
;where the weight of advertising is 
\less, Arthur H. McCoy, the radio 
|representative’s exec vp, said. 


e Nescafe, another winner, was 
\tagged by Mr. McCoy as “the best 
new series we’ve heard” with its 
“43 beans in every cup” jingles. 
William Esty Co., which picked up 
the account last fall, put almost 
its entire budget in spot radio to 
play up the “all coffee instant 
coffee” theme with an average of 
60 to 75 announcements per week 
in each of the top 40 markets. 


e Still another winner, Double- 
mint gum and its agency, Arthur 
Meyerhoff & Associates, men- 
tioned the word “double” no less 
than 22 times in one commercial 
in its heavy radio push. (Some 
time this month William Wrigley 
Jr. Co. is expected to shift its 
radio emphasis to Juicy Fruit 
gum.) : 

e Kaiser Aluminum foil was 
among the winners for its heavy 
spot campaign in 37 markets in 
which it tried to expand distribu- 
tion through its Stan Freberg 
“soap opera” commercials. + 


Name Robert Cragin President 

Robert S. Cragin has been 
named president of George R. Nel- 
son Inc., Schenectady, and Nelson 
Ideas Inc., producer of musical 
commercials for radio and tv. He 
succeeds George R. Nelson, found- 
er of the two companies, who has 
retired for reasons of health. Mr. 
Cragin has been with the agency 
since 1948, and was also active in 
the formation of Nelson Ideas. 


Lady Manhattan Adds Media 

The Lady Manhattan shirt divi- 
|sion of Manhattan Shirt Co., New 
York, will expand its fall cam- 
paign by adding three magazines 
to its media list. Color pages will 
jrun in Seventeen and The New 
Yorker as in the past, plus three 
new books: Glamour, Mademoi- 
|selle and Vogue. Daniel & Charles, 
|New York, is the agency. 


‘Powerboat’ to Go Monthly 

| Powerboat, published as a quar- 
|terly by Petersen Publishing Co., 
| will go monthly, effective with its 
'|September issue. Print order for 
|the first monthly issue will be 
| SR 000. 


Yagley from Grant to K&E 

| Alban Yagley, former media di- 
|rector at Grant ‘Advertising, De- 
|troit, has joined Kenyon & Eck- 
‘hardt, Detroit, as media supervis- 
(or. 


| 
_Maskit Names Gresh, Kramer 
‘has been named by Maskit Ltd. to 


handle national advertising for 
_|Maskit spray breath freshener. 
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| Westerners who sell with Sunset 


MR. BRUNMARK KEEPS A WEATHER-EYE ON WESTERN MARKETING 


(with Sunset a barometer) 


When Walter J. Brunmark calls Sunset Magazine 
“a positive plus to all retailers,” he speaks from 
first-hand experience. As vice president of The 
May Company, he directs the policies of seven 
May Company stores in Southern California, one 
of which, in downtown Los Angeles, is the largest 
single department store unit in the West. 


Mr. Brunmark and his merchandise managers 
look upon Sunset as a market barometer. Because 
Sunset both mirrors and influences the trends in 
Western Living, they study its editorials and ad- 
vertising as a guide to retail planning. They also 
participate in Sunset promotions, such as the 
A.I.A.-Sunset Western Home Awards. 


Inside their stores, Mr. Brunmark and his man- 
agers see constant evidence that Westerners take 
action because of the ideas and advertising in 
Sunset Magazine. This is why they encourage 
their own suppliers to advertise in Sunset. “For 
consumer goods,” says Mr. Brunmark, “it is defi- 
nitely the best magazine in the West.” 


THE MAGAZINE OF WESTERN LIVING 


The May Company and Sunset have the same 
philosophy of catering to local interests. Each 
May Company store has its own merchandising 
themes, keyed to local needs and tastes. Sunset, 
in turn, serves the West and Hawaii with three 
separate zone editions, changing editorial content 
as much as 30% to suit local conditions. 


Since 1932 The May Company has offered Sunset 
subscriptions to its charge account customers, 
and, in the intervening years, has enrolled nearly 
90,000 of them as loyal Sunset subscribers. This 
same pattern of cooperation with Sunset takes 
place at 82 leading department stores and 
branches in Southern California and the West. 


The “positive plus” which Mr. Brunmark 
ascribes to Sunset derives from several factors: 
Sunset’s closer relationship with its readers, its 
greater usefulness to Western families, the longer 
life and higher readership it gives to advertising. 
It adds up to a “Total Impact” which no other 
medium can give you in the Western market. 


LANE MAGAZINE COMPANY, MENLO PARK, CALIFORNIA 
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Mr. Brunmark congratulates Peter Nitrini, General 
Manager of the May Company’s West Covina store, 
on the achievement of a successful in-store promotion. 
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Community Antenna 
May Offer Fight 


Telecast for Fee 


New York, May 12—Pay tv 
may get a test with a bigtime 
sports attraction if any of the 
community antenna systems de- 
cide to charge viewers extra for 
picking up the June 20 heavy- 
weight championship match be- 


tween Ingemar Johansson and 
Floyd Patterson. 
TelePrompTer Corp., which 


bought all the ancillary rights 
from Feature Sports Inc., promoter 
of the re-match, for a minimum 
guarantee of $700,000, is negotiat- 
ing with 50 community 
systems that are interested in car- 
rying the fight. Nothing definite 
can be set until AT&T lines are 
cleared. 


® It will be up to the community 
antenna systems individually to 
decide if they wish to charge sub- 
scribing viewers for carrying the 
fight. A spokesman for Tele- 
PrompTer said fans on the system 
would get the fight free unless the 
owners of systems have a way 
of scrambling the signal. He added 
that TelePrompTer may decide to 
feed the fight free to its own sys- 
tems. The company now has three 
community antenna systems and 
has deals in various stages for 15 
others. 

There will be no home tv out- 
side of the community antenna 
areas, but fight fans in large cities 
—except within a 75-mile radius 
of New York—will have an op- 
portunity to see the bout in movie 
theaters which will carry it via 
closed circuit television. Fans also 
will get a glimpse of the pre-fight 
excitement in a half-hour boxing 
program to be sponsored by Phil- 
co Corp. Sunday night, June 19. 
The show, which will be shown on 
ABC-TV, will include interviews 
with the two fighters, as well as 


pertinent points about their back- | 


grounds and film clips of their first 
match. 


® As part of a package deal with 
TelePromTer, Philco has ordered 


meeting to be telecast to its deal- 
ers, distributors and their wives 
gathered in hotels 
rooms throughout the country. 
Immediately following the sales 
meeting, the fight will be fed to 
the private gatherings. Philco’s 
agency is Batten, Barton, Dur- 
stine & Osborn. 

TelePrompTer already has 
leased the radio rights to the 
fight to ABC for approximately 
$200,000, according to a Tele- 
PrompTer executive. Robert R. 
Pauley, vp in charge of the radio 
network, placed the value of the 
radio package at $250,000 to in- 
clude the cost of air time, produc- 
tion charges and announcers’ fees. 
Bristol-Myers has signed as half 
sponsor, and ABC said it was 
close to signing another sponsor 
as this was being written. The 
Bristol-Myers order was placed 
through Ogilvy, Benson & Mather. 


Twin Cities Club Elects 

Ken Oelschlager, vp and copy 
director of Campbell-Mithun, 
Minyeapolis, has been elected 
president of Twin Cities Creative 
Club, succeeding Joe Hoffman, 
also of Campbell-Mithun. Frank 
Miller, of Knox Reeves Advertis- 
ing, was named vp; Eric Ericson, 
of John W. Forney Inc., was elect- 
ed treasurer, and Gloria Davis, 
Olmsted & Foley, secretary. 


Brogan Joins John W. Shaw 

THomas J. Brogan has joined 
the creative department of John 
W. Shaw Advertising. Mr. Brogan 
was formerly vp and executive 
art director at Keyes, Madden & 
Jones. 


antenna | 


and _ball-4 


The everyday miracles of oil 


;mELOOM TO FORGET THE wEATWER wn et coteate 


Se. dard Oil C: 


Helping to build @ better future 


MUSIC MOTIF— 
This Standard 
Oil Co. (New 
Jersey) ad won 
over 50 rivals in 
the tenth annual 
advertising 
awards competi- 
tion sponsored by 
the American 
Music Confer- 
ence for an ad 
making effective 
use of a musical 
motif in an ad 
for non-musical 
wares. McCann- 
Erickson is_ the 
agency, George 
Elliott the art di- 


bow 


rector and Jay 
ee Socin the copy- 
gang Cage Seemy) cS) writer. 


KFAX Will Give 
San Franciscans 
News, News, News 


San FRANCISCO, May 12—KFAX, | 


an old station (KJBS) with new 
call letters, will inaugurate a new 
programming and advertising pol- 
icy May 16. 

The programming day at the sta- 
tion, which is on the air from 5 a.m. 
to 8:15 p.m. and from 10 p.m. to 
midnight, will be devoted exclu- 
sively to news. 

A typical day’s schedule will in- 
clude sports news and commentary, 
business news and commentary, 
labor, agriculture, weather and en- 
tertainment news, listener opinion 
and comment, special public serv- 
ice reports, and features on travel, 


food and other topics of partftular 7 


interest to women. 
There will be no program spon- 


|sorship as such. Commercials on} 
the station will be inserted in much|tee.- Paul McCluer continues as | 


the same manner as ads are in- 


|serted in newspapers and maga- 
| zines. 
an hour closed circuit company | 


# The new policy was instigated 
by Argonaut Broadcasting Co., 
which took over the control of the 
station from its former owner, 
KJBS Broadcasters, on May 4. Ar- 
gonaut paid $425,000 for the sta- 
tion, which now has a construction 
permit to increase its power to 
50 kw. KFAX is expected to be op- 


erating on its increased power by} 


September. With the facilities im- 
provement, the new owners will 
have spent about $1,000,000 on 
this broadcast property. 

Argonaut is headed by A. J. 
Krisk, chairman; L. Ray Rhodes, 
president and general sales man- 
ager, and J. G. Paltridge, exee vp 
and general manager. Mr. Krisk is 
part owner of KFIV, Modesto. Mr. 
Rhodes was formerly a vp of Paul 
H. Raymer Co., and Mr. Paltridge 
was previously general manager of 
KGO, San Francisco. 

The “objective of our unique 
format is to corner the large audi- 
ence that pushes up ordinary radio 
stations’ ratings when news is of- 
fered to provide a meaningful sta- 
tion image for advertisers,” Mr. 
Paltridge explained. 

KFAX’s program department 
will be staffed, not by managers or 
directors, but by editors, he indi- 
cated. = 


Sherwood Elected President 
W. Leigh Sherwood, publisher 
of the Rockland County Leader 
and Orangetown Telegram, both 
weekly newspapers in New York 


state, has been elected president) manufacturer of industrial and | 248 to introduce Kentucky Kings, 


of Greater Weeklies Associates, a 


Wade Agency Names 
Thurber President; 
Wade Is Chairman 


Cuicaco, May 10—Hal H. Thur- 
ber has been elected president of 
Wade Advertising. He succeeds 
A. G. Wade II, who becomes chair- 
man of the board. 

The agency also announced that 
Louis J. Nelson, vp and director of 
marketing, has been promoted to 
senior 
chairman of the executive commit- 


A. G. Wade 


Hal Thurber 


|exec vp of the agency. 

| Mr. Thurber, who has been vp 
; and group supervisor, joined Wade 
|in 1957 after 10 years as managing 
partner of the old Ewell & Thurber 
Associates, which in 1955 became 
U. S. Advertising Corp., which in 
turn was merged with Roche, Rick- 
erd & Cleary. Before opening his 
own agency in 1945, Mr. Thurber 
had been with D’Arcy Advertising 
|Co. for 11 years as a vp and chair- 
|man of the operating committee. 


s Mr. Wade, who prefers to be 


vp—a new position—and | 


Advertising Age, May 16, 1960 


Ad Revenue of Dailies Rose 18%, 
Magazines 14% in ‘54-'58: Census 


Newspaper Ad Total Hit 
$2.4 Billion; Magazine 
Ads Found Near $1 Billion 


WASHINGTON, May 10—Gains in 
advertising revenue between 1954 
and 1958 were 18% for newspapers 
and 14% for periodicals, according 
to preliminary results of the 1958 
Census of Manufactures, which 
have just been made available. 

Newspaper receipts from adver- 
tising were $2,428,256,000 in the 
1958 census, compared with $2,- 
049,538,000 in 1954. Receipts of pe- 
riodicals were $988,506,000, com- 
pared with $863,493,000 in the 
earlier census. 

Tabulations in the 1958 census 
distribute newspaper receipts to 
show the volume recorded by 
morning only, evening only, and 
various combinations of daily and 
Sunday publications, but no com- 
parable detail is available for 1954. 


® Among periodicals, the only 
large gain was for specialized busi- 
ness and professional. publications, 
with advertising volume up from 
$169,557,000 in 1954 to $300,669,000 
in 1958. There were also small in- 
creases among specialized farm 
publications. Of the general peri- 
odical classifications, only the news 
and business news category gained 
between 1954 and 1958. 

Total receipts of newspapers 
amounted to $3,490,655,000 in 1958, 
compared with $2,913,167,000 in 
1954. Subscriptions and street sales 
yielded $987,771,000, an 
of $150,763,000. 

Total receipts of periodicals 


$1,413,052,000 in 1954. Receipts 
from subscriptions and sales were 
$556,822,000, an increase of $26,- 
| 242,000. 
| The 

| for the first time between receipts 
|from subscriptions and single copy 
'sales of periodicals. Three cate- 
| gories where single copy sales were 
|most significant were under gen- 
|eral magazines. They were: 


(000 

Women’s and home service omitted) 

OIND, Stix hes epacsecsticsasuees $ 31,667 

fee 41,615 
General interest and entertainment 

FTO sin cdicke nsascencnsecnses 104,088 

PPE GRMN “arcane covcccnsvslesptecdartn 69,005 


General news 
Subscriptions 
Single Copy 


\called Jeff, is the grandson of the} 


jlate Albert G. Wade, founder of 
the agency. Jeff Wade has been 
| president of the agency since 1951. 
Mr. Nelson, who joined Wade in 
1935, will continue to head mar- 
keting activities. He and Messrs. 
Thurber and McCluer also were 
elected directors of the agency. 
| The Wade agency was founded 
|in 1909, and is one of thrée agen- 
icies which were listed in the Chi- 
jcago telephone directory of that 
| year (the other two are J. Walter 
| Thompson Co. and H. W. Kastor & 
|Sons). Starting with billings of 
| $250,000 in 1909, the agency had 
|billings last year of $24,818,000. + 
‘Morgan Named Copy Head 
| Paul J. Morgan has been pro- 
|moted to copy supervisor at Ket- 
;chum, MacLeod & Grove, Pitts- 
|burgh. Prior to joining KM&G, 
| Mr. Morgan was associated for 
jseven years with Batten, Barton, 
| Durstine & Osborn. 
‘Comar Names Josephson 
| Comar Products Co., Butler; N.J., 


| consumer rubber products, has ap- 


,™ Census results showed printing 
|of advertising materials produced 


NOW..A FILTER MADE 
OF TOBACCO ITSELF! 


Kentucky Kings . 
= 3 ? a“ 
we 


with the 
all-tobacco filter 
for that 
all-tobaceo taste 


— 


— 
— 


hae ere ge 


| TOBACCO FILTER—Brown & William-_| 
son, Louisville, is using three-color | 


its new cigaret with filter made | 


in } : ac a 
. te has now published in its May 


| issue a retraction in the form of a 


f J. R. Cominsky, pub- 
were $1,588,277,000, compared with | op ennllr en 


1958 census distinguishes. | 


$267,904,000 worth of revenues for 
the lithographing industry and 
$182,754,000 for other commercial 
printers. No comparable detail was 
available for 1954. = 


‘GP’ Retracts Its 
‘for Hire’ Blast at 


‘Saturday Review’ 


Kansas City, May 10—GP, or- 
gan of the American Academy of 
General Practice, has apologized 
for what it admits was a slander- 
ous attack on the Saturday Review 
and its science editor, John Lear. 

The medical journal lashed out 
at SR in its December, 1959, issue, 
after the magazine had carried a 
series of articles by Mr. Lear. 
These articles were highly critical 
of ethical drug advertising. 

The GP editorial was entitled, 
“Lear’s Leer,” and it castigated 
Mr. Lear for “displaying gross 
ignorance ...of clinical medicine 
and pharmacology,” engaging in 
“pure sensationalism” and “posing 
as...an authority on clinical re- 
search.” 

Mae F. Cahal, publisher of GP, 
said in his editorial that SR has 
tried, “in true Reader’s Digest 
style,’ to “move in on medicine 
and health.” He concluded with a 
lament that, “Yesterday’s maga- 
zine of merit is now blatantly for 
hire.” 


es Under threat of a libel action, 
lisher of Saturday Review, and a 


postscript from Mr. Cahal. Both 
appear in the space usually re- 


/served for editorials. 


Mr. Cominsky’s letter defends 
Mr. Lear’s qualifications as a 
science reporter and charges that 
the GP statement, ‘“Yesterday’s 
magazine of merit is now blatantly 
for hire,” is “false, grossly libelous 
and injurious to the Saturday Re- 
view and to Mr. Lear.” 

Mr. Cominsky also takes note of 
GP’s description of SR as a maga- 
zine “that is not doing well.” He 
asserts: “This damaging statement 
is false. It could have been checked 
in publicly available reports.” 


s In his postscript to the letter, 
Mr. Cahal says: “We do not agree 
with what was said in Mr. Lear’s 
article, although we will defend, 
etc., etc., Mr. Lear’s right to say it 
and the Saturday Review’s right to 
publish it. The use of the word 
‘hire’ was unfortunate. This is an 
unfair calumny on a distinguished 
magazine and for it we apologize.” 

In New York, Saturday Review 
stated that it had accepted this re- 
traction. + 


Radio Frequency Launches 
Push for ‘Spacial Fidelity’ 

Radio Frequency Laboratories, 
Boonton, N. J., has entered the 
consumer field with a line of 
single-cabinet stereophonic loud- 
speaker systems to be marketed 
under the brand name of Spacial 
Fidelity. The new speaker systems, 
designed for monophonic as well 
as stereophonic music reproduc- 
tion, will be introduced in the New 
York metropolitan market, parts 
of New Jersey, Pennsylvania and 
New England during May and 
June. 

A 76-line ad in the music, drama 
section of the May 15 issue of the 
New York Times launched the 
promotion. Page ads are also 


publishers’ group that acts as| pointed Josephson, Cuffari & Co. °f tobacco, in Lowisville and) scheduled for the May 28 issue of 


national advertising 
tive. 


| vertising. 


eile Ret ge 
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also getting support via tv. 


representa- | Montclair, N.J., to handle its ad- throughout Texas. The cigaret is| Sdturday Review and the May and 


June issues of High Fidelity. 
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BALTIMORE 
IS AN 
VENIN 


PAPER 
MARKET 


---AND THE BALTIMORE NEWS-POST ITS 
LEADING EVENING NEWSPAPER! 


Baltimore merchants know this! That’s why 
they put practically all their advertising dollars 
“on the line’”—in the evening newspapers! 


Baltimore Is An Evening Paper Market 
Evening newspaper circulation represents 
97% of all occupied dwelling units in the A. B. C. 
City Zone. And of these, The Baltimore News-Post 
delivers the most. 


When you advertise in the News-Post, you’re 
reaching the market you want to reach—the Big 
Market, the Buying Market, the Evening Paper 
Market! 


The Fresh Point of View 
The Baltimore News-Post is the biggest selling 
evening newspaper in the Baltimore area. It gives 
its readers the most complete, up-to-the-minute 
news coverage—it analyzes the news in depth—it 
provides entertaining and informative features 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC. ° 


for every member of the family—and, it’s famous 
for its modern, “fresh point of view”! 


Call in Your Hearst Advertising 
Service Representative 


Plan now to present your product to the Bal- 
timore buying public when it’s most receptive to 
your message — in the pages of The Baltimore 
News-Post. 


LOCAL ADVERTISERS PUT THEIR 
MONEY IN THE EVENING PAPERS 


Media Records Prove It: 


In 1959, the NEWS-POST carried 6,611,125 more 
lines of Retail Advertising than the morning paper! 


Seurce: Media Records 


OFFICES IN 15 PRINCIPAL CITIES 
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DMAA Wrong on 
Mail Decline, 
Says P.O. Study 


(Continued from Page 1) 
lette drew liberally on the Mc- 
Kinsey study in an effort to 
convince committee members that 
more increases are justified now, 
eveh though some increases pro- 
vided in the 1958 rate bill are not 
yet in effect. 

Major changes sought by the 
administration are 5¢ letters, 4¢ 
posteards and 8¢ airmail, to raise 
$427,000,000; a 5¢ per piece sur- 
charge on zone rate second 
class, and elimination of free-in- 
county delivery, to net $45,000,000; 
a 3¢ per piece rate on bulk third 
class, and other increases, in- 
. volving $85,000,000 .of new rev- 
enue; and a 14¢ per Ib. rate, 3¢ per would exceed the total amount 
piece minimum on controlled cir- | Paid for first class postage last 
culation business publications, | ¥©@" the report said. 
yielding about $1,000,000. ; : 

; \8 For most companies, McKin- 
® Extracts from the McKinsey | 5°Y said, ort class postage costs 
study had been used in an Ci eects Ps b. spidtenn dl aye 
Post Office Department report on | en ae ; 

A Ver Roni a 0.1% to 0.2%. It cited examples 
Ari 95). Gut this we tke ta; |from oil, banking, public utilities, 
ane ~ report became le ee se 
in full. "3 

he portion discussing the ac- | 0.1% = = ee ven 
, . | first class postage while its outlays 
curacy of DMAA expenditure fig- Peeng and  yeaone e 25% of | 
ures for direct mail advertising | : : 
was singled out during Mr. Gil- | otal operating east). id b 
lette’s testimony for special dis-| ms 5¢, letter rates — eo Up 
cussion. McKinsey had noted that|®7% since 1932, the study argued, 
DMAA’s estimate of a 2.9% dip in | white manufacturing labor is up 
expenditures for direct mail in | 395" ihn ae meype ig al 
1959 would, ff true, indicate that |‘ - oe sit 
1958 Tate hikes had hurt direct| For the average individual, post- 
mail. age represented barely more than 


| lems can be considered.” 
In the past, the study says, nu- 
merous witnesses have testified 


astrous, but there have been no 
valid data to substantiate or re- 
fute these claims. 


other first class increases, 
report seeks to establish 
\“postage costs are not significant 
in relation to other costs.” It cites 
an oil company that spends $1,- 
700,000 for postage. “While figures 
of this sort are impressive, they 
fall into quite a different perspec- 
tive when examined in terms of 
the other cost elements of large 
business enterprises,” it says. 

At $1.4 billion, expenditures for 
first class postage are only 0.3% 
of gross national product and 0.4% 
of national income, the _ report 
stresses. 

By contrast, wages and salaries 
are 58% of GNP and 70% of na-| 
tional income. “Hence an increase 
of 0.6% in total salaries and wages 


the 


But McKinsey expressed skep-|9:1% of the average per capita) 
ticism. It noted that Post Office |“isposable income of $1,895 in| 
figures show a 7% increase in 1959, McKinsey said. Where letters | 


the number of pieces of bulk third 
class handled during fiscal year 
1959. It also pointed out that 
printing costs increased, so the 
DMAA figure could not stand up 
unless there had been a sharp drop 
in the cost of the average piece of 
direct mail matter. 

McKinsey’s opinion was that the 
continuing increasé in printing 
costs between 1958 and 1959 prob- 
ably resulted in increased unit 
costs rather than decreased. 


would be up 67%, newspapers are | 
up 233% (from 3¢ to 10¢), street- | 
car tokens 140% (from 8%¢ to| 
20¢), phone calls 100%, subway | 
fare 200% and a copy of The Sat- 
urday Evening Post 200%. 
® Turning to second class, Mc- 
Kinsey said its analysis indicates | 
increases “will have no significant | 
effect on circulation or on the| 
profits of magazine publishers.” 
It argued that the industry has | 
successfully passed on substantial | 
| increases in cost of major items | 
| like paper and labor to subscribers | 
|and advertisers without depress- | 
|ing circulation or seriously affect- | 


cond half of 1088 nd the fre |#M6 the volume of advertising lin- 
i ~ |age. 


naan ee nes Se BORER On “If large increases in those cost 
1959. On the basis of Post Office | elements have been successfully 
figures which are available for the | Shifted os TS Fae, EES: BS 


= The firm noted that the 7% 
increase in bulk third class volume 
reported by the Post Office was 


“ea |postage—a less important ele- 
fist hal of calendar year 1099 rent of cost—can likewise be 
show a drop for the year only if it | passed on to subscribers and 


advertisers without difficulty,” 


had figures showing a substantial McKinsey said. 


decline in mailing during the sec- | 
ond half of calendar 1959. The study found wages ~ 
“But mail volume statistics for |P@P& the two principal elemen 
the second half are not yet availa- jof cost in the publishing industry, 
ble, even within the Post Office aod = er 
Department,” the McKinsey study |“ : f ndaeagp 
pointed out. “Since DMAA esti- — pres mages ware: 
mates purportedly are based on — a neg sane ar Ev ag Aes 
mail volume statistics, it is diffi- tee = on 40% between 1946 
cult to see on what facts the last a. 3087 ind stud Pose 
half of their calendar year esti- |? Phe M xs : ie ot 
mate can be based.” Meanwhile, cKinsey said, cir- 
The report itself consists of only culation soa capita = 24%, SO 
54 pages of text and charts, with subscription price increases have 


P not hurt circulation. Magazines 
23 pages of supporting tables and ‘ . 
procedural discussion. Through have aggro oe ore ag 
analysis of published data and in- earnings ng P 


years, it conceded, “but this is at- 
tributed to the recession in busi- 
|ness activity—which led to a gen- 
‘ : eral restriction in advertising| 
peg ney roth ol aw" - /expenditures—rather than to a 
: |swing away from magazines as an 

| advertising medium.” 


terviews with representative mail 
users, it seeks to determine (1) 
the ability of patrons to adapt to 


= In its covering letter transmit- 
ting the report to the department, 
McKinsey declares, “The facts de- 
rived from these investigations 
provide, in our opinion, a new 
perspective in which rate prob- 


that rate increases would be dis-| 


With respect to.5¢ letters and| 


that | 


j 


} 


SUCH IRON-Y—Patti Lewis seems amazed at her husband’s knowledge 
of domestic chores in this scene from one of the commercials for 


Proctor-Silex Corp., Philadelphia 


. which will be shown on NBC- 


TV’s Jerry Lewis hour spectacular, on May 20. In his first partic- 
ipation in a commercial, other than a lead-in, Jerry, with his wife, 
will demonstrate the new Mary Proctor spray, steam and dry iron 


and the new “Flip-Top” ironing board. The commercial will be re- 
run on the company’s regularly sponsored tv shows for a six-week 
period following the special. Weiss & Geller is the agency. 


zone. In the case of one widely 
circulated 9 oz. magazine carrying 
55% advertising, postage costs 
are 20% of subscription rev- 
enue, or 4% of total revenue, it 
said. 

“It is worth noting, in this con- 
nection,” it commented, “that even 
at the new rate, the cost of mail 
delivery of magazines will contin- 
ue to be far below the cost of 
newsstand distribution.” It pegged | 
typical news dealer commission | 
on the average magazine at 6.4¢ 
per copy, up 1.6¢ since 1947, as | 
compared with 2.8¢ by mail now 
and 3.7¢ at new rates for a 12 oz. 
magazine with 50% advertising 
to the fourth zone. 

In its discussion of newspapers, 
the study noted metropolitan pa- 
pers rely on their own delivery 
and send only 2% or 3% of their 
copies through the mail. It said 


crete sales results, McKinsey said. 

“For one direct mail enterprise, 
postage costs may be but a minute | 
fraction of the total cost of the 
operation and but a small per- 
centage of the cost of mailing. On 
the other hand, a different direct 
mail business may spend one- 
third of its total mailing costs on 
postage. Mailings, if simple, may | 
cost as little as $40 for every 1,000) 
pieces mailed, it reported, or, if | 
complex, as much as $300 or $400 | 
per 1,000 mailings, or even more | 
in extreme cases.” - 


® McKinsey cited one “field con- 
tact” which spent $250 per 1,000) 
prospects in direct mail, the | 
principal marketing effort of the) 
business. Another example was 
“one of the country’s largest direct 
mailers—an organization that 
mails material for others—send- 


cies, 


| mailer.” 


|interest in a car and identify his|on the material he sends. If he is 
|@ It admits postage is a cost fac- | dealership, 
|tor of some significance to maga- may “ask for an order in most 
| zines, amounting to 2.8¢ per copy | 
|for a 12 oz. magazine with 50% | viding coupons and other devices | market with a strong-selling mail 
|advertising, mailed to the fourth|aimed at getting immediate, con-| piece.” # 


small newspapers and weeklies|ing 250,000,000 pieces of mail a| 
now pay so little that rates now | year to 36,000,000 addresses, which | 
being considered would still not|reports average cost per mailing | 
represent a hardship. |to clients exclusive of creative | 


|costs, at $75 per 1,000.” A large| 


analysis in the report was de-}|1,000, depending on the nature of | 
voted to direct mail advertising. the mailing, McKinsey found. 
McKinsey argued that direct mail| Against costs at these levels, it 
is inherently a high cost medium, | is possible to advertise in maga- 
costing 20 times more per person | zines for about $3 to $5 per 1,000, 
reached than magazine advertis-| by radio for $1.50 per 1,000 and in 
ing for a comparable message, and| newspapers for about 25¢ per'| 
relatively still more expensive | 1,000, the report said. 
than newspaper promotions. 

Contending that the cost of post- 
age alone is seldom, if ever, the 
factor that governs an advertiser’s 
decision to use direct mail, Mc- 
Kinsey said few, if any, enter this 
field merely because rates are low, 
“and we seriously doubt that any 
will leave it solely because of a 
moderate increase in rates.” 

McKinsey had made “routine” 
financial checks on 24 companies 
which appeared at 1957 rate hear- | 
ings to warn that they would be 
forced out of business. It said 23 
are still thriving, and that one is 
contemplating liquidation. While 
rate increases may have closed 
some businesses, McKinsey said, 
they were marginal, and would 
have failed. 


| 


# “Cost differentials of this mag- 
nitude make it plain that an ad- 
vertiser’s decision to use direct 
mail is not based on total cost per 
1,000 mailings, much less on post- 
age costs alone, but that it rests 
on other considerations—namely 
the ability of the medium to 
reach a specific market.” 

The report included an exten- 
sive discussion of “targeting” and 
“promotion appeal” as special ad- 
vantages of direct mail, which 
enable competent users to achieve 
a “cost per sale” below the “cost 
per sale” of other media. Much 
of this material was used previ- 
| ously in a Post Office Department 
report on rate levels. 


s “In selecting direct mail as a 
medium, the advertiser is deciding 
to use an inherently high cost me- 
dium and acts on the assumption 
that he can obtain a favorable 
cost-per-sale ratio by skilful work 
on the list to which he mails and 


es It said it is difficult to gener- 
alize about direct mail costs be- 
cause there is no “truly typical 


An auto dealer may use a bro- 
chure merely to arouse latent 


while other mailers |successful, it is not because post- 
|age rates are low, but because he 
persuasive ‘act now’ terms,” pro- | accurately reaches his potential 


Advertising Age, May 16, 1960 


|AAAN Discusses 


Cooperative Setup 
With Europe Group 


Cuicaco, May 11—Affiliated 
Advertising Agencies Network 
may make its long-sought break- 
through in Europe this summer. 

Negotiations are under way be- 
tween AAAN and Plan Interna- 
tional, a network of agencies in 12 
European countries, to form a co- 
operative alliance. A decision by 
the governing bodies of the two 
groups is expected some time this 
summer or early fall. 

Of the 60 AAAN member agen- 
12 are located in foreign 
countries, but only one is in Eu- 
rope. It was this one, Trygve Dal- 
seg & Co., Oslo, also a member of 
Plan International, which set up 
preliminary conversations between 
the two groups. 

Last month two AAAN mem- 
bers—David Selders, of Selders- 
Jones-Covington, Kansas City, and 
Alex Franz, of Alex T. Franz Inc., 
Chicago—met with Plan members 
at the European group’s meeting 
in Geneva. . 


|@ Mr. Franz told ApvERTISING AGE 
|this week that the emergence of 
| the 


European Common Market 
and free trade areas has made it 
possible for the smaller American 
companies to market in Europe, 


|thus increasing the need for 


AAAN representation there. 

Member agencies of Plan Inter- 
national are located in London, 
Paris, Dusseldorf, Rotterdam, 
Dublin, Milan, Oslo, Barcelona, 
Stockholm, Zurich, Brussels and 
Copenhagen. 

If a working agreement is made, 
Mr. Franz said, it would not be in 
the form of a merger; each group 
would retain its identity. But all 
agencies involved would be able 
to get market information and 
other help from other members. + 


‘N. Y. Times’ Only 
Prints News That 
Fits, Patman Hints 


WASHINGTON, May 13—Rep. 
Wright Patman (D., Tex.) tossed 
a hot potato at the Federal Trade 
Commission by charging that it is 
deceptive for the New York Times 
to promote itself as a newspaper 


|@ Some of the most extensive| publisher spends $65 to $130 per | offering “all the news that’s fit to 


print.” 

The congressman says he’s ready 
to provide the commission with 
“evidence” that the Times does 
not print all the news that’s fit to 


| print. 


“Surely this questionable claim 
has a tendency to make the public 
believe, and probably does make 
the public believe, that the New 
York Times is superior to other 
newspapers which must compete 
for its advertisers’ patronage, and 
accordingly, for readers,”’ he wrote 
FTC Chairman Earl W. Kintner. 


s Off the cuff reaction at FTC is 
that newspaper promotion slogans 
like the Times’ “all the news that’s 
fit to print,” or the Chicago Trib- 
une’s “world’s greatest newspa- 
per,” should be tolerated as legiti- 
mate puffery. “Even at that,” one 
official said, “the Times probably 
comes as close to meeting the 
standard set by that slogan as any 
other newspaper.” 


s The Times, possibly with tongue 
in cheek, ran its story of Rep. Pat- 
man’s demand next to a seven-col- 
umn ad placed by the New York 
Sunday News, which said the 
News is “America’s biggest news- 
paper value.” + 


Neuwirth Appointed by WIP 

H. D. Neuwirth, former assist- 
ant to the president of Metropoli- 
tan Broadcasting Corp., has been 
named sales director of WIP, Phil- 
adelphia radio station. 
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IRL BY A MILLION 


From sun-up 

to sun-down, 

pretty girls 

all across the 

U.S. seek Glamour’s 
advice on fashion 
in everything! 

For Glamour is 
bought by the 
million young 
women who set the 
pace for silage 
more! That’s why 
advertisers court 
Glamour’s vast, 
influential audience. 
That’s why 
Glamour ad lineage 


is UP 32%* 


for 1st 6 months ’60. 


*publisner’s estimate 


is cet 


i ‘ a ie BPs ety 
ve v . . me aie aie — Sere: RFs toa wee 
Z ceed =r se A ee 4 - ene. Z Cia ae teeta ' a 
ae , : 
ih . ~ : oo . eo oath F if) ; ; 
ey re ee: tad ‘of 
: - - : ee 4, / me 
: J oo gaey * ‘ we 4g oo 
. i ee ‘ pe sat Bnd Ti. = UE Lie » 8 
eo = aa os ‘Wy 
é fae ; « OS ae 4, a 
Bs : ee ee aah Be. cane ae an a: 7, zi 
ee ee “O77 a ee a , Se Ty, = 
, . = gene ae rey et eae ‘if ¥ a <2 Pontes " Pa ‘i Teds a soit : vA Yo ad 
SE's ame tet ie Fp See ae cae Bik : so i Pitan iss aaa 4 4, det 
Se eee oes ‘ ; Le See ee Poe hie eee ae a ee ‘ ed 
Se eae Se ee oo — 2 3 
¢ a oe ee el pel ce Rat etoy .2 ar - “fe ee F = a a ee * Se A 
TAA A Maes oem eet aie Day ne aha ha eS" a ee oe ee Me ei * Sige T a 
See eg ee eae + bP ee eee ee ; he ee 
eu ee Mee ae eee .- eee es ee Vee = Ye eS ae oe. 4 a 
us “ fee se rl pe aa oon st . ee See =. # te ae > oa are Po. ee * SS ee er sc — ) oak 
eo eee eae a} ..g¢ oe Se. 4 ere os 4 a 
fs. hee a ee iy be £2 pe F ine a \ 4 t =. ae ~_* ~~ 4° ee =p. » en a a Ta 24 3 
ai We. ah a = FT a ‘tes 3 se ere et ee : 
“ates ieee ee ab : a2. 2 ie. See tee +o a = 
ee Sri ss § * $ i , >. < * 1 i e-. a _ 4 “5, 
Bee ar Palais... Sewn Bele - 4 - #5 fi be = a > eS 4. toe - sy 
a Ga ae & st sf 3% FA $4 232222 23 eae re 2p. 
i ae ae f ame - . = -_ - - ’ 
it 7 ; i eS eo 2.3222 ,s F. = 7 = & pe Sn) ae aN 
Bo, = a 7 Sew? rs 5 4 s p. = Ss = 4 me . “4 eS 
a0 - See? ae > om -—- > = “4 ¢ ~ Pt » \ 
ne 3 ce or? P-4 = = hve y : , one . \ 
ae <A Rels « “ = - z . a <=. -_—— a _ . ‘ 
Eos ’ ae & fe 2e& ¢ , - = = ~ _ ; . 
Pt Ane 2s 2 4 -_—- - - —s = - ‘ —~ < : ae 
oe en = a ee eases = = >  , eae 
aii er ofa ef ee =a = 4 = , 23 ae. SRS 
ea s Te teeta tae - = - = «= = + i aa wes 
Es ¥  sSsscesee : = =e 4 Sy 
* ‘ Sete a= - fae 7 > - ~ “a Rk 
~ 23? oe - - a =z ———— 
i ol F 3 z= = 2 — 4 = > 4 i -=' - - = 4 ae 7 ns 
“arth ea 2 : ; ; - Pn 4 
oom FFSSESSSESSSE SES =SE SEs Pae- 8 >. oe 
Lo == -—- —_ —— . < re: a re 
2 Beese88ee ened —— s2s 3 22425. = sea f:- | 
4 : 2 2 = oe = - s i‘ = ae ee ’ Pa”. ; 
¢ aie = a Bg a - . 5 > . a — . « q ome 
ow H$EEZEZESEEE ee ee oe wali 
— — -Ses= — So ee a ae em am <a a 
ee = = = - = = ~ -_ = > 2 ‘ a ren Be eet arene ee < y : 
Gar “agit _- ” ~ : * a t Z Syxny ea Ne a Be * 
uy % ee x 2 ee } pe ah, ae - é 
+ + ‘ - ~ = oS - ~ Why i catia. ui F ; tfc whe a - 3 + 
io Hh Zsetses= 2 ee ae — | 
¥ — i a % . “ ia » 
4 " _. eas ee dye a nh S ~~ io. 
; --4 é : 2 2 mi. Fy 
gene sale é ; ” > = Brine ; =. = 
j : ; cease or Pg : . . _ Cbcygilinie-°— ‘ a eee - 
: Sad - aie ee ase “ — s = ee Pana - —— 
Res "= io — Ss ae Ga OE. oe ae aes Fe a ae SO Oe a 
t Fe 5 4 . ahi are a ' = ~ % a ae > ae -~ — a pets - _ = hee “rine a : 
-— ae - &- Sess" — oe. jee . joditedh nee - “oa 
eee 2, ee! 7 ae me — Ri ie an ’ ~" main a —— 
ke [SSes SSSESES ISS EE- Soe ~ ae = fw 3 
Ba tds i. ae eee a, —_ » Re in dill ; — — -_s i p 4 —_ 
a : a a oe ae $3 ae te orn ee Ry ee 
; - a 0Cl < ay! Sa eS oe =" ae Peet ee <, 
. : : 7 = : = ‘- Io - wip ore 4 ee a ee : = ee: 
: 4 3 ee Se ae aie iS aon > g a 8 —_ F es ‘ 
: ot Cad = = ~ -_ om as oe Ts Eom Se a we ™ ir — \ 
eal ea mae See ees a re — . ; 
Sa See eee 32 3 = Se Sas > *% . 
: - 4 st —- = = © _ » sia? - « . | es f 
. de se a. = =. —_— - © a = - i . 
en 25t-+-= a " fe _ a oie 
eh eos ¢ a. ae <a f —— : . — «| 
h ; =— —- a i “is — cs 
ae i——— = S . = & a ee Ey): 
_-_  * ee it _ - 3 . * v » rs it a 
- _ -. Sd -4 a gl 2a sae : 
wee SSsss: a 7 ss her i 
am ig mo. = ; := = See i * Eire 5 
p a i a a - ~ . — Bhai has oo ego a ky 
: i ee ae =a & So eS o) a ; = 
We Sa one TA SS A age gage a a , _ i ae » eg a 
“i ’ ere ae ~ © a 7 =~ we fe ey ; ri 
‘ cas - = . : -— 4 , ee 
~ a ee z apes -= = a ht  . be ‘ 
Bi tec; y 3 ie me ,- 4 ‘ Sah va ke ~ = a 7 a . 
gn vee ee ee es +> — a pe ‘ 
Jat ores ee a a aed a A ‘ a fe ON a 5 ’ Lae 
; , ie See ee : a> ae ee . oe 
a aan # >= oe Mg a _ ae i . ia — s 
fore Peet Se NE ating is re ‘ — ncaa ee A 
Es - eR mc  caliaalige pee ge -- ee hey, — << Saal Lig . = ss 
4 : me en ee ee ea é — oo: ea : —— , 
poe xe be i cele ‘ 4 ——— a cade Je , : poh 
tte Sn ea ty ee aC —  - ee — - 2 
x Set ho Mg) ah als a a a Ma Be ae ait al Bi . . 

Bi —— ee os 6 2 ERTS, RAG : os i» 7a ~s 
aye ee : Phe Pid nea , Bey 
am ‘ a eg ae : a toa le i 
ae ae eh yo“. 3 ; 

ei, i: er. Cae D ws : i a. . > 
' é : ae 3 fey me - - * wit fae ART ee y/ . " es oF ¢ : 
me, Qrwees Shy, ae - ~ -*s BY 
| ER ee «ff ey 4 iy \4 | 
Ts - — bi ra . . J 
i ; : : ; j # 
%, eS . ‘ 5 
; be : . ty .9 ‘ 
» 4 ° o ie iar a + ~ j ‘ is 
. os ‘ J a. pi . . > — ’ ° we 
. teen SNES cn Sei he a ¥ *% = 
a eee ete eee es me. & °? Gey ‘€ - 
an ae ee Snare = ne - a . a ‘= + fa * ee 
Se en i ae ee 4 ‘ ~ ’ f ae 
ey J At a ee io : 
oh. Sage ae a” dg “Ga See 2 
wey aes Phe. « . ¥ 5S ae i 
ip eee ye Eats A te ee 7 “> “> “th : oi qe 
emer “ pats: i, Sane th ear? . 4 . 7 <ieadee 
is * = i a Seams Bee x | ae 
ee Me te a ii cinnamon ie > ¢< BRS, a 
“epee ¥) ° eee acy ee By 
re sm fas yr! Regs ae aE 4 a | pare - m 
eee ~- erie ae, Seale: a ‘i cs fe 
ae - bi : ee, Me f a 
eae eet Roe Agi hr aaa aes Pe Pe - - . 
poe pate J Serge wih ten as ae a oe 
- . TC . SAG 
ee ‘ 5 Oo Smee Bs ks Ades & = 
are a ahere eee Bes — ¢ to ud 
agente . se eee ei ea or Be 7 Ca : eta 
i isin a eee Ares ey q Be 
“aap SE ee bo cl j = Caer 
eee * ae . nck y 4 a on ee ae 
Ac Spa <a eM i 2 , , 
ie on — hae mt : ] ae Dee ae 
se a ace eine : aie : 
as a 3 — 4 ° 
Raiates ite oamamnraenlyree 4 <i wi, cea 
; ae me Ro ae te iC Weed ae 
‘2 Bsiviies Jet ie Si eee AS F pS ta : 
ee act Roe gt oe fe peas Ses 
ee te : nk real EL ep ae —_— Somes 
Pye Reise oman cies ea es Peo ee fF ; 
ia aly te mee le eas Suiaeee eee PE NOEE Rie ca apa iJ 7 
eet og tear ey ae Ba te ae Be oe i: 
LO Sie os Bley te ee eet eens rae Pie beet oe = 
a SPS “ ‘gi’. ttre eno 
sep tess ¢ ae eee ee “hei aoe es 
i ioe oe Sr ies Lina pa ie . : 
HOSS * Pega ae a 2 ees ~ z 
es 7 yo - S 
ae aah ’ : Tat co, i Ben ~ : 
» = ig : Seated ta 
3 : Fie te, m2 < etapa T= iy 
; . Z 2 } 
hin, , ; ie Birt Hi —: PE iota altar eee eee 
a: q if} Bi ‘ gS ebaeeitee st er Mp Ts etis, 3 nay 
ics Milt uasurnnne WASHOE Et ieee ee Re rer - : é 
Pe elt oe ©1960 The Condé Nast Publi : ‘ cia aie Ne, a cai —_ i TO 1 : 
si iicdaalaaith million marke LOW | 
rane : : ce ES ae em as ioe, 2: & i a ‘ : 
ee ne ee age Se " Wn 
ee i 
ae te 
My chee 
Te RNR gE 
eae ' ; ‘ 
beth at ; 
ea a 3 
cron , , eS Malia here aut 2 ae 
cae a : Fes 0 ene ae Se Me pa 
See eee pane sel cates oie Aes. ae 
i : B Mee re A as pie oe St ee ~ 
A ne 


dpe! 


We have 


ali Cye for 
the ladies 


and they , 
have an eve 
for us 


a : z ou ar “ ae ame fp ‘ ; . “ : : > Aa 
eee 
iz 
we 

Sth 

é Sl 

‘i Bi a 

; ae 

: aig» 

a 

c an 

: eer 2 

Be ae 

: i: a 

: a 

4 By ss 

3 a 
ae 

; Boh ce geet ae si 
ns * es al er : 
: Dy ates aa are 
a be Ah i 
ae Bs 
;, a 
" . fa” seo 
yet 2 ‘ a) 
ie non ae 
hae : te an es = 
. a ee 5" 
7 er 
eee % - 
‘ valle 

Bees ie, 

Buh, ou 

ae re 

a 

le is 

nas 
ing , 5 
ee 

Se aa . 

gt ven 

ae gre tei evs 7 ‘ os 
: be Laer 

i | ; | 

ae ae ” 

Soaks ¢ 

i \) siege 2 ule tek "ye ee lens» oe as es 

4 —S lll BR es ge ee mS, 

: a ree eee ski Ea agen ale anne 1 

: al RA a SS + ioe Sn oe ee ee ave 

Ge . Pies) ie! a CM Rae a 7 sf ren Abe ee ee ; My es arn oy % oa or 

~ Genie sername ges A oft RV Sa CHa tte eas aus eta ots Fe 

ee , ig ‘i ERR ie ” gail ol ay cy citi aaa Gane wat spi 

a .) sch RR Se MER OR ete eye SP — Diane ' est 

a . oc = el oe en ae eo ei 
a i ers patie ee dh 2 See f. ; Boe 

-_ sisi a a fe So . 

non! Gea * au P a ee 

| pee k ae j aa 

ae 7 g : arial wn 

—. + : sa i os : . -- a 

ee ~ a9 a : Ree ee . ; ' on 

: A * — aA crohns fe ee ae . 
ies & _ 5 ; ; Y 
yn 7 = : ae: , % a " chen: Aeneas 8a iN ve 
aoe cn ie em os, ee 
1a eee - “oe Sys) a ae pee 
ies — AES tala ; War 
ie eee ee % See 
rs: ie : gan 
one P ——_ nt a é P po a Vit 
ae ; " , Shoe i ae mi ap 
vis . ia OS ee : ’ ae? 
Fi 4 Ce care rh P we x 4 nhs 
es = a tA es ‘ 1; q 4 et 
: ZA | Ree 
o 9 Oe a 
y w f Va / yy i) { a 
; ; 
| | ’ ' 
y f { : 
= iy t 7 . 
F . 
7 = 
oe. 
ss 5 
: pics 
.F 
7 =f re 
is. ie 

ae 7 

By ia! 

ea is 

>. ee 
aaa Hee 
an me 
e ea 
: ° 
’ ; : ere PI eee erat Eee ae eRe ee ane Oe ee ee 
: a Veit ; ee rhe ie ee ORNS eRe ace: | ASR ee te ERE EGER EINE, nae ; Fe Ali oe aa 
ae ea “ied \ tel Sep Se aie see Ne ie ci Pao 6st et ert ange ale R Mee hs eM Ta naan 3:25, SE bia oh dled RSE ee —— ee 
oO Re ee eee mene tet eer, rasp a ; 
"ha Eo Lahey SoS Nlaioeh es Ag eaeca 27h eae coin LCR Se acu cs 3 * So ieee RE or oo A hate J. aa ie ei: 
tyr pee es i TU ee oat OTN REO Lenin). 5) are ei he See. TOE aL aN ee ey bee WR ae os ee A rime gel ~, Pt tae ee acres rl Ee Fe 


INS G ce ep ee ae 


Ic is always pleasant to learn that you are 
more appealing to women than the next man 
—and if you are a broadcaster or an adver- 
tiser it has its practical advantages. 

[uring the average minute of the day, for 
example, 3,932,000 women have their eye on 
the CBS Television Network—some 524,000 
more than are watching our closest competitor 
and 2,329,000 more than the third network. 
(Among young women our plurality is respec- 
tively 461,000 and 937,000.)* 

‘This ability to catch a woman's eye can be 
attributed in large measure to the variety and 
dramatic quality of the Network’s daytime 
schedule. It presents the three most popular 


daytime programs in television, including 


AS THE WORLD TURNS and THE EDGE OF 
NIGHT, both of which recently celebrated 
their 1000th broadcast on the same day. 
Equally, such courtroom dramas as THE 
VERDICT IS YOURS and such special docu- 
mentary programs as WOMAN! seem to be 
uniquely responsive to the needs and interests 
of most women. The first has been widely 
acclaimed by bar associations for illuminat- 
ing the processes of the law, while the second 
has provided clear insights into the complex- 
ities of raising children and the recent tend- 
encies toward early marriage. 

Ip the hours when television presents pro- 
grams primarily designed to entertain and 
inform America’s housewives (10 am to 5 pm) 
the CBS Television Network now attracts 4 
per cent more of them than it did a year ago. 
And it reaches them at an 11 per cent lower 
cost per thousand than any other network.' 

"Ris is why the nation’s advertisers are cur- 
rently spending 2.1 million more dollars a 
month sponsoring programs on the CBS Tele- 
vision Network than on any other. 


*Based on Nationwide Nielsen (AA) Reports, January-April I, and ARB January- 
March data, Monday through Friday, 10 am-5 pm. +NTI, January-February. 


CBS ‘Television Network 
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The Editorial Viewpoint... 


Paul West, Advertising Pioneer 


With the death last week of Paul West, president of the Assn. of 
National Advertisers and the directing head of that organization for 
the past 28 years, American advertising lost a man who could truly 
be called a pioneer in advertising and one of its leading figures. 

Coming to the Assn. of National Advertisers from a post as ad- 
vertising manager of National Carbon Co. in the early 1930s, Mr. 
West brought to the then-modest association a practical background 
in national advertising and an appreciation of the advertiser’s prob- 
lems, as well as a talent for organization which served his association 
and the whole of American advertising well during a large part of its 
formative stage. 

It was under his direction that the ANA became the extremely 
important influence in advertising which it is today, bringing to- 
gether in one organization several hundred advertisers whose com- 
bined advertising budgets probably account for well over half of all 
national advertising. It was under his direction, also, that the ANA 
took a prominent part, along with other associations like the Ameri- 
can Assn. of Advertising Agencies, in encouraging the development of 
organized advertising effort in behalf of public service (through the 
Advertising Council), in research (through the Advertising Research 
Foundation), and in a variety of other directions of broad general 
value to the whole of advertising. 


It was under Paul West’s direction, also, that the association suc- 
ceeded in securing legal as well as moral sanction for its position 
that advertisers are entitled to deal individually with their agencies 
on matters of compensation, within or without the framework of the 
commission system. 

Paul knew everybody in advertising; everybody in advertising 
knew Paul. He was a central figure in the business during the past 
three decades, with enormous professional and personal influence on 
the whole course of advertising. His friends will mourn the loss of his 
friendship, understanding and helpfulness; advertising as a whole 


will mourn the loss of one of its outstanding influences and person- 
alities. 


Higher Rates for Worsening Service 


For what seems the umpteenth time in recent years, congressional 
hearings on higher postal rates have started again in Washington. 
Whatever other claim to fame he may or may not have, no one will 
be able to dispute the fact that Postmaster General Summerfield has 
instituted more rate increases, and succeeded in selling them to Con- 
gress, than any other Postmaster General in history. 

Mr. Summerfield seems obsessed with a completely uncontrollable 
urge to get postal rates up high enough so that there will be no pos- 
sible way for accountants and auditors to manipulate the books so 
that they show the Post Office Department operating at a loss, de- 
spite the fact that many aspects of Post Office operation are clearly 
designed as a public service, and no private business would think of 
conducting them except under a subsidy from government. 

Mr. Summerfield’s dedicated obsession with eliminating postal 
deficits is a good thing, on the whole, and he:is to be commended for 
his zeal in safeguarding the public purse. But some of us who make 
extensive use of the postal facilities sometimes wonder if he hasn’t 
gotten the cart before the horse, in a sense. We admire his concern 
with rates and deficits; but we sometimes wonder, more than a bit 
wistfully, why he doesn’t express equal concern about improving the 
service which the Post Office Department renders to users. 

As things stand now, the American public and American business 
have been paying higher and higher prices for worse and worse post- 
al service. 

The rates have gone up substantially under Mr. Summerfield, but 
there has certainly been no comparable improvement in the service. 

In fact, no one inside or outside the postal establishment seriously 
debates the proposition that the quality of service has declined sharp- 
ly over the years—and no one in the postal service seems very much 
disturbed by such conditions. If there are fewer pickups and deliv- 
eries today than there were 20 years ago, and if mail service and mail 
delivery are universally slower (especially on short hauls) than they 
once were, this does not seem a matter for concern to the Post Office 
Department. 

Responsible people in the department are known to believe that 
there is not as much need now as there once was for really first-rate 
mail service, since the telephone and the telegraph and other meth- 
ods of communication make the mail a secondary medium for carry- 
ing intelligence at high speed. 

We disagree with this reasoning most heartily. As we have pointed 
out before, the postal service is very nearly the oldest American 
government service, and it still remains one of the most important, 
to business and to individual citizens. 

[t seems more than a little ridiculous that the richest and most 
progressive country in the world should be asked to put up with any 
but first class postal service, regardless of its cost. And certainly this 
is not the kind of service we are now getting. 
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—Sandy Woodbridge, Bozell & Jacobs, Omaha. 


“That new time buyer won’t last. He’s already living on borrowed 
time.” 


Let-Us-Alone Week 

I would like to suggest an an- 
nual Let-Creative-People-Alone 
Week; a week in which creative 
men and women might be free to 
exercise their best talents, unim- 
|peded by the traditional strictures 
| of advertising managers and ac- 
|count executives, unhindered by 
| research departments and the sta- 
tistics of Roper, Politz, Gallup, 
Robinson and Starch. In such a 
week it is not unlikely that more 


What They're Saying... 


good copy would be written, more 
compelling layouts designed, more 
impelling typography designed, 
more challenging photography pro- 
duced, and more sales of consumer 
merchandise and services engen- 
dered, than anybody so far has 
imagined possible. How nice it 
would be if just once a year our 
bosses said to us, “Do your best— 
somebody might like it.” 

—Herbert R. Mayes, editor of Mc- 

Call’s, speaking at the annual awards 


luncheon of the Art Directors Club 
of New York. 
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Rough Proofs 


Lou Boudreau has moved over 
| from baseball announcer on Sta- 
, tion WGN to manager of the Chi- 
|eago Cubs. 

| He did a great job reading those 
commercials. 


When business is slow on the 
Jack Paar show, he can always 
|perk things up by resuming his 
‘running battle with Walter Win- 
| chell and Dorothy Kilgallen. 


Princess Margaret got almost as 
|good U. S. coverage of her West- 
|minster nuptials as Grace Kelly 
did when she was made one with 
her prince. 


| It’s no doubt because of his de- 
sire to use the pugilistic vernacu- 
lar that Jack Drees occasionally 
refers to an up-and-coming battler 
on the Wednesday night fights as a 
“genuwine contender.” 


UPI carried a story about a for- 
|mer teacher who’s now making 
$49,000 a year as a Chevy sales- 
/man in Detroit. 

That ought to get him a quick 
|offer from Plymouth. 


e 

Dowgard’s promise of all-year- 
‘round protection through its new 
cooling system fluid is so attrac- 
tive it may have trouble getting 


users to replace after only twelve 
months. 


John Masters tells Post readers 
that “crooked advertising” is one 
of the results of a moral break- 
down in the U. S. 

Maybe Billy Graham 
spend more time at home. 


should 


Right after the appearance of 
;that Time cover story about Ar- 
/nold Palmer’s spectacular finish in 
| the Masters, he lost a playoff in 
|the Houston open. 

The supply of birdies had to run 
out some time. 


Fortunately, P. J. Hoff, the pop- 
ular Chicago radio and tv weath- 
erman, doesn’t have. to refer to 
natives of the Middle East very 
often. They probably don’t like to 
be called A-rabs. 


Dick Babcock points out that in 
addition to the income farmers 
make on their crops, they get a lot 
of money from off-farm occupa- 
tions. 

Farm operators wear two hats, 
but the Department of Agriculture 
sees only one. 


“We made proposal to top peo- 
ple,-asked for the order,’”’ Lipscomb 
says. 

If the customer didn’t buy, it 
wasn’t the salesman’s fault. 


Sears, Roebuck is offering ca- 
reer copywriters “a challenging 
and secure future.” 

And with that famous employes’ 
profit-sharing plan, how can they 
lose? 


Copy Cus. 
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Strength in the city? 700,000 adult 
readers for The Inquirer. Supe- 
riority in the suburbs? 706,000 
adult readers... 593,000 EXCLU- 
SIVELY.* In the suburbs where 
58% of the market’s retail sales are 
made, The Inquirer gives you an 
EXCLUSIVE audience larger than 
the major evening paper’s TOTAL 
suburban audience. 


593,000 suburban readers 
exclusively yours in The Daily Inquirer 
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*Source: “Philadelphia Newspaper Analysis” by Sindlinger 
& Company Inc. Highlights available on request. 


Good Mornings begin with The INQUIRER NEW YORK 
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oP AL deg Medias Law: &f 


To a seller of soda pop, the pulling 
power of an advertising medium is 
equal to the amount of soda pop 
ee ° F \) @ sold. 

ve \ |YAF A Ke To media men, pulling power is 
8 ‘ “ Z influenced by several inter-related 
Pe i factors. 

The law or formula looks like this: 


Pulling Power 
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Circulation Volume eo 
e : 
Editorial Vitality 
x 
Reader Confidence 


The larger measure of these ingre- 
dients in the Chicago Tribune ac- 
counts for the greater results pro- 
duced for advertisers. 


| 6) G _ The Chicago Tribune, with a cir- 
l Pm er fh. culation 1% times that of any other 
Chicago newspaper, out-pulls the 
other papers by at least 3 to 1 and 

‘ as much as 15 to 1. 


(‘BS 


More Chicago families read the 
. Tribune than the top five weekly 
— magazines combined; more than 
; YA six times as many Chicagoans turn 
>) its pages as turn on the average 
evening TV show! 


Chicage Tribune 
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Honoring the Minds IRE remembers the MAN 
that meet the Challenge 


of the | Getting Personal 


5 ... for advancements in data transmission 
60... 


The Medal of Honor, IRE’s highest annual technical 
award in the field of electronics, goes this year to Dr. 
Harry Nyquist, consulting engineer, “for fundamental 
contributions to a quantitative understanding of thermal 
noise, data transmission, and negative feedback.” IRE is 
proud to honor Mr. Nyquist, and to salute all who, in this 
challenging decade of the 60s, work for the advancement 
of electronics and apply it to the betterment of our lives. 


Douglas Cornette, assistant general manager of the Louisville 
Courier-Journal and Times, was married April 23 to Thelma King 
. . . Robert N. Weed, publisher of the San: Fernando Valley Times, 
was named winner of the 1960 Silver Shovel award presented an- 
nually by the National Newspaper Promotion. Assn. for the most 
outstanding newspaper promotion. Mr. Weed was promotion and 
public service director of the Minneapolis Star and Tribune until 
last February, when he was named publisher of the California 

. Quay... 
| Former agency head Milton Biow is recuperating rapidly in Palm 
| Beach from an operation for a brain tumor a month ago. He expects 


Your company, too, has to meet the challenge of the ’60s in the 
vast radio-electronics field; to do so, it too must “remember the 
man”’—must reach the top-level minds who control wy. 


r } to return to New York any day now... 

rs for electronic equipment, components and supplies. 65,243 (ABC Married: Dorothy Anne Walker and Wilder DuPuy Baker Jr. of 
oe o— = ae A or nig hag ware on — tn i : Benton & Bowles on April 22... Patricia Lewis, administrative as- 
csamend aid die Harry Nyquist sistant with the Television Information Office, and Richard Mark 
‘ ‘ Fishel Jr., promotion manager with EWRR, on April 23...Grace 
: ‘ Harlow and Robert Wussler, New York manager of WHIB, Newark, 

6 Seat Shp eee. GAS © eee Oe ey Soe a — and an associate producer for CBS-TV, ort April 22. . . 
The Mystery Writers of America have judged “The Grey Flannel 
Proceedings of the IRE e The Institute of Radio Engineers Shroud” as the “best first mystery novel of 1959” and awarded its 
Adv. Dept. 72 West 45th St, New Yor 36,6. Y. © MUwey WM 26606  S0sTON + cmcaeo ° . ° om ° es cnn Edgar award to the author, Henry Slesar, former vp and creative 


“eA SD i aaa aa the gia BS illia Sk atte ae. ee : ___| director of Fuller & Smith & Ross, who joined Donahue & Coe last 


week. He has a new mystery novel scheduled to appear this sum- 
mer... 


from a proud past ™| 
comes da... 


FUTURE 
UNLIMITED! 


CREATIVE MAN OUT—Dante Bonfigli, exec vp of Guild, Bascom & Bon- 
figli, a judge in the agency’s first annual exhibit of arts, crafts and 
hobbies, had to disqualify one of his own entries—a portrait of his 
wife, Dorris—since judges’ entries weren’t eligible for awards. 
GB&B judges handed out nine awards at the April exhibit held at 
Mike’s Billiard Parlor in San Francisco’s old North Beach section. 


John Rogers, former New York advertisirig artist, is currently 
exhibiting 22 paintings in the Grand Central Art Galleries ... About 
50 paintings by Cliff Roberts and George Cannata, designers of ani- 
mated tv commercials, are on exhibit in the studios of Robert Law- 
rence Animation... 

Jack Weldon, sales manager of WSUN, St. Petersburg, who suf- 
fered a heart attack on April 12, is off the critical list and improving 
nicely ... 

Mr. and Mrs. C. Eugene Waddell sailed for Europe April 27. They 
won’t be back until after Labor Day. Mr. Waddell is a food and 
drug consultant; Mrs. Waddell is Patricia Colbourne, who resigned 
mid-April from the marketing research department of Dow Chem- 
ical... Jack Bristow, vp ‘in charge of BBDO’s Cleveland office, is 
head of the printed materials committee for the Cleveland United 
Appeal drive. Alvin Fisher, vp and secretary of Lang, Fisher & 
Stashower, heads the radio-tv committee... ; 

Joan Herrold, with the pr department of J. Walter Thompson Co., 
will be married June 25 to David Wood...Margaret Lloyd and 
Michael Cook, assistant to the ad manager of Standard Triumph 


Everywhere you look in Montgomery 
you see progress. This new million 


dollar library-museum, which Motor Co., are engaged... 
: ; Edward Lustig, president of Circulation Associates, received the 
opened in September, 1959, is annual Mail Advertising Service Assn. award for his service to the 
business mail industry... 
another fine example of this area’s The Irish whisky distillers found their New York townhouse, 
which they tried to rent through ads—the home of Mrs. Roswell 
vast growth. Ex ansion mean Gilpatric, who’s a stockholder of the Atlantic Monthly and (as 
& P s Arthur Kudner’s widow) the donor of the Arthur Kudner award 
° ‘ given annually for the best institutional advertising writing... 
opportunity --/ an opportunity to Milestones: Jim Gilbert, exec vp of the International Advertising 
. se Assn. and president of the class of 1905 at Amherst, will be travel- 
expand your sales ina million ‘ ing up to Amherst in June to celebrate the class’ 55th anniversary 
... Thomas More Storke, editor and publisher of the Santa Barbara 
market. And WSFA-TV covers the News-Press since 1901, received an honorary doctor of laws degree 
area like no one else can at the University of California Santa Barbara Charter Day banquet. 


Mr. Storke is retiring this year as a member of the university’s 


1 board of regents ... J. Robert Bonnar, director of marketing of the 

4 dyestuff and chemical division of General Aniline & Film Corp., 

a Co New York, celebrated his 25th anniversary with the company 

im April 15 at a luncheon given by 20 of his business associates . . . 
‘2 


Herbert W. Petzel, circulation sales director of Esquire Inc., was 

honored April 28, his 25th anniversary with the company ... Einar 
NBC / ABC MONTGOMERY -CHANNEL 12 Rechnitzer, president of Maclaren Advertising, Toronto, will shortly 
celebrate his 30th year with the agency... John H. Willmarth, 


Represented by Peters, Griffin, Woodward, Inc. The Broadcasting Co. of the South president of Earle Ludgin & Co., celebrated his 30th anniversary 


WIS-TV Columbia, South Carolina with the agency April 26 at a company luncheon held at the Arts 
Chm... 
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looking for 


| AIR-MINDEDNESS? | 


(It’s a major trait with National Geographic families!) 


Our latest and most extensive readership study* has some very 
significant findings about air travel: 


e 1,241,805 National Geographic families had one or more 
members who traveled by air in the past two years. 


e@ of these, 1,110,775 flew within the U.S.; 179,421 in Mexico, 
Central America and the Caribbean; 164,532 flew to Europe; 
41,691 to South America; 47,647 to Australia and Pacific 
area destinations; 34,991 to Asia; 26,057 to Africa. 


e 1,064,617 Geographic households plan air travel in the next 
two years — involving 11,276,005 individual trips (or enough 
trafic to load more than 190,000 jetliners). 


© up to Spring of 1959, nearly 125,000 Geographic readers had 
already flown by jet — and approximately 40% of the air 
travel planned in the next two years will be by jet. 


e of those intending to take air trips, nearly 60% say they will 
go on deluxe or first class flights. 


e some 188,000 Geographic subscribers know how to pilot a 
plane, nearly 15,000 now own planes, and almost 327,000 are 
with companies owning or leasing aircraft for business. 


These are only a few of many new facts pointing to the pro- 
gressive nature of the National Geographic audience. They like 
to go places; their high incomes let them. Travel advertising of 
all kinds gets results in the Geographic. Nearly 100 of this 
famous magazine’s travel advertisers have appeared in its pages 
for five or more years. Like them, you can reach today more 
than 2,400,000 remarkable families via the Geographic — and 
the market gets bigger every year! 


, *It’s fully reported by Double 
>: TIONAL GEOGRAPHIC Dimensions, a two-part profile of 
profitable facts. Write for it today. 
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36-24-36 .... 

‘Life’ Turndown 
Is ‘Ridiculous,’ 
Says Vegas Spot 


Magazine Intends No 
Slur on Reputation of 
Chorus Girls: Jackson 


AIRLINE ADVERTISING? THE HIGH FLYE ee 
|S AGAIN THE NEW YORK WORLD-TELEGRAM— By tumed down an ad submitted for 


rc its May 23 issue by Hotel Sahara 
FIRST AMONG bye, “bo EVENING NEWS ’ here because “we are a family 

magazine, and we do not feel an 
advertisement soliciting the em- 
ployment of chorus girls is in the 
best public interest.” 

The half-page b&w ad, designed 
by the hotel’s agency, Melvin. Co., 
Las Vegas, says in large block 
letters: “36-24-36,” at the top, and 


meWrite t the os 


and make it plain 
upon tables, 


that he may run 
that readeth it” 


HABAKKUK 2:2 


To “make it plain” today in the pages of Simmons- into the reader’s mind. 

Boardman magazines, our editors: What’s good for the reader is doubly good for the 
1. Use big pictures and short words; advertiser: 
2. Boil down copy, skimming off the fat; He gets wide-awake readers—with the time and inclination 
3. Organize articles for selective reading; to pursue ideas in his advertising. 
4. Make fast-working layouts, to speed the big idea Simmons-BoarpMaN, 30 Church St., New York 7. 


= 
You get wide awake readers 


with Simmons-Boardman -“ > , \ C [Pmaeazines 
fi $ — SIGNALING... 


LOCOMOTIVES~CARS 


. Marine 
ve Engineering. 


Advertising Age, May 16, 1960. 


JU LF 
DO YOU MEASURE UP TO 
THE MOST 


Amoian Gb 2 


IN THE WORLD? 


If you do — Hotel Sahara, Las Vegas, 
will offer you the chance to cam a 
mmumum of $900 PER MONTH 
by jounung the “Most Amencan 
Girls in the World and 
the chance to start your climb 
to stardom im the great 
GEORGE BURNS show, 
opening July 12 and with 
other outstanding stars who 
regularly appear at the Sahara! 


This is NOT a contest Anyone can 
apply If your figure approximates the 
ideal “36-24-36 5 4 on over 2140-24 
years old then simply submit pictures, statistics, 
and biographical details to: MILTON PRELL, 
Executive Director, Hotel Sahara, Las Vegas 


. 
. 

4%" “STAR STUDDED SHOWS” 
. BETTY HUTTON Current 
* GEORGE BURNS fuly 12 
? TERESA BREWER August 
#"* OAN DAILEY September 6 
rte DONALD O'CONNOR 
me. MARLENE DIETRICH 

VICTOR BORGE 


wee 
* 
Means cccacccett” 


Announcing @ New High in Resort Living — June 25th 
Sahara 


LAS VEGAS - NEVADA 


te fee Yow 
cae Agen o te Reservarons Deer 
ene! Sahere, Law Vegan 


TURNED DOWN—This is the ad from 

Hotel Sahara, Las Vegas, which 

was turned down by Life because 

it was “not in the public interest.” 

Melvin Co., Las Vegas, is the 
agency. 


then asks, “‘Do you measure up to 
the most American girls in the 
world?” The rest of the text offers 
girls who can qualify to earn a 
minimum of $900 a month as mem- 
bers of the chorus. 

Milton Prell, exec director of the 
hotel, wrote to Life: “We don’t 
question the right of Life maga- 
zine to approve its advertisers, but 
it is ridiculous for this magazine 
to turn down ‘in the public inter- 
est’ an ad simply because it in- 
volves the privilege to work as a 
chorus girl. The attitude of Life’s 
advertising department is indeed 
mysterious, when they reject an 
ad presenting excellent financial 
rewards for talented American 
girls as dancers in the show busi- 
ness world.” 


# C. D. Jackson, Life publisher, 
told ADVERTISING AcE, “Obviously, 
rejection of the ad in no way re- 
flects on the reputation—either 
personal or professional—of chorus 
girls, who are lovely, hard-work- 
ing members of the entertainment 
world and who have frequently 
graced and enhanced the editorial 
pages of Life. 

“Life simply felt it could not run 
a ‘help-wanted’ ad for amateur 
chorus line aspirants.” # 


Geni Names Bliss 

Geni Wonder Products Inc., 
Chatham, N.Y., has named Ben B. 
Bliss Co., New York, its first 
agency. The company produces 
Wonder-Pac rechargeable fiash- 
light battery cartridges and Won- 
derlite flashlights. It has distribu- 
tion in about 25 cities and will 
launch a trade campaign in May 
with b&w fractional pages in 
Electrical Light & Power, Hard- 
ware Age and Industrial Equip- 
ment News. A consumer drive, 
using newspapers, magazines and 
possibly tv, will be kicked-off in 
the fall. No budget has been set. 


NFAA Adds Three Members 
The National Federation of Ad- 

vertising Agencies has elected 

Tally Embry Inc., Miami; Melvin 


Co., Las Vegas, and Capital Ad- 
vertising, Lansing, Mich. 


a % > a 5 r =e aes 3 5 F : . oe oF . = “ er 7 oo “ = ee me sis 
a a 
rd © Bolts 

i 22 ee = 
Ss aes 
a As. AA AL 
ae 3 ir e 
- = 
: . , : ) 3 

3 Vv 3 ; 

yee ee 8k ee it eer ) 

; Sine a Se ee er ee (| t “s 

Wake a ViSUal CNCCK: — \\ 2a Fo : 
a r ee ee ee oe E : PT 
Efi ab aden eae nea ” ae R we Na ie His a Ae cle , | sued 
bee ss 2 er ae tt a3 5 a rage at ie oe Se jae HR aie: = re 
v Se Meat Oo gigi + i ‘ 4 he See iene oe aa A > 
saline ae el eee Nees a tS oe ee a ee ea 2 Ligier sacl Teas eas anes je 
; aoe Shee. ed * Ly S425 RC oes fi ace oe (9) (om i ‘ ‘ eae rae ieee | 7 
he Peat ates = Sark : 4 hole = a eat Re ee. or ah ee Le ee 
Be" Siar A AR oY oop Aa eee i meer Sy at em os Ee x Be lg pees ae Te ee 
are gsi Aan eee Ranier ae Ceo 
atl RM Es i ere tape : 
+ ae ear eer akon tas feota 
of aa ae oy: 
fe ee, Cd eee oe es = fe 
screenees a 4 = 
ane BARE sort eee P < pe 
ok : Hees eS 5 ie 
tee Pe ee a" rad 
nee Pe eee a the “shea Aeomaee Out te tee Wont" 's aeumen & ees 
eit “ie ne wil be rubmimed to yew for vignature Hotel Sahere SP ae 
a al te hall be ender me blaganom to return omy pecteres «x ot 
a ig “7 . gs: 
: “E * ,ococeesescerooorts ¥, es 
a . ; 
4 | ee : 
a j *s £ 
q f af 
Oa : 
LAr ' 
= | wi 
eveilable 600 air-conditioned rooms all with 
| attra Radic and atmirae Television for your . 
vacation pleasure . . . full convention 
| facilities round-the-clock fun . . . you'll ke 
find it's Sensational at the Sehera! 
“> 
é 
gis | 
Si wKOTEL 
ge. i « / 
tly les &§ 
, eai|.* FSAUARA | 
; 2 
ee | *, a hf 
‘ \ « es 
| 7 a 4 
Ty a 
‘ Ud ce 
ae 
; 
en . 
ae 
more x 
i. i 
Teme 1s 
ee ae 
ihe is pad 
| 
| 
Bo gay . a 
wu a 
en - ra : 
x si 
ms eee ee 
A £ 
. | | 
~ | iv 
gens j 
serie ; 
eo | 
pee 
nee } ~: 
paar 
: | P 
: 
a ] 
=e | 

eee Americi 

pe Build_. + a RAILWAY AGE wr-kiv 4 = : *F Wierch: oes ; | 

= ¥ ; <2: urchases and ' ‘ 

a } te . - —% 
- “ats : ane Pt come z TRACK ~ = | 
ee ; \ i al =| WEEPE STRUCTURES 
ties Ber a wl ince aes eg en gee o . ~ : , a —, 
ae : ee , ‘ =a 
i: Sere § i (a ge “54 . : a 
ell ha ee is 4 sill i a ead 
Beet bs —— ‘dies ob. ‘ — er  £i % perspec, 
er ‘ > Ls 4 a, ¢ . Spassenctnlie agentes tee 

ae . i: lean . = 

= va | : 

aes — *s, 
ast yee : 

> te ie e I = oe ea) Dm | oe eee Tae ES Ca il - Se Pee PAPI Rs han ee Ce ae ee ee . pee = aes ees, 
ah Seamer ae Se 9 © Ras tis ae et Paola oe a <Geeee RESO 
ig eS wee e+ Ree cay | ai fie. 
Ae, eo nee Baie: ol : 
Ree ee eae re ae 


ee y 
Bea Pe ee re Pi ay ve ea ney ce ae ee oy ema ae te s 
Be Ne ON Sug er eraned 2 ipa eee ater Be:  iaeten " Bey oe oe ss gee: ay 
e Sl tie ere ee ‘ Si He es Ds isle gk 5 oer tay tage ee ce g “ : = Sh oe fide Seed Pes areas om oe ‘ Sy Pa Sei , " 
r Ag Sag Se i gone ea Aue 3 reece hye Uae er tae | eae ie 2, Bb aie as ee El Jettahs e ‘lat sro i “a Be * : 
Tae SE Bi ga ee ik bans oa Peers See bee piste Newman gy oeseae” : £ Sac ee be ce Me ees eS es eed twee = ae ae z E 
Te . ae ie “4 * pete er. pity ee eee epee Peete Mie me poi eee . ms Be iar 
en age ape a Ne Pine Wate) oa ae Oo bP cin — ey a eS ee cree kf a ree Neel . 
Dts feed se es ae ees ne oe ae pe ee gir ge og ae f a dl a Parise seers feu ee ers Tea cee pace Cre; tar ote 
2, seems) Roel ee ie SOR ee i Sle Re!) aig CoN same he Nghe UN Nea) ae ee + i ‘ cg RS acai aa ee aiihtag) aap ieee ae heen oan Sas wi pw Bre ey Peele ie ie 
anaes aol, 4) ~ seam aa Pitas See a Baie Oe cue ae ae ek Mpc Ce eter, acai Ean SOE ee oA teen cocoate Waa te Th Nie eee i id Fe Sai in Eee 
Oe ae = got u A aye a 7 ‘ . Sesieinei gat aie mere Eg ieee es GA e, oe 7 yall \ ae: atl al ie i eae = ee pe eee ad a : lean eee | 
fae ea Big na Mihi 2 Siete ee ees ane ee sap ial eae : san. aes Bae) ‘ SO Sa a — ; ens 
ee Ege 9 ztrey Ge aay eared he ba Si hg, ; AS ae MS a a” Wate ES : fo a ee a 
eee PPD eee bier ee ae Mh: nae en OR oe Rt ee. es oa ot yest ee bet ate eet beet tee =a 
> rae ede a ° : Ve ie Tage eee ON ee a (oe ate eae a. ae : “Te teh Se eae Gade: SOR Baca aia, ° z a Ste eee, “oes it 
poe =e ie . - ‘ i Vea bo os ea eee eek eee te ne, eet Toe Beiter orton, a ee é ) ea ae ha A opts 
ed ea rue Arn eee en : Bis Boe rg ge es : ae Ge tii iy riylk hae 5) CLS ae ree eae ee er RO, se eeu je Saeco re 
Se a 4 : ; ‘ Baie: Piet a i lea ‘ ve Sree ad Reins © re aoe Tae eee pal — 
a ; = ; Ke . ie ae i oa ‘ Or ee : 23 Bee 
car’ Te : 
4 2 i Pant nee 
P — : Te (ee 
. - Ber ae ‘ Ee c nat ieee 
; ; fers ia 2 
ae te : : E : 4: mes Ties : 
ee : : ‘ he 8 ; i i ek ‘ies . 
sesaded (7 : ‘ : . ae ‘ 
: f si sh : aay Ree eee Saree ie De nel 
iF as es " : i . ee eS. . % r a s wee = i (tie : Soa : i fo ih 
ok ee it 4 peak a ee al oat in Poe Sie teat 2 is gaunt ey Fr : Ee ae 3 a a oe . 
rye Se eg ee Lk eae ad Er Bla res rs tae soe leedee Peery Mie nome OKs specs atte an ears efi : 4 et aaa Bi 
a a ee Hainan et gle erga Shey eee. Seat, sey eee iba ae aan Sige aah re ’ 15 agi ease es We F St (i ee 
SaaS rg ie, ee: oes wee Ree es hae Stak eben ARR ck wn aaa a ee ee : i 6 
TOTEM corte ae ip) Ln aoe i aia Pe ee oka, ee pe cesarean 2 Be eee ae fe ag a. ie teal eee ce eer a 
Bre i em d ees Pe 5. cd: Wa te - oor Sa eee Vane «2: a MME acl J." pie 5 eel Sic aes Pee isa ih ool oi Nes 
eth: ee eon eee aS en ah pU ie tie aed beh nae ee eer: : eee Se fe at NOOR R ee iaea tae eregme nk ote 0 Sn erete ayes : ee ee 
Pees Pe near oy oe ae uh SP eg ss Cae Se eee ie oe eee oye ee ey SAC re eee a oe 
Me ra Gey te eee a gor SS ES ies ae Sere SH rie gkko EP i en pe fee an ee genre me ete a eigen So. ea ieee | ap ee 
: SS ee me yt ea See ee ree ee es ty ss Sie eas ey sole Seep ore ee kc tees oo a 
i sy Saeeeene Sate) (one ara rene ne Bos Pear Peta es eye ameter: ee Sh por ria tasers 02 ak if ane ae i Te Re a ee at een é Sosa eo: oun Mele = aera eat od 
Sai Rar) Be re Se aca ope Ind Be > Gen Sse) ot Bog fos, ote OT AS op ie ae ek “ a Bie 8 be ier 2 ee eee 
2). LO eet aa Seo Sea oe a ae Se ee ene | Ses ey i i Loe eae a e Pacmeear earring Sa en me eg eri, ee ae ae i 
Beer eee Pore aes eee Meee ty ia = te Pier a Sj) ep eto nec eee a, fee” eae 
Pe ee eye ene es cd a et eae ote... a apes. Re Book istli is oh ee age arene a, pM I ae hows arene ia Ales Pech 3: pieemaaeter 
Be eee ene Ae aes et ee Se Cae aa aa ep a ee epee Spee Rea © cL ee aks a) tig st eter ee : rag) Ro ae 
Re te ae tei ss sancte eae Jap aes iy ben!” Wei pupise kati eo ee, ee i SENSIS Gis a ee eats PWR Ruts Pe ee Le onan o> SP oe ey, ae ; (sin 7, oe 
ee nae Se "en pares eer ra ee A uk eee ene ert BR he spe esa cts Seka a 
RP ee ee a Pa A Sale ears Bs ih ss Lae aS ne “4” soe Si ga Me alert ger Ts ii ake Seni Tee eee ee ey alt Rea ey Lg ae ae 
Bye Oh aa a Sas ok eS ae: ny Ree OR ene dae ocr Sp gen Bb et oR ee ch en eo am em re ae a Seite ee cy ee ee ae Re ik, jen 
i, re Ce eo ee ee eee nd | tie 
yi SR aeOTT ADs aig! ce eae ha Pe eh ee Sea | eee ee Bf eg ye a a a ag re me RE arate eee 
iM i erie re A Ge eee ee ee ie ae i att = ‘ Sh ee See mete 2 trac cy permet 2! oe, Coe eee a ee er e PS = ex aD 
oo a ee en ey Aree Oo ee me Peruse Ace ee aren tee ana gets peal ay Gee eee ee) Lee SS a 
ae er: ae. lO eee ee ee 
LS eae Pe i ate hae lode Ties wags ice 3 ary yee eae, tee ir <<. kee oa Sigie 2te ige'c oe So ae meme “alsabe ne Biabeee OF ay ean Bec. Re eet Me 
aes ae Cee” fie Sp ol a he oa IR See aga pee ais 5 a mee ite ae eRe ae co ces i cee eT amie IT rs ha i Soe 
: EF, ite wal aN ee tg) A eet Sh ae AREER De a i tay a ae ys 5 Waves Sah agees Te Sa ie ane a 8G | nie: 1 Tae es gt ee “tempts s OS a i pres 
gna rs Bs : De ach geo gt nie Woree a ele OS Se Per ie OE ae ain 3 Che Cane peo Pee SA Salt sales ie ee Te (eee & me ee Lele ieee aes ae 
po ai re ee RAE ee eo pons he jeter: EE) Sar eerennn es cee = , pee ee Seppe) (eh oo Se: eeaags 
es ae in BPE ie ER” PRE oie as ee he aro Bee aie Tne Ses Avr acy seas etc SAS erie ORES ar as s\ noe Sa eal’ : ., ae 
ic. eee te BN eo oe oa SP a er ae te ee ee 2) ae aerate eae, Frame ic bie (cs Sr. 
: Sot Sie ae 5 age Be Pe ine ee eae ah ee eae BOM eGo tee a eee Bray ie Se: See e ft nes am : Miatiapiat 
; 3 z «ee igen ok Ey Cr, eee soe ine eR ee Pee Sore cate eet, ihe Pee Steers. aa pers, iy 3 £ 
ae ae Se SS SA eo en Pie en a Re eal eee Raa, 7) <j leeegaen eer oo 
: eee Fag ae oat = Sl RMR na Nene pe Eee eee enn Co aaa Fo aaa ee. 
j fee CG 2 wi, Es a a eee aera Hae Bera a einer tees 
x ; : te : es aan Syie  se eee. YS Se 
y tere a reaieul ee ee - 2 ’ y : care te 
s ‘ : Y : vet re a aa - Rae See a 
Ss a a taNs : D (Pos elas C. =i 
He AN er alied re nas ih i og Bed ; : it i a ‘a : 5 ay Bee. 
ott hea ra ah P ¥ eee 7 Wer 3 3 7 ie ‘ 5 ‘ peeling: Pee SK, Tete . 
: oe ‘ ie » ae ie a ; : oe peters sf Ph ee x hee Poe oi 
7s, Weleeueteaa ape eh ee Sea ioe > ae “ : i. in. ae See So bl tee 23 li, Sak tage ae Ng eet ct See 
ace Leg ips: ‘en oe Re Se eb pores Ane TA pr = 2 a ais ee aa fs he ae ee Dis Bi vt 
‘ P ‘ es oe eae bat ety a2 ae Pree ; B' # : eb greets eh F cuANee aiaeee ec tess yeklaal ames F ee et : 
A De ety i A t . $5 ; i Dy ek ee rae SUPE A neat i A ne la ee i of one 
a s et ita tees eh = Pubes ects eh, Bee sae Rt Sky ee ne 
: : é 3 : emo Bie erie ai de Sa Me Wie Saas aed aimee 
o i 5 < * v Le PRE eA Rory. Ranger 
3 c my < 7 - Coe Sts z 
Sm ; i : ae oe, aes 
ie DB eerie 
a OS 
i i L oy - 8 i aH). ar ig i oe gaint ar y 2, eee Ep: 
Bee is he ail - pie i ; 4 2, eS a See ae , Pepe as an ponte alii See 
vA eis eh : . j uae eepeticsy Se nt ; ‘ Fae Tote ee See ee ie Pee = y 2 
ais =e f er ae ote Bi Pak Ghpensie wae er es er 2s TOS Pp ara Soe. eaainae 
Lops eitaka as gn ; oS ni se Na fore Ci teas <<. es x; UN a rae 
One Were Geos fe cee Nae vier eepiiant eae eo en ; er : si is ay 
x : ‘fan cee # Et ae ee Rel cry Retna R Wa ek oat ah iad vo eS F ey ees ie, ee Wate Stee ee ares aaet is : ¥ % ee ae a pam : 
a eae ee aera CSR ramteeae Sy" Ee aero aT re) ah aa “EP pte dpe aes ee in a re alte ie ke Oho oe eT, oe 5 ae fis wpe hin SN meet 2 
Spare ae pa ete Se ee Sh eps ait toler pa ee ae i : Sen Ben bee Te ee a mr ea - 7 an - ‘he oe jee ee Ber ra a ie 
‘ ON as i SA re oP eae oC cae aoe see aes ee acuta te Per tal oe RS ae ae We ie nig > 2 ee wage ae ea a 
ch tot ss f me , ae eee oS Poco as VEG jen emesis SS é Re a Gee pete come eed ape ee ase ty 
‘ Rt & j rd ay ae > per te as Gace: eer rin ‘ oe pe eae: vee ie a aphe Lah teers So ae Bad & 34 es 
o & . c es 5 iN mi of Sk iat i rk aL ag aeee ce > nhs Dep sc i eh GON a 2. Ob 
ane oie x Ea : ¥ : eae i i s F rae re i RS - ee 
SARs oe , ie = lease ; ¢ : 2s ‘ Pus os ae i aa oe, i = ia eae 
S i ‘ hes Tt a wilt ' : i ~~ * i x ; ie, oes 
j a : res ee at ‘peeme Mika? ‘ g ae Da ot er: as 
; : t Sot Tamia : i : eat a ra | a eet 
; e. ae 
7 vay ite ne Si eae Seah aie 3 us 3 By ‘ . ih oF fe eee é ge tye ag, SS os ee are F Sao: aaa 
Gian: ieee ee oe eae ; eee Re he Shale ee ty oes pe aa Rea 
a nes rama, ee a Ce eae oe be hee amar Fel os ee eo oe ena ee yee ee is Gece 
er ee ey ied Oe ting hI bt aby teat Seba ar ree eae ae : Sat Sa eee aa Beery eae ern oae 25 See Pere espe ye ks aioe head ‘ a A ee ans 
Dt ee eat g RAM a eh ny NEM ee Te Sia eee ES Aa ate eat Fea eee Hs - pee) eee ee ee j aged 5 
eas pide a Sa INGEN Aa peer ae eat he ERO ES tial: eee nf eee iy Pere OR ee ee Et Pscic. 
Hea os F 2c: gh doe nanny bite ean ahenrnges ' iy Sin isa ea a Res es at ee er 2 eae tee be Jee Since Sa os sae Ras. Bea : 
rae he ahh llr Ps eget Oty Nate Ca a og Pe Aree, PO oreeaglet aa it sake a See heme me Te. ts mel a ie Cys na So paces meee eee gies: ROE tee a Te He 
ee che ede NGL, Agee 1p Li. GAD ean ae fe Rt Ce al, Pe et ae if ays Soe Py fle eimey sh sn Se PAS Bere crime ee eee 
Cel eaten, Vaan ream ai eek hagle eer neMVierl uNearere aed +3 SO bs cad, 5 ae te Naed 5S ey GA F Ccuaeeares ee eee eae rea eee ca AR a ee es nae 
‘ ; ae SA accent slat wh Senna «RERUN iepratgaeetien, Tne Bi ree bad rn ale see Ce ieee MCT eee ee 
: ; Sia ee ee Poe Bhi ot | a paar timate Sh Sy at pa se a ae ; NCR Sti So ae 
: ‘ Wie ia as ; rn ote swore en Lue te 3 ge a ee aca . Se er eae ean cd ag : ee ee Ree 
e ea 2 aia ae ee ae eae eee vee : sete va te ieee ears Gea es) ies ier 
tees ‘ "SP igig eis Sea aa ee ules pape t eS mere er hm Vemma Ba TO % oe ae : 7 : Se ig a Bs 
: : 1 lla eed ears epee are” hen : IS) eras, Graal PRA As ee eer aye els vesuaes a eee ah ine i o, Ja 
Bee es eae eer es ace Pig be ie eh ig hee Ot i ap one eee tas 
eae ai Ns hs a an Sle a Aa a Beret oir) eer eee ies ian Et eat ie eT a all ; wink det TA er vee me 
: cee ys SES ie SUE ED age i ieee aigae eat Tote omg oes eee i tee ae ee pia eles sas ae Sree pha as de LE Ae tecnica iar ey Pat 
SE SRG See leh jag er Fie are er 2 StS a a aaa go's cui, cnr got he ee ea = ea re 1 a oa rg uD ‘ 3 3 see eae 
pee es lee See PRO ne eee RR Sie at age ee EES NT Sg Os ae Se oe Ree Set rR nna tn oe See Rear aoa, ewe 
ee ee ee Pee i eer = oe) PE ra ae ee ee ee 
UPON Rape > La ae a ena ee re se chi pe i ea Tr Es oo ee Ee ae ar 
ht veneer az Ee ee SS yi eo ie ares Ea WE ee nh nary Bes Bes aa eh 3 A geuy mR hee reer oc aie Warette a eee Bae oS Nan 
- ‘ : STE Gee ya One ee i TG eee eet patra ors hae Pee a aie: eee eh orien eee Bees) Bee rs cae ch ame Lie 
5 : arn es ips eee 6 om eLearn ene re ee, on Beis ict a as pint aati oa a ——— Bye: BO ee ns. Te 2s ae a, ee 
j Peer ae eee CSE Fe RT oe Pepa ETRE Ee Ee eee eae = 2 ae Oe Rls: "Magabanes 
i pase ada Ba ae Pe Rae ey eee eth Mieke SC eet eae beck bs i. pe Tier Ui e mae ms oo da ate Seereery 
a Pe es i jing eee iar Sige eA aa TE =e Se ph fT SR a a Fey ee Sis Seer kena tdec ey ager i mee, ae Wane ea eee 
“ ( ee ae Po oe ea Sn cere ya een on a ee er ee Ae 
4 soi er ate er Pao ae ‘" es are HO, te ‘ =i Ee ae a eg es y at a ures: 72 Sage 
¥ - : se ean } aoe ee sail grease. vg ‘i i 4 & 4g > a ee mn ‘ a al oh ei cane teens 
i ; <a cabcceae alge " (See oe | é if "ff ‘ Y j oo Yh aieiey Bis = We oan : Bis ave Wigs 
ee airtel ee bate Ree 4. eae a Be : >, Be Ce b % = 3 ae hewn, Wa 
ee eer SE ps Hens) shen Satins eas oo af : ; buen aaa |S ae. AE: 
ner eee ee SE ee oh ere ee oe eee fee nal cE ee oats m om ie : oma re See 
ii UR ee rege mae a es By Sept aN es hoe, hat & * Ph past Seah 
ae To he eet ee eee eae eS mmr = ee ore pita 5 Sa eRe a Ne OR Es, ai 2 jail tak io a is Pi se Sree: Sites, 
| ae poate ge RE ei ae SE ar eli pias ae ee Fe ok ee eae ; ne es 
ee 
" ‘ea ri BS erie ta : : iy rn Pee 
a eeu ae ane 7 este 0 ‘va ais rea ert. 3 on spec ‘ Bien ee rape Ba Bios 
awe Pea basen es neal ben Y es ae eh AS re aks Wg Oe Soa eee <3 eat ‘ 2 i z 3 Bee ad Kalas 
aan ae Rae ae Pe Pes Ea Metering e pe ei 3 i ree et cau %, ¥ en i fps 
, BR lo Soca ml eel Sa ie Sain gies) Pe saa SnAg aes eae bien ak i : ae oo 
ail 5, joao decane) Dae: ieee iene Ras eae pee iat Na a a gee : fen lito ee le SA Et ; = See 
> ee Se arr <i eales ai cee Bo ee ae Re a a os aU nhs eats tn hs bisa jy ae ce ings wks aes glee = maetaea 
| REN ae Rie Sea 2 eee ee ee? eee ne ee Sip RN Nes a tS) gee ates 
Pe ee ei ee ee ee ae 
; eet ay ee Bit ee Semele ees g eae Poi ore ei Oe ee is ie eee Mion ea we Bae} ve. ae aed 5-7 10 rai carat ae 
ce ie a Re af) es ee eee “eee, gles 2 ae ee BN Sige tars os pa ute 
; ae es nee ee ee: 7) See RS ise tore pee ey ale SA rae aie in et 
RM heme, tip ee eae epee A ee ia a. ee ge i ae a i AE peed es Aes gp gy EN ime ae alte ay Pins becuase hae cm tae oe mans 
i Seer eee Be) RS ae es 7 No eee ae ae ae ae Eta s eae hee 
ok ee ET To, peer = re et ae a ea oe nap Ti es SAN Ne eae oS 
a ee eee es) ee Br ak ee a Bea So. eee Ae neo eat ure Semen 
De Chap ie) Tc 25 ed aes a eR ie Shieh is eal Uae WAR Sr Gk eptairernresas LB eet tare Laan | Cot Tae een a Re mR 
y Haag: ANG Perea ae ya Me SPs Ri A al ste - thin. gine eenaa te oi) eee es Foner nd Cage al Sak a: 
Rat ls tee ey os GaN ae oe a ee Ss a lite ee Rea, SOS 
l SSRI IN" Ess a ie eS SPE tee a a er 32 nr ir eae Bie soe a ae tel ie Mites! 
z al ait See yh ad ae NT aa : 1 gi cas Se RRS aie ee = age SE ec Pre: Pe 7 SCPE ep Np eae Peet. Ld monk BER AREER Mary 8 ak fag 
; eee ti 8s SIS Sig Se a eis, tae Eee meee ee Tat me a) ea Ge lig Reale ae Popa Ne oer oo Bact 
rey : Ssh ac Be eae eS doce ieee : SR ES a ee ea meee fee iat ae Mime ee ee kN eg 2 5 1 a a 
Pa Fe on ee ee cs ee ee : Ee eee Styne, Meg eee eastern GE ey ia) laa 
(cage a 4 r BR batt i" eee: hae Lh aaegt AUN e cn | (nt ces ee % ee Oe aa sated F emesis ote aia al aa ia ae Sn Rice 
ae : a ae aa mrt en eS cs Oi eee cae SMM ty So Mae es tors oe i ea Bs gh. < ch MM 
1 : pe ees aR Gols age nee RORAENC Oe [a au StS aie eg 2 aad oe a pa ee a ne a oe. Pegs og a doe oar a Geese ror > Aen ae 
ENe et 2 trea i 8, yey Ue aes ae ea eRe Ne Sr ater ala ble pale : igi ies ee cas aso. 2 i alee Fis epueen eet cae a 8 4 os Mala isco ene eae 
Re Sats os eet are ee Pee wee ce ea ar ee SESS RO east Ss Mal be a ape Laan Rote i. ae td Se ep eae RE Bg fete eten teh) >! Yet Fie Ee 
c Sle, a ee Cobar aes Ser ne oh en es ae Oe cat No rs Se ee ee Ets 
Re ee he Sy eo RD are Kee are: Pa Leonie atone Semcon Bs, wel iam em oa rea Ren ph Gee lee Raat ee A. Nr ama eae teadg IDO see eae ek ely Lava Pets Ss) 0 ee i 
tes TS oem ce hare eee ee eee oh ieee PSEA ean la ate Rare oe ee ee cae Sor eay ec Sera 
BE ea Rg nap ate a ie Sea OR Ree ee ee Se AN eS ee i Seen oe eee wo i Meee | 
oe eae ee ee ee oa Uae yal Berane, Se eS Bip ep sine a ES 
ne Rea ere eS pet eee alt 2 3] Sartre eae 2s (hn ORE wer Be 
ca ar Petes BY kee tire Re oa yess ena ha re a a eg re al 
ae as a e (ite Be ete ea eG Matsui, So ey red 
pit Fle ep St - - eee ae AS Sate as ae Eble et Loot aa mp Meare = SK alee tae Be) 
; RE Le Sees ae een Ra os eee ee eT aay oe ERS ena geen eke Bee ‘i 
’ Da Gea Ps A ee ta ee a ee ae ee rs a EL. | ee ees eS ee Berth. vs ‘tg peo 
. iis ai ig oe chet diacer ai as) aaa IE an ene eS eee Wooehe Seis basi ke ope 4 sir ee ee _ oe ee ee 2h, eee Behn 8. ois mean he 
t ke aR pei ay F" LE ee ee ee ec ty te eee nen ere Bee cc eet oO Se er ee Re er 
; ca TM eae ay é ie cat t ei Nea Se rane ero ae,” “ig Vinee. : Rg i date aS Dee a Nee Meee? 
See ent weer rs pale sl ee : : ee Tee Seo: bs oe fee SSN ces tad si 
mi AUS anes Cog ee ae eee i a a ee ee. ee ead pane pac caer : Rees 
Bede coan et eek ‘ fe fe ee Pa cat ay pices oe a coh te Big ec ae Pein © ate i a 
- Mee NL oie ee Basa a ae Peg Ne eg ae cS POE UAT RDN Mo ey ER A bio! des ere i 30. 5-1 pp ypsanaaaemen aden peas Sai bill we = ae he late 
ac at ea an Set rr a Pras. Ae eT Se staal ie Dac orp ae te emetic oe ee Ss, Fees oo eae Ss ae heme pee ea 
So SERN ees Nd lee Sa eects Et Ea cr “eee Se TNE) Safe Pe ee lh a ae i age ne ae Se eee ea FER Pe an ERR e. c fae ete E paler Se ee 
- es te _ Se eae oe ot nr oe Sel ee eae i ia eM Te alia in icant 
site eee rae ea Ee SR ees eee +S Se ee ee ties 
1 ee eae ge ate win y Seen Sy eee pe ee | NaS 
a Pee et ee ae 
y ae sig ee pers 
sie eee Fes eS ire 
: BS Ce eras Sie Rh 
Reno: eat een cate ee 
n 7 seem MNe sale Peet 
Pt ine cage Me ea ite eed 
= Le Sere ee eee te 
pte opie 
- a 
: aie a 
>, 
n 
. 
i ore 
‘ Belek eo 
i- ee 
in : 
oo ee e 
eee a. Caen ei ee Sr ee 
go one a, Meee) iietby niagara GE Shae aa 
eg Lee Patt.) "oa age aed ie MP ga ont ot ached ae em geay os: Se ma arc mee a 
aac Aan a ee Beep ce cl earn el cece ha ee Rete pre ee ee ese a 2 
ae oe ey Wc a Batciaes Bo Bee Roh ware Leas ane Es NO RE Ar 9, oo aE reg cae es ice Y een eae he aan... boat ae 2 gee 
aes enn ores Peete el es tala tN : rs cn er a ea Be a a Renee ede Ose tee acy cca ee Ce ee ee 
Re ee uO re a RE OLY ok Pegs Fe eT ; Neri aya) ang soe Be ar i awe heed oe Lies bs 2c; ls a Tue Ma cr seueaceaetaeh at, dn ee ee 
see ag oes) <a REG TO etna Oe ce Sane ree ee Fa Bit 5s oA aeons te ae es ig Si oe a aa BEE caer es oe ay cas, 
Bh. ela Be eG ue a rates altar ce, axe Pic | Toma een TE ep are ee oe Satine deere UN asl: Pe ee et eee Pe teem 
Pap rss a ik ad CR ar a ey | Sm, Peri genie sie Peers Ti Age Te gee i ae ass ip ei. ieee 5 an ie eee wis fae. n Ge -ae 
see Ae ee ee oe eked kar Ter tee eat ee. Lan te ge ae emai © Alcea sae Sem Ae fe felees val dena, eaten i bee = 4 “it open av Ree Ui ar le oo hr. 
, aa tee te ec es ah ge ates he coe wae LE Sen OP 5 ee ea ey ™ Peer ee sei ie od me ao eer a 
Pats ape a te aes Pas ea es he "EN ae Dees ee = 
cre oe, ile pee hares ee he oy og we 
Perens oe cine aie one 


THOSE WHO USE US MOST...KNOW US BEST 


Shown opposite is the alphabetical 
listing of WJR’s Top Fifty 1959 
advertisers. Shown also is the 6- 
year history of their use of WJR... 
a documentation of the consistency 
of their reliance on WJR as an 
important part of their over-all 
advertising strategy. 


The major business classifications 
represented are: 


Food, Drugs, Beer, Gasoline Prod- 
ucts, Insurance, Travel, Automotive 
Manufacturers and Suppliers, Agri- 
culture, Banks, Savings Associ- 
ations, Publications, Public 
Utilities, Industrial, Retail Stores. 


Those advertisers marked with an 
asterisk (*) are headquartered in 
WJR’'s neighborhood .. . their ex- 
ecutives know our programming, 
our area interests, our manage- 
ment, our business practices. In 
short... they know us. 


THOSE WHO USE US MOST...KNOW US BEST 
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Join the Top 50 and 181 other live 
advertising accounts on WJR, and 
cash in on the selling power of the 


dominant station in the heartland 


of the Great Lakes. Your Henry I. 


Christal or station representative 


has the details. 


DETROIT 


Complete Range Programming 
Something For Everyone 
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‘Seven Cardinal 
Research Sins’ 
Told by Baxter 


MILWAUKEE, May 10—The 
“seven cardinal sins of re- 
search” were outlined last week 
to the Milwaukee Advertising 
Club by Dr. Richard H. Baxter, 
research director of Cunning- 
ham & Walsh. 

The first cardinal sin, he said, 
is “cart-before-the-horse” re- 
search which is conducted be- 
fore knowing just how such re- 
search may fit the client’s 
needs. Such research, he said, 
often springs from a “curiosity” 
motivation, when someone asks 
a question in a meeting. To pre- 
vent it, he advised, “make a 


checklist of what you know and | 
what you don’t know. Then es- | 
tablish a priority of research 
action so that each successive 
research project will dovetail 
into the next.” 

The other sins: 


e “Down the drain” research, 
that shouldn’t have been done 
at all, because it has not been 
decided whether any action 
should be taken on the result. 

“It is very important that a 
set of ‘dummy’ findings be pre- 
pared before the research is 
undertaken. These can then be 
examined to see what action, if 
any, might be taken,” Mr. Bax- 
ter said. 


e “Why-didn’t-we-think-of- 
that?” research, which asks the 
wrong questions or asks the 
right questions in the wrong 
way, or asks the wrong people. 
The result is that certain in- 
formation simply isn’t obtained, 
and everyone asks, “Why didn’t 
we think of that?” 


e “Ho-hum” research, which 
gets nothing more than a big 
yawn from top management. 
“Too often top management 
is not involved in research 
planning, or is not involved at 
all.” Selling research to man- 
agement requires that manage- 
ment have something to do with 
planning research. In this way, 
they see the need and look for- 
ward to the findings,” he said. 


e “Dead-end” research, that 
gets nowhere. It is filed and’ 
forgotten because of a default 
in follow-through. 

“The research man must pro- 
duce the research report and 
help interpret the findings in 
such a way that the company 
will want to do something about 
it,” he said. 


e “Gobbledygook” research— 
poor reporting of research find- 
ings or the ruining of good re- 
search by the use of jargon rel- 
atively foreign to the business 
man. 

“Authoritative research has 
to be presented in understand- 
able terminology,” Mr. Baxter 
said. 


e “Bits-and-pieces” research, 
conducted in piecemeal fashion, 
rather than as part of a total 
plan. Such research is often 
conducted on a “crisis” basis in 
an effort to settle an urgent 
problem that should have been 
the subject of programmed re- 
search, he pointed out. 


a What is needed, he said, is 
long-range scheduling of re- 
search, just like the other ele- 
ments of good business man- 
agement—not from day to day 
and week to week, but from 
month to month and from year 


to year. + 


‘Indiana Farmer’ Opens 
Indianapolis Office 

Indiana Farmer, Huntington, has 
opened editorial, advertising and 
circulation offices at 300 E. Fall 
Creek Blvd., Indianapolis. Earl G. 
Corson will be in charge of adver- 


tising. 


Vernor Adds Exterminator 

Vernor Advertising Agency, San 
Francisco, has been appointed to 
handle Northern California adver- 
tising and publicity for Rose Ex- 
terminator Co., coast to coast pest 
control company. The account 
formerly was handled by Wyckoff 
& Associates, San Francisco. 


American Zinc to Gardner 
American Zinc, Lead & Smelt- 
ing Co., St. Louis, producers of 
slab zinc and zinc oxides has ap- 
pointed Gardner Advertising Co., 
St. Louis, tc handle its advertis- 
ing. Ridgway-Hirsch Advertising 
Co. is the former agency of record. 


/ 


Representing Transit Advertising 
in more than 250 major markets 
across the nation. 


.* 


ion’ 


Sales records prove action . . . in terms of 

sales when transit advertising goes to work. There are lots of reasons. 
Color, motion, big size. Maximum exposure. Repetition. 
Market-wide circulation. All of the things that put action 

into merchandising. Your next campaign will get more sales 

action when transit advertising tells your story. 


Mutual Transportation Advertising, Inc. 


35 E. Wacker Drive, Chicago @ 500 Fifth Avenue, New York 


CYou can’t sell anything without them) 
Every month, New Equipment Digest reaches thousands* of 


“yes men’ at the moment they’re ready to say “‘yes’’—when 
they are MEN READY TO BUY! 


These important buying influences extend across all of your 
key markets, and they have the authority to initiate or O.K. 
most every purchase order in their plant. 


Reaching these key men at the right time is the selling climate 
N.E.D. sets up for advertisers. That’s why more advertisers 
than ever before are using N.E.D. to: (1) search out new appli- 
cations for their products (2) locate new buying influences (3) 
uncover important new customers in all industries and (4) main- 
tain complete coverage of their present customers and prospects. 


For an up-to-the-minute picture of industry’s most active buy- 
ing group, write for N.E.D.’s 1960 Data File: ‘Profile of Men 
in Industry Ready to Buy.” 


A PUBLICATION + Penton Bldg. « Cleveland 13, Ohio 
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Rovalweve outwears growing families... 


S My tO’ 


| 
New—Mand Carpet Mills, Los An-| 


geles, kicks off its first consumer 
advertising in the May Sunset Mag- 


zine on behalf of its Royalweve | 


|Groody Adds Three Accounts 
Groody Advertising, New York, 
|has added three new accounts. 
The semiconductor department of 
Westinghouse Electric Corp., 
Youngwood, Pa., has named Groo- 
|dy to handle its recruitment ad- 
| vertising. Century Advertising for- 
/merly handled the account. Groody 
j;also handles recruitment for the 
|Bettis atomic power division and 
|for the atomic power department 
|\of Westinghouse. Reeves Instru- 
|ment Corp., Garden City, N. Y., 
\formerly serviced by Newmark, 
| Posner & Mitchell, has also named 
| Groody to handle its recruitment 
|program. U. S. Transistor Corp., 
| Syosset, N. Y., has named the 
| . 


agency to handle all of its adver- 
tising. Mitchell Advertising is the 
previous agency. 


F&S&R Names Four 


Robert J. McMahon, formerly vp 
and plans board chairman of Rum- 
rill Co., Rochester, has joined Ful- 
ler & Smith & Ross, New York, as 
account supervisor on Westing- 
house general products divisions. 
He succeeds James Woodson, who 
has resigned. F&S&R also has 
named Lloyd Gallary traffic su- 
pervisor and Eleanora Malone per- 
sonnel manager in New York and 
Patrick C. Warfield a copywriter 
in Los Angeles. Mr. Gallary for- 
merly was with Young & Rubicam; 


Miss Malone formerly was with 
R. H. Macy & Co. Mr. Warfield 
was with Batten, Barton, Durstine 
& Osborn. 


Whirlpool Names Muldcon 
Whirlpool Corp., St. Joseph, 
Mich., has appointed Raymond A. 
Muldoon sales manager of RCA 
Whirlpool automatic washers, suc- 
ceeding C. Edward Reiner who has 
been appointed general manager of 
the Detroit sales division. Mr. 
Muldoon was formerly national ad- 
vertising manager. At the same 
time Quentin B. Garman, formerly 
refrigeration division sales pro- 
motion manager, was appointed 
national advertising manager and 


auatet 
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Ronald I. Gow has been promoted 
from the Atlanta branch to as- 
sistant national advertising man- 
ager. 


Heinz—Beech-Nut Suit Settled 
The $9,000,000 anti-trust suit 
filed by H. J. Heinz Co. in 1958 
against Beech-Nut Life Savers 
Inc. has been dismissed by mutual 
agreement. The litigation stemmed 
from a price war in California be- 
tween the two companies in con- 
nection with the sale of baby 
foods and junior foods. Heinz 
charged price discrimination and 
unfair competition, and Beech- 
Nut filed a counterclaim seeking 
treble damages of $45,000,000. 


| 


carpeting. The ad will be in two) 


colors, black and blue. 
Steinlauf Advertising, Los Angeles, 
is the agency. 


Despite Critics, 


Mounties Always Get 


Their Sale—on TV 


MONTREAL, May 10—Some 3,000 
“armchair critics,’ who earlier this 
year told the Canadian Broadcast- 
ing Corp. what they thought of 
certain tv and radio programs | 


carried by the CBC, are a bit red | 


in the face and squirming in their 
viewing chairs. 
every reason to be. 


When these critics, from all 


walks of life, volunteered to make | 


a survey at the government’s re- 
quest and turned in their report, 
they included one dealing with the 
exploits of the Royal Canadian 
Mounted Police. The series dealing 
with this famous group, they said, 
was presented “in the wrong light,” 
was “unauthentic, amateurish and 
made up of muddled plots.” 

Now, however, in spite of all 
this criticism of the lads in red- 
coats who “always get their man,” 
comes word from the government 
that the tv film series “R.C.M.P.,” 
has been purchased for showing in 
the U.S. from Crawley Films, Ot- 
tawa, by a division of NBC at “the 
highest price ever paid” for a 
Canadian film production. The 
price, however, was not disclosed. 
The sale was to California Nation- 
al Productions, 


will be able to start following the 
adventures of Cpl. Jacques Gag- | 
nier, played by Canadian actor | 
Gilles Pelletier, in June. 

And just to make Canada’s 
“armchair critics’ of the Mounties 
a little more upset about the whole 
thing, the British Broadcasting 
Corp., ADVERTISING AGE learned, is 
to go on the air with the series in 
July. Australia is taking up the 


series later this year and Free- | 


mantle International Inc., world- 


wide tv film distributors, report | 


sales of the series in Europe and 
several South American countries. 


Myrbeck to Build New Offices 


S. Gunnar Myrbeck & Co., Quin- | 


cy, Mass., 


its Washington, D. C. branch. 
Cullinan Opens Mail Agency 


George Cullinan has opened a 
direct response advertising agency, | 
George Cullinan Organization, with 
offices at 20 N. Wacker Dr., 


a director and vp in charge of 
sales of Aldens Inc. and most re- 
cently was a vp of Harry Schnei- 
derman Inc. 


Malcolm | 


And they have) 


an NBC division. | 
It is expected that U.S. viewers | 


will begin construction | 
this summer on a new two-level | 
office building to be located at the | 
junction of three major highways) 
near the Quincy-Braintree bound- | 
ary. The company is also expand- | 
ing its office staff and facilities in| 


Chi- | 
cago. Mr. Cullinan was formerly | 


| 
| 


} 


| 
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At DMAA Meeting... 


Direct Mail Helped Neiman-Marcus 
Hit $41,000,000 Volume, Mailers Told 


San Francisco, May 10—More 
than 300 delegates to the first 
convention the Direct Mail Adver- 
tising Assn. has held on the West 
Coast since 1928 are now con- 
vinced that it must be fun to work 
for Neiman-Marcus. 

“Direct mail,” explained Robert 
C. Dawson, advertising director of 
the world-famous Neiman-Marcus 


of Dallas, “has been a powerful 
segment of our over-all advertis- 
ing program and has _ helped 
appreciably to build the store’s 
volume up to a substantial $41,- 
000,000 a year.” . 

The promotional experts in his 
audience were goggle-eyed at Mr. 
Dawson’s review of how Neiman- 


29 


| tales of the store such as the one|els reportedly is surpassed only| tinued, “and to reach them Nei- 


who each month sends the store a| 
check for $12,000 “but whose wife | 


ing it possible for us to send him | 
a bill for additional money each 
month. 

“Strangely enough,” Mr. Dawson 
said, “all the stories you hear 
about Neiman-Marcus—or at least 
most of them—are true. It’s prob- 
ably the most widely talked about 
store in the world and sells more 
expensive apparel than any other 
store.” 


s The store’s national and inter- | 


Cleve, Von Arpel. 
Less than half of 


about the West Texas customer|by that of Tiffany, Cartier and|man-Marcus maintains a direct 

| mail 
its annual | 
and daughter still succeed in mak-| volume comes from Dallas busi-|my 35-man advertising depart- 


with its own 
separate from 


department, 
staff and budget, 


ness and the store has customers|ment staff. Some 30 people are 
in all the states and 60 nations,| necessary to just man the me- 
with 2,800 active charge accounts; chanical mailing list process and 
in New York, 8,000 in California | department. 


and 700 of them in San Francisco. 


“We over-spend on advertising 
and do it deliberately, although 


s “These all are customers, people | now that our stock is on the market 


who buy,” Mr. Dawson said, “and 
they are part of the closely 
guarded mailing list of 250,000 
people to whom we send a great 
variety of direct mail material. 


|and we are truly concerned with 


making a profit, my budget is a 


| bit more squeezed than it used to 
| be.” 
} 


“These are the people who can | In addition to holding more than 
Marcus got that way and at his | national business in precious jew-| buy the most,” Mr. Dawson con- | 500 fashion shows a year (occa- 


INLOSANGELES »& . 9 


eeeeeese + & 


sionally flying a plane load of 
models and clothes as far distant 
as Mexico City), Neiman-Marcus 
|sends out more than 300 complete- 
j\ly separate and different direct 
|mail pieces a year. 

| The store also uses four pages 
in each Dallas morning newspaper 
leach day and two to three pages 
| each afternoon. 

Mr. Dawson was most proud of 
Neiman-Marcus’ annual Christ- 
|mas catalog, which he explained 
|“‘takes all year to prepare, with 64 
|pages in both b&w and in color. 

“Each year,” Mr. Dawson said, 
\‘*we put into the catalog a number 
\of items deliberately designed to 
|cause comment and create sales 
|interest. Some of them are things 
‘only a sick maharanee might 
jorder, but darned if they don’t 
produce sales.” 

One item in the store’s 1959 
catalog for a $150,000 beach party 
package, resulted in 261 columns of 
publicity about Neiman-Marcus. + 


Renault Runs May Contest 

Renault Inc. is running a nation- 
al contest in May, offering 20 
prizes, the winners to be chosen in 
a drawing. Each winner will get a 
round-trip air ticket to Paris for 
two, $250 expense money and a 
Renault car. The contest was first 
announced on the advertiser’s tv 
special April 27. Kudner Agency 
handles Renault’s radio-tv adver- 
tising. Extensive dealer support is 
planned. 


Hatcher Joins Goodyear 

James R. Hatcher, formerly an 
account executive with Cye Landy 
Advertising, Columbus, O., has 
joined the advertising department 
of Goodyear Tire & Rubber Co., 
Akron. 


there’s money to be made 


MUNICIPAL MARKET! 


In case you haven't heard, the Municipal 
Market is 35 BILLION DOLLARS BiG! And the one 
magazine aimed directly at the buyers and 

| planners for more than 6,000 U. S. communities 

| with ay of 1,200 or over, is MAYOR AND 
MANAGER. Read by 7,683 (BPA) executives, MAYOR 
AND MANAGER is the ideal setting for your 
“municipal product.” 

And, did know that police executives annu- 
| ally spend TWO AND ONE HALF BILLION DOLLARS 
| for police equipment and supplies? To reach and 
sell 7,415 (BPA) chiefs costs less than 2%¢ a 
| contact in LAW AND ORDER. The total average 
| circulation of 12,834 (BPA) makes LAW AND 
| ORDER the most widely read police publication 


ie cpa 


For details, write or contact: 


MAYOR and MANAGER 
| LAW and ORDER 


72 W. 45th St + New York 36, N.Y. « MU 2-6606 
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Macy Pressured 
Supplier Promotion 
Aid in ‘58: FTC 


WASHINGTON, May 10—The Fed- 
eral Trade Commission charged 


last week that R. H. Macy & Co.) 


pressured suppliers into contribut- 
ing more than $500,000 toward the 
1958 centennial of its New York 
division. 

FTC said about 750 suppliers 
were asked to help underwrite 
promotions during the year, as 
part of a year-long series of 
events. At least 582 complied dur- 
ing 1958, paying Macy a total of 
$524,000. More money came in 
during 1959. 

The commission said Macy’s ac- 
tion violates Section 5 of the FTC 
law, by injuring suppliers and 
competitors. The commission con- 
tended suppliers are unable to 
os stand up to demands from a store 
th that has the purchasing power and 
" prestige of Macy’s. 

The firm has 30 days in which to 
file an answer. 


s Meanwhile, in New York, FTC 
Chairman Earl Kintner told a 
group of garment industry asso- 
ciations that the Macy case is an 
example of the kind of pressures 
which are reducing the garment 
industry to chaos. 

He said many industry mem- 
bers complain about pressure from 
the powerful buyers, but that they 
must not expect help from FTC 
unless they are willing to help the 
commission. 

“The commission will not ig- 
nore this situation,” he said, “but 
it cannot act on generalities. We 
shall need to discover and evalu- 
ate specific facts. The cooperation 
of each of you here will be 
important to the expeditiousness 
of any investigation and effective- 
ness of any remedy which may be 
developed.” 


® He said many industry mem- 
bers will be called on to supply 
information which the commission 
will need for the Macy case. 

Chairman Kintner emphasized 
that in discussing the terms of the 
complaint against Macy, he was 
not passing judgment on the truth 
of the charges. “That will have to 
await presentation of all the evi- 
dence,”’ he stressed. + 


Gintjee Joins Dymo Corp. 
Thomas Gintjee, former art di- 
rector of Royal Blueprint Co., San 
Francisco, and at one time with 
Batten, Barton, Durstine & Osborn, 
has been named assistant advertis- 
ing manager of Dymo Corp., Berke- 
ley, producer of embossing equip- 
ment for pressure-sensitive labels. 
The company’s ad agency is Wy- 
man Co., San Francisco, and the 
1960 ad budget of $100,000 will be 
spent largely in trade publications, 
except for a consumer campaign 
late this year promoting a new 
product Dymo is now developing. 
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@ There's oniy one 
way to get complete 
and reliable clipping 
coverage of maga- 


’ 
IT’S zines. BACON'S is 
the specialist in 
A V@ magazines. 25 
years experience 
has built a com- 
for plete list and un- 


matched methods 
for clipping accu- 
racy. BACON'S is 
a must! 

Ask for Bulletin 59 


COMPLETE 
‘COVERAGE 


of 


MAGAZINES! 


OUR READING LIST 
Published as 
complete 
publicity 
directory. 
BACON'S 
PUBLICITY. 
CHECKER 
—now with quarter- 
ly revisions. 100% 
accurate. 352 p.p. 
—$25.00. Send for 


our copy today! 


BACON'S 
CLIPPING 

BUREAU 
14 E. Jackson Bivd 


Chicago 4 Iilinois 
WAbash 2-8419 


|_WGN Appoints Eidmann 
i a Syndication Head 
WGN Inc., Chicago, has ap- 
pointed Bradley R. Eidmann man- 
lager of program syndication of 
/WGN and WGN-TV and Ben Ber- 
jentson general sales manager of 
| WGN-TV. Mr. Eidmann, who 
joined the company in 1950, was 
formerly general 
of WGN-TV. Mr. Berentson, for- 
merly manager of WGN’s eastern 
sales division in New York, will 


sales manager | 


headquarter in Chicago. Edward 
R. Gerken, with WGWN since 1940, 
will succeed Mr. Berentson as east- 
ern radio sales manager. 


Schick Sets $2,000,000 Drive 
Schick Safety Razor Co., New 
York, reports it is spending $2,000,- 
060 on a national and local cam- 
paign to introduce a new Schick 
injector custom blade, made of 
the “finest golden Swedish steel.” 
All media will be used with the in- 


itial emphasis on Sunday comics 
and newspapers in major markets. 
The blade retails at 20 for $1.29. 
Compton Advertising handles the 
account. 


Four Clients to Johnson 
Johnson & Johnson Advertising, 
Evanston, Ill., has been appointed 
to handle the following accounts: 
Allied Mfg. and Sales Co., Chicago, 
distributor of the Shop Caddy; 
General Pool Products, Cleveland; 
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Grand Specialties Co., Chicago, 
maker of materials handling equip- 
ment, and Resistors Inc., Cicero, 
Ill., maker of ceramic coated re- 
sistors. 


KING-TV Boosts Bremner 

Eric Bremner, formerly assist- 
ant promotion manager of KING- 
TV, Seattle, has been named pro- 
motion manager to succeed Mel 
Anderson, who has resigned and is 
on vacation in California. 
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Bishop White Adds Two 
Accounts; Names Rosebrook 


Curtis, 
executive. 


Mesa, Ariz., 


At the same time Jokco Mfg. Co., 


arene 


become corresponding agency for 
Speer Advertising Agency, Los An- 


Jeb Rosebrook, formerly assist- | eles. The Speer agency will like- 
ant advertising manager of Dia-| Wise act as corresponding agency 
mond’s Park Central department|for Bishop White. 
store, has joined Bishop White & 
Phoenix, as an account|Travelers Insurance Boosts 4 


Travelers Insurance, Hartford, 
has made four shifts to new posts 


and Sunset Plastics|in its public information and ad- 
Co., Salt Lake City, have appointed | vertising department. 


Walter M. 


Bishop White to handle their ad-|Harrison Jr. has been named ad- 


ee vertising. Bishop White has also! vertising manager, 


Colin Simkin 


sales service manager and George 
Malcolm-Smith associate manag- 
er for publications. All were for- 
merly assistant managers. Fred 
W. McDonald, formerly public in- 
formation supervisor, has been 
named assistant manager for pub- 
lic information. 


‘Farm Quarterly’ Names Reps 
Farm Quarterly, Cincinnati, has 

named Richard S. Kendick, 1302 

Clairmont Rd., Decatur, Ga., as 


5 Te te Ne 
Leas 


representative in the southeastern 
states, and Robert H. Heidersbach, 
Denver, of McDonald-Thompson 
Publishers Representatives, as rep- 
resentative in Texas and Louisiana. 


Pretty Products Names Agency 


Pretty Products Inc., Coshocton, 
O., maker of rubber houseware 
items and other products, has 
named Byer & Bowman Advertis- 
ing Agency, Columbus, to handle 
its account. 


A Special 

Aviation Week 

Report on the 

Strategic Air Command’s 
Transition 

into the 


Aerospace Age 


A McGraw-Hill Publication © 330 West 42nd Street, New York 36,N.Y. 9 


© AVIATION WEEK McGRAW-HILL PUBLISHING CO. 


Chie eee, A Rc eE TN TENG MEN TN EAMES di Rel w S SNe 


iN TRANSITION 


The changing role of the Strategic Air Command in the national 
defense picture will be featured on June 20th in a special 36-page 
report prepared by AVIATION WEEK editors with on-the-spot cov- 
erage of the SAC Command—The nation’s shield against aggression, 


This exclusive report will be published in answer to the growing re- 
quirement for an improved national understanding of SAC’s chang- 
ing role as the primary deterrent force guarding national security, 
The annual R&D issue will be devoted to this message which is 
today’s most challenging subject. 


The Strategic Air Command’s deterrent position has undergone 
complex and fundamental changes in its transition to a Strategic 
Aero-Space Command — with its formidable bomber fleet soon to be 
reinforced by intercontinental ballistic missiles operationally de- 
ployed to instantly counter any aggressive action. 


The transition of SAC is one of the most rapid and exciting events 
in the history of our nation and its defense. What SAC needs, what 
lies ahead and the weapon systems to be employed in the immediate 
future will be key subjects included in this first-time technical eval- 
uation. The impact of new technologies and weapon systems has 
changed the entire defense concept and the response of SAC to these 
new requirements has been effective and positive. 


AVIATION WEEK editorial teams are now engaged in the compila- 
tion of the new SAC story—one that will generate world-wide reader- 
ship. This issue, “SAC In Transition,” offers manufacturers and 
suppliers of the aerospace industry an unusual opportunity to adver- 
tise and identify their role in the national defense effort. 
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22c buys 1,000 exposures in Outdoor, 
the talsscesede pennant Me samen 
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| OUTDOOR USES PAPERS—This is one of 
|six b&w fractional page ads being 
| used by Outdoor Advertising Inc., 
New York, to promote the medium 
in the Chicago Tribune, Detroit 
News, New York Herald Tribune, 
New York Times and San Francisco 
Chronicle. This ad, running in 
May, is by McCann-Marschalk, 
New York. 


‘Enquirer’ 6-Month 
Net Hits $601,599 


CINCINNATI, May 10—The Cin- 
cinnati Enquirer has reported rec- 
ord revenue and profit for the six 
months ended March 31. 

At the same time, directors of 
the Enquirer voted a quarterly div- 
idend of 30¢ a share on common 
stock, payable June 30. 

The newspaper reported net 
profit for the six-month period of 
$601,599, equal to $1.43 a share. 
For the six-month period a year 
earlier, the Enquirer showed a net 
profit of $234,027, equal to 56¢ a 
share. Total revenues for the six 
months ended March 31 rose from 
$8,590,526 in 1959 to $9,532,295. # 


Chevrolet Increases TV Ads 
Chevrolet division of General 
Motors has increased its tv net- 
work advertising scheduled for the 
1960-’61 season by half an hour, 
carrying three network shows each 
week instead of two. Beside the 
“Dinah Shore Chevy Show” (NBC) 
each Sunday, the company will 
sponsor “My Three Sons” (ABC) 
on Thursdays and “Route 66” 
(CBS) Fridays. It has dropped “Pat 
Boone Show” (ABC) Thursdays. 
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Once 
upon 
a time 
there was | 
a transportation {ff ies 
problem... { (iP 


Still is ...in New York. That’s because so many 
people are on the go here, making and spending so much money. 
New York has 4,000,000 autos, 2,000 buses, and who can forget its 
18,000 taxis? Not when their meters tick off $175,000,000 a year, not counting tips. 


One million commuters invade the city every weekday. Spend over $500,000,000 a year 

on fares. But that’s small stuff compared to what’s laid out in fares by the other 
184,800,000 long-line passengers who annually ride the rails. Or the 13,600,000 who fly, 
or the 1,294,000,000 bus passengers. All of which is lightweight in turn alongside the 
46,000,000 tons of freight moving in and out of New York by train and plane and boat each 
year... plus the tonnage moved by our giant ‘trucking industry, which 


no statisticians have been able to total. 
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Of course, we all like to get around. Yet always some people 


travel a lot more than others. And the direct way to reach people 3 Ra 


who are going places is the Herald Tribune: “the market without waste’. Of all New York papers, 
the Trib has the highest concentration of families with $7,000-and-up incomes 
(the ones you most easily sell at a profit). No wonder the Trib carries the fourth largest 


volume of general advertising of all U. S. newspapers. Your product travels fastest when 


you advertise where the New York money is...in the New York 


Herald Tribune 
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WOULD YOU PAY $6.00 FOR AN IDEA? 


You actually will get hundreds of ideas with Art Direction magazine. Its 
12 monthly issues are packed with illustrations of the freshest, bes! ap- 
proaches to advertising and p ti probl in all media. Only 
$6.00 for more than 1400 pages published annually. 2 years, $10.50. 


ART DIRECTION 


19 W. 44th St., New York 36, N. Y. 


subscribe 
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Healy Names Ford VP, 

Adds Pneu-Hydro Account 
William G. Ford, an account ex- 

ecutive on industrial accounts in 

the electronics and chemical fields, 

has been appointed vp in charge 


trade paper advertising, 
mail and publicity. 


‘Lite’ Shifts Two 


Agency, Montclair, 


same time, Pneu-Hydro Corp.,,and Worthington (Tony) 


genic components, has appointed | 
Healy Advertising to handle its) manager in New York. 


Life has promoted Stuart A. 
McKeldin from regional marketing 
of sales of Healy Advertising|representative in Chicago to its 
N.J. At the|advertising sales staff in St. Louis, 
Mayer 
Cedar Knolls, N.J., manufacturer | from regional marketing represen- 
of hydraulic, pneumatic and cryo-| tative in New York and New Eng- 
land to model home merchandising 


direct 


the 
big 
ones 
are 


GOOD COMPANIES ARE IN 
GOOD COMPANY ON MUTUAL 


It makes good sense, too, because 
MUTUAL reaches more solid 
buying markets than any other 
network — some 450. 


And when you stop to consider 
that MUTUAL offers these 450 area 
markets at the lowest cost (per 


Gg one minute of commercial time) 
Pe tae. of any network — you’ve got a set of 
ele... numbers that just can’t be beat. 
‘ees No wonder the following great 
as companies and their agencies choose 

¥ 


MUTUAL. No wonder more are 
choosing MUTUAL all the time. 


ADVERTISERS 


American Machine & Foundry (Pinspotter Div.) 
American Telephone & Telegraph 

Champion Spark Plugs 

Chrysler Corp. 

Church & Dwight, Inc. 

Curtis Publishing Co. 

Ex-Lax, Inc. 
Ford Motor Co. 
Fram Corp. 

R, T. French Co. 
General Motors 
H. D. Lee Co. 
Ligget & Myers 
Monroe Auto Equipment Co. 
Pepsi-Cola, Inc. 

Pharmaco, Inc. 

Phillips Petroleum 

Quaker State Oil Refining Corp. 
R. J. Reynolds 

Scott Paper Co. 

Sinclair Refining Co. 

Walker Marketing Corp. 


General Foods General Mills 


AGENCIES 


Aitken-Kynett 

N. W. Ayer. 

B. B. D. O. 

Brown & Butcher 

Leo Burnett 
Campbell-Ewald 
Cunningham & Walsh 
Dancer, Fitzgerald, Sample 
William Esty 

Foote, Cone & Belding 
Geyer, Morey, Madden & Ballard 
Grey Advertising 

Chas, W. Hoyt 

Kenyon & Eckhardt 
Knox-Reeves 

Lambert & Feasley 
McCann-Marschalk 
Ogilvy, Benson & Mather 
J. Walter Thompson 
Young & Rubicam 
Warwick & Legler 


MUTUAL AFFILIATES ARE GIVING NETWORK CLIENTS 
OVER 90% CLEARANCE IN PEAK DAYTIME HOURS 


MUTUAL 
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Advertising Age, May 16, 1960 


Chesebrough-Pond’s 
Sets Bigger Budget 
for ‘60, Straka Says 


New YorK, May 10—Lloyd V. 
Young, president of the interna- 
tional division of Chesebrough- 
Pond’s Inc., was elected chairman 
of the board of directors last week, 
succeeding Arthur B. Richardson, 
who is retiring after 46 years with 
the company. 

Jerome A. Straka continues as 
president and chief executive of- 
ficer, and Mr. Richardson retains 
his seat on the board of directors. 

At the annual shareholders’ 
meeting last week in answer to a 
question by a stockholder, Lewis D. 
Gilbert, Mr. Straka said the com- 
pany spent “just about the same” 
for advertising last year as it did 
in 1958 and there would be a 
“slight rise” in 1960. 


= Mr. Gilbert was asked if the “$4,- 
400,000 estimated in ADVERTISING 
Ace” for media expenditures in 


| 


1958 was an accurate figure. Mr. 
Straka replied that the figure “was 
quite a bit out of line for one basic 
reason. We spend a lot more than 
that.” 

He explained that Chesebrough- 
Pond’s has a large investment in 
spot tv “which is hard for them to 
pick up.” 

[Ed. Note. AA’s total estimate of 
Chesebrough-Pond’s domestic ad- 
vertising was $10,000,000 plus an 
additional $5,000,000 for foreign 
advertising. Of this total, measured 
media figures were reported at 
$6,883,171 of which $1,625,070 was 
for spot tv. The original source for 
the measured spot tv figures is 
N. C. Rorabaugh, supplied through 
the Television Bureau of Adver- 
tising.] 

A Pond’s Flowing Cold Cream 
was put into test markets on the 
Pacific Coast, and will go national 
by the end of the year if it is suc- 
cessful, Mr. Straka told the meet- 
ing. Sales of Vaseline Petroleum 
Jelly, the company’s oldest product, 
increased 28% in the last two years, 
and Vaseline hair tonic has the 
largest proportion of total adver- 
tising, Mr. Richardson said. + 


Molesworth Adds Two Offices 

Molesworth Associates, New 
York, advertising and public re- 
lations agency specializing in in- 
dustrial science and technology, 
has established offices in Los 
Angeles and Scottsdale, Ariz. Milt 
D. Hill, formerly a principal in 
H-R Public Relations, Scottsdale, 
has been named vp in charge of 
the new offices and will be lo- 
cated in the Los Angeles office, 190 
N. Canon Dr., Beverly Hills. Moles- 
worth has assumed control of H-R 
Public Relations, 7111 E. Coronado 
Dr., Scottsdale. 


BBDO Appoints Three 

Batten, Barton, Durstine & Os- 
born, New York, has named 
Charles R. Gravina an account ex- 
ecutive and Joseph T. Tranchina 
an art director. Mr. Gravina for- 
merly was with Amos Parrish & 
Co. Mr. Tranchina previously was 
with Sullivan, Stauffer, Colwell & 
Bayles. Herbert Briggs, formerly 
with Young & Rubicam, San Fran- 
cisco, has joined BBDO’s San Fran- 
cisco office as an art director. 


Senseney Joins Joslin 

John H. Senseney has joined 
Joslin Advertising Co., St. Louis, 
as a vp and member of the board. 
Mr. Senseney was formerly com- 
mercial manager of the St. Louis 
Public Service Co. 


D. H. Margulis Joins Margulis 
David H. Margulis, formerly an 
account executive at Benton & 
Bowles, New York, has rejoined 
Shaffer Brennan Margulis Adver- 
tising Co., St. Louis, in an execu- 
tive capacity. 
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Sales Improver to 475,000 families 


More sales—that’s what every advertiser wants, 
isn’t it? 

The 475,000 families who pay $1.25 at news- 
stand or bookstore for Better Homes and Gardens’ 
Home Furnishings Ideas Annual are spenders. In 
a recent study, over half of the reader families had 
purchased something shown or mentioned in the 
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Closes: June 15, 1960 
On Sale: August 18, 196% 
Rate Base: 165,000 


Closes: August 15, 1960 
On Sale: October 20, 1960 
Rate Base: 600,000 


MEREDITH of DES MOINES.. 


ideas for today’s living and tomorrow’s plans 


IDEAS ol GO 


issue. And—important to note—well over a third 
of the families had purchased something similar. 

In this specialized Better Homes and Gardens 
climate of practical, how-to-do-it ideas, people are 
easily inspired to turn their future hopes and plans 
into present purchases. And where can you find a 
better Sales Improver than that? 


Better Homes 4 Garters 
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Closes: December 15, 1960 
On Sale: February 20, 1961 
Rate Base: 135,000 


Closes: October 14, 1960 
On Sale: December 20, 1960 
Rate Base: 225,000 


Closes: November 15, 1960 
On Sale: January 20, 1961 
Rate Base: 185,000 
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Mechanization Names Two 
Mechanization Inc., Washington, 

has transferred Willis S. Drake 

from its New York sales office to 


signed. Both men will represent | 


ithree of the company’s publica- 


ations—Mechanization, Mechannu- | 
al and Coal Industry Purchasing | 
Manual. 


the Pittsburgh office to serve as 
district manager. William A. Rich, | 

formerly employed as eastern rep- ‘P a. Group Names Dronsfield 
resentative for Rogers Publishing) Western Pennsylvania Home- 
Co., Englewood, Colo., has been ‘town Dailies, a group of 10 news- 
appointed to Mechanization’s New | papers in the Pittsburgh area, has 
York sales office. Mr. Drake suc-|named Charles E. Dronsfield as 
ceeds David A. Lewis Sr., who re-/|sales manager. He is the former) 


general advertising manager of|of production on the West Coast, 
News Publishing Co., publisher of | and Barney Mackall, West Coast 
the Ogden newspapers of West Vir-|sales representative, will head the | 


ginia. He succeeds W. Edward/new office. . . 
Nine Executives 


Momeyer, who temporarily filled | 


the post. Myrurgia Names Mitchell 


Myrurgia Perfumes Distributors, 
Official Films in Hollywood 'U.S.A., has appointed Harold M. 

Official Films, New York, tv film Mitchell Inc., New York, to handle 
distributor, has opened a Holly-|Myrurgia advertising in the U.S. 
wood office at 951 N. LaCienega|The account was previously han- 
Blvd. Howard Landau, supervisor dled by Jill Jessee. 


What's Britain like as a market? 


| British 


housewives 
r 


do-it yourseliers 


Advertising & Marketing 


In Britain housewives still look on groceries 
as the raw materials of, rather than 
substitutes for, good cooking. Indeed, in 
the North many housewives were either { 
brought up, or are bringing their own 
children up, on home-baked bread. It’s not 
that they are still in the Stone-ground 

Age — they prefer it that way. 

Clearly, any U.S. grocery product 

whose advertising in Britain were 

not planned in the light of this 

knowledge could run into trouble. 

That’s the sort of reason why some of 1 
the largest American organizations 
choose a native British advertising 
agency to work with them in Britain. 


As one of the two largest agencies outside the 
U.S.A. we can quote a number of examples 
of our ability to integrate the American way 
of thinking with the British way of life. 

How about you? Will you come and 

talk to us? Shall we come and talk to 

you? May we start by sending 

you a booklet about ourselves? 


L P E The London Press Exchange Limited, 110 St. Martin's Lane, London WC2, England 


Advertising Age, May 16, 1960 


Penton Advances 


CLEVELAND, May 11—Penton 
Publishing Co. has announced nine 
|executive promotions in its busi- 
“ness and editorial operations. 

e David C. Kiefer has _ been 
elected vp-marketing of Penton, 
with responsi- 
|bility for co- 
ordinating mar- . 
+. 
1 
ce ; 


keting and sales 


activities of all 
David Kiefer 


publications. He 
formerly was 
corporate mar- 
keting director 
and_ business 
manager of 
Steel. 

e Larry OD. 
Brennan has 
been promoted 
from advertising sales manager to 
advertising director of Automa- 
tion. At the same time, Russell C. 
Jaenke, Penton president, relin- 


Vm =! tc: 
\< 


~& 
Sal Marino 


il + 
> 


Larry Brennan 


quished his position as business 
manager of Automation. 

e Sal F. Marino is the new busi- 
ness manager and co-publisher of 
Steel, and Charles A. Tallinger Jr. 
becomes advertising director of 
the publication. Mr. Marino was 


Frank Steinebach 


Charles Tallinger 


'!supervisor of Penton corporate 


promotion. Mr. Tallinger formerly 
was assistant business manager of 
Steel. 

e Frank G. Steinebach has been 
promoted from editor to publisher 
and editorial director of Foundry. 
He will continue as vp and secre- 
tary of Penton. William G. Gude is 
the new editor. 

e Appointed publisher-editor of 
Automation is Roger W. Bolz, for- 


Roger Bolz Robert Hartford 


merly editor of the publication. 

e Robert L. Hartford has been 
appointed publisher of Machine 
Design. He formerly was business 
manager. 

In addition, Joseph P. Lipka has 
been elected a vp of Penton, in 
addition to his present duties as 
| treasurer and assistant secretary. + 


Bolt Joins ‘Ingenue’ 

Alfred E. Bolt, formerly with 
Capper Publications, has joined 
'the Chicago sales staff of Ingenue. 
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Why, we bought it for you, of course! 


As you may have heard, Chilton is the new publisher of FOOD Engi- 
neering. Since you have advertising dollars invested in this publica- 
tion, or have counselled others to do so, or may even now be contem- 


plating such a worthy investment, we feel we owe you an explanation. 


Why did we buy FOOD Engineering? We really bought it for you. 
And that’s a good, hardheaded, selfish reason. Because if it’s good for 
you, it’s good for Chilton... 


1 FOOD Engineering is, and has been for some years, the leading 
* publication in its field. 


It has always been published and edited to the highest stand- 


* ards, and we are proud to have it a Chilton publication. 


It covers a field which is basic, huge and certain 


* to grow even larger. 


* other Chilton publication. 


The Publisher, Editor, and other key members of the staff are 


coming with it, and will be welcome additions to the Chilton staff. 


It fits perfectly into our whole picture, and is a logical 


step in our expansion program. 


2 

3 

A It is completely non-competitive with any 
o. 

6. 


P.S. Everything’s been going so smoothly in this transaction, we al- 
most forgot to tell you that we begin (or continue?) publishing FOOD 
Engineering with the July issue. As of June 1, please mail all plates, 
copy, orders, communiques to FOOD Engineering, A Chilton Publi- 
cation, Chestnut & 56th Sts., Philadelphia 39, Pa. 


Sapa 


cae mA ML Ae ee yt 6 enka Tye en 
rs pasta tats SW eee eg ‘ 
AI Tard ae kame oS eS 


OSTA ae cate 


. a7 ss Ss sachet 2 Pe ema FB ar Rog) sage wear NereA ago orem cg h UNE mEa jae 
r Py oa ee ees eee OMI ee ee LEE SO Ng nee Be Mar gah gw Rae CPS, Sibley Mo uP at pon Ronnie eee Mere tay ts! sate 2 
as ENR : ig Ce a Ba at SS eta iad cy i 0 a ca a sa See pe aye ee eee oe : 


a? > aa roe Las i : . i esis) aie 5 ee : eS fo! a iar ® 
fs i # eee Sa a Pies : =e een ‘s : te ” 2 
at 2 ee F . ; 7 : : 4 : : ls 4 a . e Z oa ee ee oe 
rapa 
oe 
a he: iy 
ered 
_ a 
ae 
Kee * 
oe 
sks 
Were; 
sear) 
Teahes 
ie 
iar 
ioe 
Si 
ie: f 
ee 4 
s " 
: ee 
cd ; 
Le 
ee 3 
i ity 
UGS Es 
r aoe 
ie oe 
ae ee 
et Fe ee 
sig Sea 
ie oe 
oo 
7 ° 
ate 
Baie i 
eggs oe 
ae Bay 
4 een 
ze ee 
= a 
dear fen see) 
ie 
cues 
ie 
ee ea ia 
po Per 
oT aer | eet 
ager hos) 
ee ate eee 
on a 
Soeth Sh> 
Tani 
E 
ee ah 
mel i is 
he eB 
a ae 
ar a 
es de 
~ fq ef 
ts —_ 
has ae 
=i i? > 
7 = 
i : 
a, 
apd 
“ 
3 : 
me 
- - a 
ae 
: y 
j oa 
= oe 
<a 2 
= - 
2 a 
Spies 9 
Seagth i MH “ = see el oh ea oc 
aie re be a FPS FS a eA EM SME LN A OPM EO IL eS Hate as Wee eh) eek awe es ES a oe 
De tar One ge age ee RES eet pele ene og 
as Gal Sere AE Newt aor ERY obey Re 
ra ee ees oe 
aay tele eer hes 
sf Jian? ee = ie 


If its good for you, 
-its good for Chilton 


It keeps you in step with changing 
market conditions. 


Food management men read it, prefer it. 


Editor Frank Lawler, Publisher 
“Bud” Riddell talk FE’s bright future. 


FE’s new front door. Come in, any time, and get 
acquainted with Chilton’s people. 


(“hilton 


COMPAN Y _ Chestnut and 56th Streets Philadelphia 39, Pennsylvania 


Aircraft & Missiles + Automotive Industries + Boot & Shoe Recorder - Butane-Propane News » Commercial Car 
Journal + Department Store Economist + Distribution Age + Electronic Industries + Food Engineering + Gas + 
Hardware Age + Hardware World + The Iron Age + Jewelers’ Keystone-Circular + Motor Age + Optical Journal + 
Product Design & Development + The Spectator + Chilton Research Services + Business, Technical and Educational Books 


LEADER IN ITS FIELD .. . 32-year pio- 
neer all-food industry publication...consistent 
winner all reader preference studies. Look for 
Chilton’s modern circulation practices to build 
quality on quality. You want leading publica- 
tions. So do we. 


HIGHEST EDITORIAL STANDARDS... 
FOOD Engineering has led the way for better 
management methods, improved production 
and engineering techniques, packaging-at-a- 
profit and, more recently, marketing as it affects 
the job of every food plant manager. McGraw- 
Hill’s editorial standards are as impeccable as 
Chilton’s. Nothing less is good enough for the 
reader, nor for you. . 


HUGE, BASIC, GROWING MARKET... 
Ask your wife. The nation’s food bill last year 
passed $70 billion ($54.7 billion at mfg. level) . 
1960 outlook . . . sales up 5.5%, profits up 
7.5%, new plant and capital spending up 6%. 
Over 42,000 (U.S. Census) plants, an estimated 
100,000 food company units. Watch Chilton’s 
M-A-P (Marketing Assistance Program) grab 
hold of this field’s vital statistics for you . . 
to nail down the biggest-spending units, the 
buying power of the FE audience, product by 
product .. . to plan ahead with you. 


COMPLETELY NON-COMPERETITIVE... 
Today Chilton’s 17 topflight publications de- 
liver diversified, consequential markets, serve 
reading and buying interests ranging from 
automotive parts to zoomar lenses. Alphabeti- 
cally, FOOD Engineering tucks in nicely right 
between Electronic Industries and Gas. Indus- 
trially, it means Chilton moves into another 
major market for you with its sights set to give 
you a medium of the stature of The /ron Age 
or Automotive Industries in their respective 
fields. It broadens our scope, enhances our 
editorial “intelligence”, enlivens inter-company 
exchange of publishing ideas. It couldn’t be 
more compatible — for you or for us. 


KEY STAFF UNCHANGED .. . Grahame 
Riddell, present FOOD Engineering publisher, 
leads the parade to 56th and Chestnut, along 
with Editor Frank Lawler, who is already plan- 
ning improvements and refinements in content. 
FE’s reporter-writer specialists in technical- 
engineering, production, packaging, marketing, 
as well as other folks you like to do business 
with . . . they’re aboard. What a superior staff 
we have to build on! 


ANOTHER “RIGHT STEP” FORWARD 
... For the past 5 years, as you know, Chilton 
has pursued a forward-looking development 
program, marked by the addition or creation 
of such excellent publications as Aircraft & 
Missiles, Butane-Propane News, Electronic 
Industries, Product Design & Development, as 
well as the expansion of facilities of its estab- 
lished properties. This is reflected in the vastly 
increased number of readers we now serve, in 
new and welcome editorial responsibilities, in 
expanding, enlightened research operations, 
and in helping you take your goods to market 
at better profit. And, significantly, in our 
corporate good health. We want you to feel, 
as we do, that FOOD Engineering couldn’t be 
in better hands. 
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David Hearst to \city’s only afternoon newspaper.|Publisher William Block had said;Marvella to Leber & Katz the First National Bank of Ore- 


|The Post-Gazette will continue to| the two papers would be combined Marvella Inc., New York, maker gon, Portland, has resigned to 

|publish morning editions and a/into a 24-hour, morning, evening of costume jewelry, has appointed | Open a public relations agency un- 

H d H C Sunday newspaper. The Press also|and Sunday paper. Leber & Katz, New York, to der his own name, with offices in 
ead Mearst Lorp. 


| publishes on Sunday. Asked why he had changed his|pandie its advertising. A new/|the Congress Hotel, Portland. 
| Last month, the number of|mind, Mr. Block said: “We an-|theme, “Whoever you are, Mar- 


- |dailies here was decreased from|nounced the 24-hour operation vella casts a beautiful spell,” will |Grinnell Joins S&F 
- |three to two when the Post-Gazette | when we started out because we : e . a 
es oas hl be introduced. The previous agen C. ©. Grinnell, formerly with 
| purchased the Sun-Telegraph (AA,| wanted the old Sun-Telegraph cy is North Advertising. . . , a 
| May 2). The Post-Gazette has been |readers to read the combined pa- Benton & Bowles, has joined 


i j i Street & Finney, New York, as 
Geor e Hearst Ils New an a.m. newspaper, while the Sun-|per. We were playing it by ear, ‘ 
9 A : Telegraph was a p.m. and now we believe we can con-|Ostensoe Opens PR Offices jassistant to the president, suc- 
L. A. Publisher; 4 Join vert our new readers to morning Donald P. Ostensoe, assistant vp ceeding Carl Stursberg, who has 
From ‘Sun-Telegraph’ s At the time of the purchase,| habits.” + ;and public relations manager of | resigned. 


; Los ANGELES, May 10—David W. | 
; Hearst, for the past 15 years pub- 
lisher of the Los Angeles Herald- 
Express, has been named a vp and 
director of Hearst Corp. He will 
head a newly opened Hearst Corp. 
western office, with responsibili- 
ties for its interests in publishing, 
mining, timber and_ranchland 
properties. 

George R. Hearst Jr. succeeds 
David Hearst as publisher of the 


SS 


George R. Hearst David W. Hearst 


Herald-Express. The new publish- 
er started with the company as a| 
classified advertising salesman on | 
the Los Angeles Examiner. From’ 
1954 to 1956 he served as an as-| 
sistant to the business manager of | 
the San Francisco Examiner. He | 
joined the Herald-Express in 1956 
as assistant business manager, and 
was named business manager in 
June, 1957. 


® Additional changes were made 
in the newspaper’s display adver- 
tising department, headed by Neil 
S. Hellis, advertising director. Clif- 
ford W. Barnhart, for the past 
three and one-half years retail ad- 
vertising manager of the Pitts- 
burgh Sun-Telegraph, has taken 
the same post with the Herald- 
Express. Roy S. Walker, previously 
retail advertising manager, as- 
sumed a new position as head of 
special retail sales. 

Three men previously retail dis- 
play salesmen for the Pittsburgh 
Sun-Telegraph, have assumed sim- 
ilar duties with the Herald-Ex- 
press: Nicholas Hyman, Donald 
Gale and Lowell Calhoun. 


‘"POST-GAZETTE’ DROPS 
ITS NEW P.M. EDITION 
PITTSBURGH, May 10—The Pitts- 
burgh Post-Gazette and Sun-Tele- 
graph have decided not to compete 
in the afternoon field with the 
Pittsburgh Press. 
Effective yesterday, the Post- 
Gazette discontinued its afternoon 
editions, leaving the Press as this 


| 
} 


A NEW STANDARD 
FOR MEASURING THE 


- EFFICIENCY OF THE 
ADVERTISING DOLLAR 


™~@IlL ano GAS 
JOURNAL 


TULSA, OKLAHOMA 
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Advertising Age, May 16, 1960 


Rheem Names Johnson & Lewis radio and tv time buyer. She pre- 
Rheem Semiconductor Corp., | Viously held the same post with 

Mountain View, Cal., manufacturer | Grant Advertising and H. W. Kas- 

of silicon diodes, transistors and|tor & Sons Advertising, both in 

special electronic assemblies for | Chicago. 

military and high quality industri- | 

al applications, has appointed Crqwford Promotes Harwood 

Johnson & Lewis, San Francisco,as| y Ajilen Harwood, formerly 


its agency. training manager for Crawford 
| Door Co., Detroit, has been named 
Crisatulli to Frank Inc. _merchandising manager, to be re- 

Clinton E. Frank Inc., Chicago, sponsible for advertising, sales 
has named Mary A. Crisafulli a’ promotion, product promotion, dis- 


tributor development and 
training. 


sales;& Sandborg, Beverly Hills, Cal., 
jas art and production manager. 
| Mr. Naperala was gormerly art 
Miller Joins ‘Hartford Times’ |4"d production manager of Boyl- 
George W. Miller Jr., formerly |@rt, Lovett & Dean, Los Angeles. 
assistant advertising manager of | 
the Daily Chronicle, Williamantic,) Wehr Joins ‘SEP’ 
Conn., has joined the national ad- | Henry C. Wehr Jr., formerly an 
vertising sales staff of the Times, account executive with Wilding 
Hartford. Inc., Detroit, has joined The Sat- 


urday Evening Post as marketing 
Naperala Joins Getz Agency manager for the automotive serv- 
Jack Naperala has joined Getz | ice industry. 


There’s WJ XT in Jacksonville, where 


the figure coverage and the coverage figures both 


deserve a place in the sun! 


WJXT more than doubles your county coverage 
and triples your audience in the 


booming Northeast Florida-South Georgia 


region. The score on counties: 


66 vs 28. The score on ratings: all but 6 of the 


‘top 50 shows on WJXT according 


. 
« 


Operated by The Washington Post Broadcast Division: 


to Nielsen. On every score, there’s more, 


much more to WJXT! 


bea 5 i ea 
“as Todt Sg 


. 


wuxt@) 


JACKSONVILLE, FLORIDA 
Represented by CBS Television Spot Sales 


WJIXT Channel 4, Jacksonville, Florida WTOP Radio Washington, D. C. WTOP-TV Channel 9, Washington, D. C. 
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|CONSUMER PUSH—American Distill- 


¢ 


AN AMERICAN THEME 
fain, ol in es Wie + Wacko 

aren) > ome 

Ones eke ee trees Bemertien Nam sa 
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ing Co., New York, is using this 
four-color page in the June Ebony 
to promote Bourbon Supreme. 


American Distilling 
Push Uses Financial, 
News, Sports Books 


New York, May 10—American 
Distilling Co. launched its 1960 
campaign for Bourbon Supreme in 
Newsweek and Sports Illustrated 
this week. 

Under a photograph of Wil- 
liamsburg, Va., copy in the one- 
third page ad says, “An American 
| dvcama, Bourbon Supreme, the 
bourbon that named _ itself.” 
American Distilling will use 14 of 
these ad units in Newsweek and 
13 in Sports Illustrated. 

It will use two four-color pages 
in Ebony and three four-color 
fractions in Esquire, four in Holi- 
day, and one each in Newsweek 
and Sports Illustrated. 

A financial theme will be used 
in a series of ads to run concur- 
rently in Barron’s National Busi- 
ness & Financial Weekly, Forbes, 
and the Wall Street Journal. 

Trade advertising and merchan- 
dising also will be used in the 
campaign, which is handled by 
|Fred Gardner Co. # 


Auto Book Picks Agency 
Motor Registration News, Oak- 
| land, Cal., has appointed Kennedy- 
| Hannaford Inc., Oakland and San 
| Francisco, to handle its advertising. 


Selling 
Television 
Sets? 


Here’s a preferred market— 


at a popular price: 

for less than 5¢ apiece, 
you reach 85,000 dentists 
(income and standard-of- 


living well above average) 
in a magazine they read 
devotedly. May we give 


you facts and figures? 


Oral Hygiene 


PITTSBURGH, PENNSYLVANIA 
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This Week in Washington... 


Congressmen Not Overjoyed at Harris 
Effort to Force Fair Trade Showdown 


By Stanley E. Cohen 
Washington Editor 


best efforts have failed to persuade 
the House rules committee to let it 
WaAsHINGTON, May 12—Just when reach the House floor. 
they seemed to be in the clear,) 
House members discovered this) ® The game seemed to be lost two 
week that they may still have to, weeks ago, when the rules commit- 
stand up and be counted on retail | tee passed the word that it will 
price maintenance, better known not let fair trade be debated this 
as “fair trade.” year. However, Rep. Harris doesn’t 
If it happens, retail groups which give up easily. Now he has invoked 
are trying to force a showdown the ultimate legislative weapon— 
will have Rep. Oren Harris (D., the discharge petition—to force the 
Ark.) to thank. Needless to say, issue to the floor over the veto of 
Rep. Harris isn’t likely to collect | the rules committee. . 
many bouquets from his colleagues. | _ While he may succeed in round- 
The fair trade ghost has been ing up the necessary 219 signa- 


hanging over Congress for at least | tures, this is not the kind of move | 


three years, as retail associations | that is likely to make friends for 
seek an effective substitute for|Rep. Harris among the members of 
state laws which have been junked | the House. A Presidential election 
by one state court after another. | Year is admittedly an inopportune 

They persuaded Rep. Harris to| time to be forcing an issue involv- 
spearhead the drive for a tough|ing price levels for many items 
federal fair trade law. As chair-| Which consumers buy. Until the 
man of the committee on interstate | Harris discharge move this week, 
and foreign commerce, he effec-|™ost congressmen assumed the 


make campaign contributions; but 
|there are more consumers at the | 
polls than there are retailers. 
Moreover, the Washington news 
|wires have been giving the public 
janything but a flattering picture 
|of the drug industry. Many con-| 
|gressmen regard this as a particu- | 
|larly inopportune time to associate | 
themselves with any measure) 
which can be interpreted as a} 
move to assure higher prices for | 
the drug industry. 


® As a result of the investigations | 
of Sen. Estes Kefauver (D., Tenn.), | 
the public is acutely sensitive to| 
drug industry profits. The high | 
price of drugs is debated, too, in the | 
developing hassle over health in- 
surance for the aged. 
Sen. Kefauver protests that his | 
investigations are directed only at) 
manufacturers, but his disclaimers 
| provide little comfort for the drug- 


| 


| gists. 

In this hostile climate, for ex-| 
ample, druggists who went before | 
Congress recently to support legis- 
lation outlawing mail order sales | 


|from the District of Columbia hit 
/a solid wall of opposition. Some of | 
|the most effective opposition came | 
\from groups which help elderly) 


|persons obtain essential prescrip- | 


a 


Canada Dailies Name 


Southam President 


ToroNTO, May 10—R. W. South- 
am, publisher of the Ottawa 
Citizen, was elected president of 


i a al 


Advertising Age, May 16, 1960 


“My daughters 
wanted to play 
bridge with us, so 
I worked out a 
kid’s bridge 
game,” Mr. Har- 
rison explains. 


‘Five Apples Redoubled’ 


Adman Harrison 
Scores Slam with 


tively whipped their bill through Teal showdown on “fair trade”|tion drugs at advantageous prices. me Conadion Oey Newer 


committee last June. But so far his| Would be postponed until after the|Goyernment agencies also spoke ry cone ss Assn. 1p a week 
____ |next Congress assembles. |up, assuring Congress that mail or-|* . one ee rl ge or 0 S 
The move is particularly con-| der sales do not involve danger to| — sneatene — on gore 
troversial because no one really | F sales manager of La Fresse, Mont- | 
Y|the public health. real. J. R. H. Sutherland of the New YorK, May 10—Charles 


expects fair trade to become law) | Harrison, creative director of Les- 
this year. If it reaches the White|™= About the same time that the News, New Glasgow, N. S. was| 


Top Slice 
of the 
Mass Market 


In the higherincome neigh- 
borhoods of New York's 
mass market, The Mirror 
Is strongest. Weakest in 
the siums. 


House, it faces certain veto, with 
|no chance that Congress will pre- 
|vail. Under the _ circumstances, 
| many congressmen feel a bull whip 
|is being applied for no real pur- 
pose other than to enable retail 
lobbies to tell their members that 
“fair trade” did better in this Con- 
gress than it did n the preceding 
one. 


'@ Neither fair trade nor the retail 
|druggists who are its most dedi- 
|cated sponsors are as popular and 
Take a tip from New York's influential at the moment as either 
retailadvertisers,whomust _ has been in the past. 
get results. See how high | Eight years ago, when fair trade 
among New York’s seven laws needed patching, Congress 
dalllestheyrate The Mirror. | acted virtually by acclamation, 
| with only a handful of rugged in- 
Make 


|dividualists expressing doubt or 
| opposition. 

The Mirror 

a MUST! 


Nothing like that is likely today. 
|Consumers are more price con- 
scious, sO congressmen are giving 
more thought to the political im- 
plications of a vote for price main- 
tenance. They know that retailers 


Somebody may allege that it’s 
Slander, Libel, Piracy of his stuff, 
Invasion of his Privacy, Violation 
of Copyright —accusing your 
Agency, Client or personnel. SO 
— have our unique Excess INSUR- 
ANCE, to cushion the claim — 
effectively, inexpensively. 


~ EMPLOYERS 
REINSURANCE 
CORPORATION 


21 W. Tenth, Kansas City, Mo 
New York, 107 William St 
Chicago, 175 W. Jackson 

San Francisco, 100 Bush St 


Whether a's 
PRINTED, 
BROADCAST 
“TELECAST 


|retail druggists were trying to 
|plow under the mushrooming mail 
\order drug operators, druggists 
found themselves supporting new 
postal rules which make mail or- 
|der sales cheaper. 

An amendment passed by the 
|House—and scheduled for Senate) 
|approval too—deals with the fact) 
that prepackaged drugs with print- | 
ed labels are mailable at bulk| 
third class rates, while prescrip-| 
tion drugs, with typed labels, must | 
pay first class. 

Since many drug stores must 
mail some prescriptions, particu-| 
larly to customers on rural routes, 
drug industry groups want third 
class rates for all. They haven’t 
figured a way to get it for them-| 
selves without making the same} 
advantage available to the mail or- | 
|der operators. + 


Industrial Agency Opened 
Black-Russell-Morris, a new in- 
dustrial agency, has been opened 
at 414 Elizabeth Ave., Newark. 
George Black, president, was for-| 
merly advertising and publicity 
manager of Sprout, Waldron &| 
Co., Muncy, Pa.; Melville Morris, 
vp and treasurer, was formerly 
president of Circo Equipment, 
Clark, N.J., and Robert Russell, | 
secretary of the new agency, was| 
previously an art director of | 
Sprout, Waldron. 


perc 


‘a division of 


|sales capacities 


elected Ist vp. 

The CDNPA also granted rec- 
ognition to 89 advertising agencies. 
These included Batten, Barton, 
Durstine & Osborn; Leo Burnett 


Co.; Cockfield, Brown; MacLaren | 


Advertising; McKim Advertising; 
James Lovick & Co.; J. Walter 
Thompson Co.; Vickers & Benson 
and Young & Rubicam. + 


Stauffer Chemical Appoints 
Myers Director of Advertising 
Stauffer Chemical Co. New 
York, has appointed Elwood M. 
Myers to the 
newly created 
post of director 
of advertising. 
Mr. Myers 
had been direc- 
tor of advertis- 
ing for Victor 
Chemical, now 


Stauffer, since x oo 
1956. He has 

been in various £ i) 
advertising and Chesed th. ityers 
with Victor since he started in the 
sales department in 1941. 


'BBDO Boosts Fox, Names 3 


Eldon E. Fox, assistant manager 
of the Minneapolis-St. Paul office 
of Batten, Barton, Durstine & Os- 


|born, has been elected a vp of the 
|agency. He was advertising and 


|ter Harrison Inc., is providing the 
| ultimate in service for a client. 
/Not only does he create ads; he 
|has now created a product to put 


|in the ads. 
| The client in this case is Sel- 
|chow & Righter Co., which sells a 
long line of games, including Par- 
chesi and Scrabble. The company 
now has a new one, Bridge for 
Juniors, thanks to Mr. Harrison. 
And it’s expected to be as brisk a 
seller as Scrabble for Juniors, the 
company’s previous big success 
(which was the handiwork of the 
company’s ad manager, Marion 
| Stringer). 

The Harrison game really started 
|several years ago when the two 
Harrison daughters, then in grade 
school, decided they wanted to 
play bridge with their parents. 
Father thereupon worked out a 
simplified game in which the whole 
family could join. 


= “Then when Scrabble for Jun- 
iors became such a seller, we de- 
cided my Bridge for Juniors might 
| be very marketable,” Mr. Harrison 
told ADVERTISING AGE. He has now 
worked out several versions of the 
|game to interest children of all 
ages from 5 up. 

When the game was introduced 
/in March at the New York Toy 
| Fair, orders for 8,000 dozen games 
were signed up, in comparison to 
the 2,000 dozen which is average 
for a new game. Further success 


sales promotion manager for the | WS forecast when re-orders began 
Edsel division of Ford Motor Co. Coming in before any shipments 
before joining BBDO last year.|had been made. ; 

‘Named to the Twin Cities office| The game is being introduced 
recently were Richard R. Rundel this month in Chicago and Detroit. 
as creative research supervisor, a If reaction is good, the game may 
post he formerly held with Camp- be promoted nationally during May 
bell-Mithun, Minneapolis; David | @nd June, although game advertis- 
C. Hurley as account executive,|ing is usually held in abeyance 
formerly with Howard H. Monk from April through mid-Septem- 
agency, Rockford, Ill., and James ber. This fall, the game will be 
S. Stein as copywriter, formerly Premoted, along with Parchesi, 
with Kerker-Peterson, Minneap- Scrabble, Peanuts and Snoopy, 
| olis. | via tv spots on kid. shows. 

| Changes made in the game in- 


P Y |clude renaming the suits to apples, 
Potter Appoints Donaldson | strawberries, blackberries and 


Donaldson Associates, Hunting- | 

’ |plums. The cards have also been 

ton, L. I., has been named by Pot-| made child-size, and to facilitate 
ter Instrument Co. to handle ad- 


‘the holding of a 13-card hand, 
vertising and publicity for its line | = * card ha 


fd : : ;each player gets a small rack to 
of data processing equipment. |put his cards on. The game sells 
|for $2. # 


168,850,000: 


— y, TOTAL OF LACKAWANNA AND LUZERNE COUNTIES IN 
sais SRDS CONSUMER MARKETS - FEBRUARY 10, 1960 


The Scranton Times 


Turner Joins Mautner 
Albert J. Turner has joined Benton & Bowles Elects 3 VPs 

| Mautner Advertising Agency, Mil-| Benton & Bowles, New York, 

waukee, as account manager. He has elected three account super- 

co |formerly operated his own Mil- | visors, Bruce Allen, Paul Benson 

waukee agency. |and Robert Young, vps. 


SAWYER - FERGUSON - WALKER COMPANY, INC, National Representatives » NEWYORK * CHICAGO + PHILADELPHIA + DETROIT~ ATLANTA - LOS ANGELES - SAN FRANCIS: 
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Business America / 1 


SAT 


Bete? 


CITY 


HE 


SHOULDERS 
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reproduction of this woodcut by Chicago's M 
s available when requested on or business letterhead: 


PEAS, OSB ea. LE RR eRe ERG SCI «Tema rome 


CHICAGO ... “city of the big shoulders,” Carl 
Sandburg called it. Along its lakefront now you 
see ocean ships from all the world, busily add- 
ing a new label, “great seaport,” to its business 
distinctions: “Nation’s rail center,” “Nation’s 
air center,” “meat and wheat center.” Within 
its muscular metropolitan area lie 4% of U. S. 
retail activity, 6% of all manufacturing — and, 
logically, 5% of Business Week’s U. S. circula- 
tion. What magazine can better match the 
needs of Business Week’s 255 management sub- 


scribers at Motorola . . . the 295 at International 
Harvester ... the 183 at Inland Steel? For there 
is no other magazine “‘like” Business Week. 
From its news bureaus around the world, it 
sends Business America the news for business 
use . . . swiftly enough to be fresh, but with 
pause enough to be selective and accurate. It 
has just one job, one kind of reader. In bustling 
Chicago, as everywhere in Business America, 
where you find Business Week you find man- 
agement men — well-informed. And, well- 
informed by your advertising, they have the 
power to act. 


You advertise 

in Business Week 
when you want 
to influence 
management men 


A McGraw-Hill Magazine 
330 West 42nd Street 
New York 36, N.Y. 
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WHY GET MAD? 


It’s easy to stay ina 
happy frame of mind 
when you 


USE THE SERVICES OF 


CENTURY 


ELECTROTYPE COMPANY, INC. 


ElectrotypeseTravis R.O.P. Glass Mats 
Plastic Plates « B&W and Color Proofing 
Duplicate Photoengravings 


160 East lilinols Street, Chicago 11 « DElaware 7-1541 
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Florida Stote News Bureau photo. 


LAND OF 


AND YEAR-ROUND SPENDIN 


The 52 county Tallahassee, Florida — 
Thomasville, Georgia area, served exclu- 
sively in its entirety by WCTV, is far en- 


ing - - - Tallahassee actual 
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‘Carnation Launches Friskies 
Chicken Dinner in Midwest 

Carnation Co., Los Angeles, has 
begun marketing its Friskies 
Chicken Dinner cat food in the 
Midwest, backed by a color ad in 
the May 7 Saturday Evening Post 
|in seven midwestern states. The 
|canned product was introduced in 
the West two years ago. Carna- 
tion has no immediate plans for 
expanding distribution of the 
product. Erwin Wasey, Ruthrauff 
& Ryan is the agency. 


Birmingham Club Elects Sego 
| Frank J. Sego, president of 
Advertising Inc., has been elected 
president of the Advertising Club 
of Birmingham, Birmingham, Ala. 
Other new officers include Jim 
Chenoweth, promotion director of 
WAPI and WAPI-TV, vp; Doris 
|Dodds Starnes, publicity director 
|of the Birmingham Chamber of 
Commerce, secretary, and Oscar 
| Goldsmith, business mana 
| Southern Hotel Journal, tr 


G, TOO! 


This means high-level year-round spend- 


ly stands fifth 


Advertising Age, May 16, 1960 


Researchers Should 


Improve Their Own 


Image: Santangelo 


New York, May 10—Warning 
that the public image of research 
must be altered, Michael R. Sant- 
angelo, public relations director of 
Westinghouse Broadcasting Co., 
this week suggested that research- 
ers (1) set up a code to guide the 
use of their findings and (2) get 
themselves a press agent. 

Mr. Santangelo made his sug- 
gestions in a speech before the 
Radio-Television Research Coun- 
cil here this week. 


ough South to afford its happy citizens 


year-round good living yet far enough 
North to permit it to escape the feast-or- 
famine business climate sometimes result- 
ing from tourism. 


Tat 2 ee so ee 


in the U. S. in retail sales per household’. 


That’s why so many leading brands place 


strong, long-term spot schedules on 
WCTV. Get the full story from Blair Tele- 


vision Associates. 
“Annual Survey of Buying Power, 1959. 
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TALLAHASSEE THOMASVILLE 
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“Everyone knows what research 
jis,” he said. “It’s the independent 
|company whose survey proves 
that two out of three prefer hexa- 
|choloroform. It’s the assistant who 
juggles the figures so that his net- 
| work’s ad looks stronger in Variety 
|than the other network’s ad. It’s 


ger of |the glamor of science in support of 
easurer.| selling a product. It’s the high 


ratings of the show which loses 
its sponsor because the mass audi- 
ence isn’t buying the product, or 
it’s the low ratings of the show 
|\that everybody loves. 

| “It’s the company which spends 
|huge sums to prove facts they 
|suspect are true. It’s the scientists 
in the lab with white mice. It’s a 
foolproof determination of Dew- 
ey’s victory over Truman. 


= “The fact that these popularly- 
held views are inaccurate or frag- 
mentary is far less important than 
that they are held by so many 
people, both in and out of the 
broadcasting industry. Research 
today means too many things to 
too many people, and it’s time for 
a little consolidation of thought, a 
little image building of your own,” 
the Westinghouse executive stated. 

Mr. Santangelo advised the in- 
dustry to work to blot out the 
image of researchers as _ .intro- 
verted, bespectacled, intellectual 
mathematicians and “quantitative 
jugglers who can be bought rather 
inexpensively to compromise qual- 
itative truths to meet pragmatic 
business needs.” 

A major step in the Santangelo 
campaign to upgrade the research 
industry image would be the set- 
ting up of a code of ethics to “dis- 
suade or prohibit local station 
operators as well as networks from 
misleading or expedient claims 
and counterclaims and cross-com- 
parisons.” . 


= To set up this code and to give 
researchers greater stature gen- 
erally, it was suggested that they 
need an association, including a 
press agent who can help clarify 
what they have to say to the pub- 
lic. 

In the discussion period that 
followed the speech, the research- 
ers seemed to agree that (1) their 
biggest problem comes from the 
use of their material by non- 
professionals—salesmen and pro- 
motion men in their companies, 
reporters, etc., over whom they 
have little, if any, control and (2) 
a code of ethics might prove help- 
ful, though there was a variety of 
opinion as to how it should be set 
up and what it could cover. # 


Connor to Join Knox Reeves 

John W. Connor, vp and crea- 
tive director of Cunningham & 
Walsh, San Francisco, will join 
Knox Reeves Advertising, Min- 
neapolis, June 1 as copy, art and 
broadcast manager. He will suc- 
ceed Wayne Hunt, who has re- 
tired. 


Nat Buring Names Gross 

Nat Buring Packing Co., New 
Orleans, has appointed H. M. Gross 
Co., Chicago, to handle advertising 
for King Cotton Meat Products. 
Fitzgerald Advertising, New Or- 
leans, formerly held the account. 
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3 . +. are exposed to your messages... 4 ..+2/ times a month in Outdoor! 


OUT DOOR-the Persistent Primary Medium! 


The tremendous coverage of Outdoor Advertising, combined with its tremendous 


Srequency, adds up to fersistence unequalled in any other advertising medium. 


227] OUTDOOR fennee 
INCORPORATED 


With offices in: Atlanta, Chicago, Dallas, Detroit, Las Angeles, New York, Philadelphia, St. Louis, San Francisco, Seattle. 


ee i die pags a |< lees jie ee i is a tee 0 z, ee 2S ea 
figs: iia... a ne te a er es he Pe ae eee : a sea ce: SR eT oe iis ze Be civ iy 5 Ape eS ie es, oe Wee ee 
eiagy a i I oo lie pet ore emia 5 Bees ee reas on Sigil “a a ee er 
5 ; ’ ark * < i 4 ao ig ee 1 
- . 2 ee Cath es” th ie : zai 
; 3 ; a eee ee ee ee ee Race J : Bee 
mi Ths pce eee ee a hy he ea ct S| ote ay 
ee Bas 2 ie ye Ss ee © ae 
ait Suen ——— . 2 dae - pig = a a er "i 7 
— ne : CE ee eee fate a 
oes i hes aa gee 
on a, — ‘ v7 Se a iaeal ge lee 
ae 7 — . | Sn: i a 
a in ~ | : s oe or ae 
ba ary ohn. 3 = pe s pe ay % 
ee i 8: SiRerere fs ant en , sl ee BP ooh. Sh 
a a. im ae : RCE £ 2 by 7 an wis * = 
2. Ee) "The best to you" “SEs oo Tre best oyu” eee ww See att toes oo 
a oe | oy, a L eK | Yee ae) 
o- 4 & rd a. 3 " . . " emi 7 
- 4 i cee Se a egy : - : 
a . SS a fi ee a =. . ME 
awe q ‘ 9 5 ne ea < i 4 - oo ete — 
» ft ; a [pa 7, See S ee ie eee ee y s 
te — _ | YF , ’ . < + . crgeirech: ~ “I 2 a Ef t . ‘ é 
Se 7S, Pa Tell Bae ae ny 
~~ Sey) / ad i > gee i 
OA, , — A eel |e —" 
tt = - f one *<) See ae oe aimee 
re ak?) - naa - y es ’ “ ; 
nt a rae . a ¥ . oe 
a, he Sa sit ‘d v oe 
~ oes dij f Sate: ee 
* — ae PKS i al ore ‘ : — . 4 le “ee ‘ 
Bea hc 3 lara —_ " mae aie ae - a“ 
aN ‘ ee ee) me ~ MOTT oem catia ag 
Ye : wegen ae y: ie kee. oe a a 7 ~ eae ey , 
Be Vt, fee ta ho hati ; 3 AF epek ca ; Se hi eae) Sh > aia al geal epee ee 
‘ ea : on ie, Rae —_ Zor ee et en 
my ; Bena Pe \ oe igi: eee ” ~ ea p 
a sad 
kt Ps 
om | An average of 94%... .. Of all the car-owning households in a market... .; 
i 
: ! : Py ii eae BO i ee aitete Ae nt om ; "Sie bee © e : - : : i Sie eS Cam , ; Sg 
rf : iy sae : = Set ; 
: 7 ‘ : Tita. a a ? ro aee ee 
te 4 of “s . — 7 a “ev oa mare 
de 2 a be ve ews 
tee ‘ A <~ it ea te Pies 
i : ix ‘s 2 ; f : mi ‘ tH 
; . ma i, A ee ae j- a‘ 
iia: Su 7 ; ;% } : conn Fo, *? ; " fe Dee 
oe 13 “The best to you" ; - ~ ; P ms ad 
eee . v7 ‘ * . -. $ ts ¢ oS reais 
ae, 7 H . 7 47 . (ce om ; » ¥ aa . 
a tk it . then, Ec Se ; =. “ > eo o .: iit 
nee pi. oe. | PP SS A a tat — oe 
ha . a * " g... 4 y ae . . he / P see 
ee tal , —s . wl . ‘ ; et ; : 3 ae 
os a <7 7 weal . 4 ; : tee es 7 ak 
we : = ‘ — y+ : == . NN te ee 
mre : 2 aa . a é A Pe . 
ae — *F 416s. “ee E Pee ' — ” ay 
ei Sik 4 wae . ae Siep) - th} Dekh < g ie ™ 
: : 7 “ P 7 . a) _— . : 4 . \ : é% 
th + 4 “5 — s otc AM : 3 — \, k —\\ ‘ 
' ; ‘ et . > Pe  ! a a Canetie: t, S| r - ' 7 ’ 
; ; We cay : p =4 ‘ oe ao | a : A 
3 4 c ‘ i” , % ‘ “af : : 
Sa Shae aes ; : al P : ’ Satcad oe j Ret n a Ly co ¢ 
os et SOS Ge ae 4 \ tc Ae era s ‘a is ae ee a p asian ; 
ais : . , \ j as a Ne g ; . a — 
ee a ne a ee is A: Naw ; - v : : / Ps pases sot 
ei hes oor ee oer ins - sie : vé af CU ee ae aie 
oS a or CCR Teenie eee = \\ - GS nee, “ eS io NES TS ies 
| ees St Vel, # gets . —— ‘Ap _- ! 
ee S 
“6 yee 
Beet? ah 
ay ce 
ree aru 
raat ey, 
ites tex 
Sa “=k saat 7 
me bee 
aes 
oe 
eae 
ay: ' 
fi Au 
“ i 
om 
‘ 
‘ 4 
7 
“ie 
BE GC aig ee Nee ON Sy Behn cs ho re larg © Ste me ce, ey ae: Ce Rgbe poate o Witwer Mae eee See ae Sane Me Rte ee ee ae ae ic ng wee Sire Ween gg Sl Pe AT ONE ees rea 


46 


1959 BUILDING PERMITS: 


THE LARGEST PERCENTAGE INCREASE IN THE ENTIRE ARIZONA MARKET 


@he Arizona Daily Star Tucson Daily Citizen 


$735 ut 


*VALLEY NATIONAL BANK 


Tucson Continues on the Grow! 


Morning and Sunday Evening 


If you want te cover Arizona 
the Star and Citizen are a must 


2 Independent Newspapers Produced in the Same Plant @ Represented Nationally by Cresmer & Woodward, Inc. 


NOW IS THE TIME TO ENTER 


Advertising Age, May 16, 1960 


NEW QUARTERS—Herbert S. Valentine Jr. (left) and Earle K. Radford 

Jr., founders of Valentine-Radford, Kansas City agency, try out their 

new executive office for comfort. The agency recently moved into 
new modern-design offices on the fourth floor of the KMBC Bldg. 


AD/UTOPIA 


THE $25,000 CONTEST FOR AGENCY CREATIVE PEOPLE 


This is a contest by PUCK—THE COMIC WEEKLY for advertising 
agency artists and writers only. It’s a contest designed to bring to light the 
best advertising techniques for use in The Sunday Comics. It’s a contest 
that handsomely rewards winning creative teams (both writer and artist) 


with duplicate prizes! 


HERE’S WHAT YOU DO: Choose your partner 
(writer or artist). Pick any category of product 
with wide consumer appeal. Use any technique 
you wish—continuity strip, display, comic display 
or any other you can create. In your spare time 
write and put into comprehensive layout form 
your ad idea. Use black and white, or black and 
one color—or two colors—or full color. 


Put your ad in any 4%4-page PUCK size. Make it 
horizontal (1314" wide x 934” deep); vertical (654” 
wide x 1934" deep); tabloid (934” wide x 1314" deep). 


Submit typed copy with your comprehensive 
layout to Manchester & Kreer, Inc., 7 So. Dear- 
born St., Chicago 3, Illinois before close of business 
July 5, 1960. Be sure both writer’s and artist’s 
names, home addresses and agency affiliation are 
clearly printed on the back of your layout. 


LOOK AT THESE PRIZES — 40 OF ’EM! 
Artist and Writer win duplicate prizes ! 


For the Artist For the Writer 
1960 Plymouth 1960 Plymouth 
Ist Sport Suburban Sport Suburban 
iV8-9 Pass Sta Wagon | V8-9 Pass Sta Wagon 
PRIZE (Fully Equipped) (Fully Equipped) 
2nd 1960 Valiant V200 | 1960 Valiant V200 
4 Door Sedan 4 Door Sedan 
PRIZE (Fully Equipped) (Fully Equipped) 
3rd, 4th, 5th) phitco Panorama Vi | Philco Panorama VI 
PRIZE Model #1916 Stereo Model #1916 Stereo 
6th to 10th Philco TV Philco TV 
PRIZE Console Model #4672 Console Model #4672 
Tith to 15th | phiico Portable TV | Philco Portable TV. 
PRIZE Model #3046 Model #3046 


16th to 20th | Phiico Portable Philco Portable 


Stereo Model #1416 Stereo Model #1416 


THESE DISTINGUISHED EXPERTS WILL CHOOSE THE WINNERS: 


John Orr Young Walter O'Meara Al Dorne One of Milt Caniff Creator Tom Johnstone 
Famous advertising Noted consultant; America's leading il- of Steve Canyon. Johnstone and Cush- 
consultant. writer of many out- lustrators; Founder of ing; Dean of Comics 

standing Sunday the Famous Artists’ Advertising. 

Comics advertising School, Westport, 

campaigns. Conn. 


Phone or write Puck, The Comic Weekly at 575 Lexington Avenue, New York 22, 
New York, or Manchester & Kreer, Inc., 7 So. Dearborn St., Chicago 3, IIl., 
for a brochure completely explaining this contest and giving easy rules in detail. 


WANTED EACH WEEK IN 
MORE THAN 12,000,000 HOMES 


“Weekly 


— 
Ube 


a v iy iots eb les aa eg lake ie abit 
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Dell Names Callahan 
Exec Vp, Advances 4 


New York, May 11—Several 
new management changes were 
| announced today by Dell Publish- 
ing Co. and its subsidiaries, Dell 
Distributing and Dell Internation- 
al. 

William F. Callahan Jr., former 
vp in charge of Dell books, has 
been elected to the new post of 
exec vp and chief operating officer 
of Dell and its subsidiaries. 

At the same time, Paul R. Lilly, 
exec vp, formerly in charge of 
circulation sales for the publisher, 
has been named to head Dell’s 
newly created department of cus- 
tomer development and also Dell 
publishing operations abroad. 

In other appointments, the com- 
pany has promoted Bryce L. Hol- 
land frem assistant vp to vp in the 
publishing company. He also will 
retain his title of vp of subsidiary 
companies in charge of syndicate 
merchandising and toy division. 

Carl W. Tobey, who has been 
sales manager of Dell books, also 
has been appointed a vp in Dell’s 
distributing and international op- 
erations. Joseph C. Penell, vp of 
Dell subsidiaries as well as cir- 
culation manager, has been as- 
signed additional responsibilities 
for the company’s’ wholesaler 
operations. # 


FTC Prohibits Chatham 
From Calling Gems ‘Emeralds’ 

Federal Trade Commission has 
told Carroll F. Chatham, who man- 
ufactures his own emeralds in 
Chatham Research Laboratories, 
San Francisco, that he cannot call 
his gems “Chatham emeralds.” The 
name as used in advertising among 
jewelry trade publications, the 
FTC rules, is “misleading and de- 
ceptive,” and Chatham was or- 
dered to stop using the word 
“emerald” to describe such stones 
unless it is preceded by a word 
such as “synthetic.” 

Mr. Chatham said he had talked 
to the commission and that one 
member had told him it would be 
permissible to use the term 
“Chatham created emeralds,’ a 
term he plans to use. 


Phillips-Ramsey Acquires 
Ptak-Richter Advertising 

Phillips-Ramsey, San Diego, has 
acquired Ptak & Richter Advertis- 
ing, Phoenix, which has 18 ac- 
counts and billings of $500,000. 
The acquisition will boost Phil- 
lips-Ramsey’s annual billings to 
$3,000,000. 


Satz to Meldrum & Fewsmith 

Norton I. Satz, former supervisor 
of public relations and employe 
communications, Packard Electric 
division, General Motors Corp., 
has joined Meldrum & Fewsmith, 
Cleveland, as an account executive. 
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DO YOU KNOW what kind of paper this is? No fair looking 
at the watermark. Clue #1: It’s made with Neutracel® 
pulp. That’s why the uniform level surface takes a crisper, 
clearer impression —the kind that keeps customers happy. 
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Clue #2: More secretaries type more letters on this bright, white sheet 
than on any other watermarked paper. They do their best work on it. 


More help? Clue #3: Erasing mistakes is easy on this paper. But 
no printer makes a mistake when he gives a customer this best- 
known name in paper. It leads to profitable repeat business for you. 


ANSWER . You guessed it! Hammermill Bond! To be exact, 
e Hammermill Bond, Bond finish, Substance 24, 
white. Also available in 13 colors with envelopes to match. Why not 
use Hammermill Bond on your next job... and get all these advantages. 
Ask your Hammermill Merchant for the free Hammermill Bond sample 


book. And while you’re at it, get a copy of the new Hammermill Bond 
Letterhead Portfolio. Hammermill Paper Company, Erie, Pennsylvania. 
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Supermart Sales 


Reach New High 
“$32 Billion in ‘59 


New York, May 10—U. § 


yermarkets hiked sales 13.2 


: record $32 billion in 19 
study released today by § 
Market Merchandising sho 

‘The gain was achieved 
spite a 2.4% drop in the 
cice index during the 
period. 

The study showed a 
toward more and bigger s' 
markets, as 2,110 new s 
opened last year, raising tt 


_ tal to 22,523. Among the 
* supers, weekly sales ave 


31,600 per store, com 
vith $27,700 for all super 
kets. The new stores ave 
41,700 sq. ft. in sales are: 
$58,700 annual sales per 
ploye, compared with 9,3( 
ft. and $55,000 for all sup 


* Other features of the 
stores included: 91% have 
service meats, 52% have 
.ig stamps, 51% have pre 


- ged produce, 42% have 


1g machines, 3% have 
lans. 

All supermarkets, the 
-howed, account for 70% 
al grocery sales, yet rep: 
_nly 9% of the grocery 
f the nation. Colorado’s s 
narkets had 93% of the : 
“rocery sales—highest pe 
ge in the U. S. Other 
vhere the percentage wa: 
vere Nevada, 92%; Del: 
37%, and New Jersey, 85 


= Supermarkets last 
thalked up $13.1 billion ir 
f grocery products, a 
vhich came to 40.4% of 
supermarket sales. Incluc 
the grocery category were 
‘ets and tobacco, accounti 
1.29 billion in sales, or | 
upermarket sales; regul: 
nstant coffee, $1.13 billi 
3.5% of sales, and soap 
detergent products, $941,0! 
or 2.9% of sales. 

Second biggest volume 
ory after groceries was 
vhich accounted for sa 
*7.98 billion, or 24.6% of 
narket sales; followed b 
luce, $3.17 billion, or 9. 
sales; dairy products, $2. 
ion, or 8.2% of sales, ar 
zen foods and baked good: 
vith $1.5 billion, or 4.’ 
sales. 

More than one-third 
pers are now open seven 
week, the study showed. 


Medical Economics Re- 
Stearns Twins in Orac 


Douglas B. Stearns ha 
promoted to vp and dire 
ales of Medical Economi: 
Yradell, N. J., and his 
vrother, Phillips T. Stear 
been named general sale: 
ager of Medical Econ¢ 
Jouglas Stearns, former!. 
‘rm. sales manager, will 
Xonsible for the sales f 
* the company’s four p 
ons: Medical Economic: 
icians’ Desk Reference, 
nd RN. 

Phillips, formerly ws 
sales manager, will jo 
xrother in Oradell after 
ing up his affairs in C 
He joined the company 
salesman in 1946. 


Schering Names Sudle 

Schering Corp., Bloo 
N.J., has appointed Su 
Hennessey, New York, t 
dle advertising for its ne 
thesized oral penicillin, 
This is the fourth S 
product assigned to the ; 
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Supermart Sales 
Reach New High— 
"$32 Billion in ‘59 


t New York, May 10—U. S. su- 
permarkets hiked sales 13.2% to 
: record $32 billion in 1959, a 
study released today by Super 
Market Merchandising shows. 
‘The gain was achieved de- 
spite a 2.4% drop in the food 

cice index during the same 
period. 

The study showed a trend 
toward more and bigger super- 
markets, as 2,110 new supers 
opened last year, raising the to- 
_ tal to 22,523. Among the new 
“ supers, weekly sales averaged 

31,600 per store, compared 
~ with $27,700 for all supermar- 
kets. The new stores averaged 

.1,700 sq. ft. in sales area and 

$58,700 annual sales per em- 

ploye, compared with 9,300 sq. 
ft. and $55,000 for all supers. 


. 


* Other features of the new 
stores included: 91% have self- 
service meats, 52% have trad- 
.4g stamps, 51% have prepack- 
- ged produce, 42% have vend- 

ig machines, 3% have credit 
lans. 

All supermarkets, the study 
-howed, account for 70% of to- 
al grocery sales, yet represent 
_nly 9% of the grocery stores 
f the nation. Colorado’s super- 
narkets had 93% of the state’s 
“"rocery sales—highest percent- 
ge in the U. S. Other states 
vhere the percentage was high 
vere Nevada, 92%; Delaware, 
37%, and New Jersey, 85%. 


=» Supermarkets last year 
‘halked up $13.1 billion in sales 
of grocery products, a figure 
vhich came to 40.4% of total 
supermarket sales. Included in 
the grocery category were ciga- 
‘ets and tobacco, accounting for 
1.29 billion in sales, or 4% of 
upermarket sales; regular and 
nstant coffee, $1.13 billion, or 
3.5% of sales, and soaps and 
detergent products, $941,000,000, 
or 2.9% of sales. 

Second biggest volume cate- 
ory after groceries was meats, 
vhich accounted for sales of 
7.98 billion, or 24.6% of super- 
narket sales; followed by pro- 
juce, $3.17 billion, or 9.8% of 
sales; dairy products, $2.66 bil- 
ion, or 8.2% of sales, and fro- 
zen foods and baked goods, each 
vith $1.5 billion, or 4.7% of 
sales. 

More than one-third of su- 
pers are now open seven days a 
week, the study showed. + 


Medical Economics Re-Unites 
Stearns Twins in Oradell 


Douglas B. Stearns has been 
promoted to vp and director of 
ales of Medical Economics Inc., 
Yradell, N. J., and his twin 
vrother, Phillips T. Stearns, has 
been named general sales man- 
ager of Medical Economics. 
Jouglas Stearns, formerly east- 
‘rm. sales manager, will be re- 
Xonsible for the sales policies 
* the company’s four publica- 
ons: Medical Economics, Phy- 
icians’ Desk Reference, RISS 
nd RN. 

Phillips, formerly western 
sales manager, will join his 
yrother in Oradell after clean- 
ing up his affairs in Chicago. 
He joined the company as a 
salesman in 1946. 


Schering Names Sudler 
Schering Corp., Bloomfield, 
N.J., has appointed Sudler & 
Hennessey, New York, to han- 
dle advertising for its new syn- 
thesized oral penicillin, Alpen. 
This is the fourth Schering 
product assigned to the agency. 


East Opens Consultancy 

William H. East has opened his 
own marketing and merchandising 
consultancy, William H. East & 
Co., with offices at 332 S. Michigan 
Ave., Chicago. Mr. East was for- 
merly sales manager of Gard Pres- 
sure Foods Corp., Northfield, I11., 
and prior to that was general ad- 
vertising manager of Beatrice 
Foods Co. 


Doxsee to Smith/Greenland 

Fred Fear Co., New York, has 
appointed Smith/Greenland Co., 
New York, to handle advertising 
for its Doxsee clam chowder, 
minced clams and clam juice. At- 
lantic/Bernstein Associates is the 
previous agency. 


Hicks & Greist Names Two 


Olivia Trager and Peter Nord 
have been named senior copy- 
writers at Hicks & Greist, New 
York. Mrs. Trager was formerly a| 
copywriter at Doyle Dane Bern- 
bach Inc. Mr. Nord has been a 


ame Ly 


IT’S BASEBALL TIME 


Attention. 


RADIO 


Advertising Agencies 


T-V STATIONS 
Chamber of Commerce Members 


copywriter at Hicks & Greist. 


If you are interested in your hometown 
baseball team, whether you are in a one 
horse town or the big city, we can help 
you with added revenue—increase sales 
for your client—boost baseball in your 
area. Write today for information on 
"Score." The new copyrighted baseball 
game sheets that are played in con- 
junction with a live local game. It will 
mean $$$$$ for you. 


901 EAST 8TH Ave. 
DENVER 18. COLORADO 
ACOMA 2-7539 


(sent ne 


PLEASE SEND PARTICULARS 


MR TITLE 
FIRM PHONE 
ADDRESS 

CITY STATE. 


51 


FAST AID FOR '"'FADING'' PHOTOS 


"Our photoengraving department plates photos for approximately 20 newspapers in 


Kentucky and Tennessee. 


engravings back the same day!" 


When getting it there in a hurry means business, you can 
count on Greyhound Package Express! Your packages go 
anywhere Greyhound goes, by dependable Greyhound buses 
on their regular runs. That means you get service seven days 


The news value of such photos fades fast ... but thanks 
to Greyhound Package Express, our customers get. photos to our plant and have 


aye 


a week...24 hours a day... weekends and holidays! And 
you can send C.0.D., Collect, Prepaid —or open a charge 
account. For information, call any Greyhound bus station, 
or write Dept. 


9E 140 South Dearborn St., Chicago 3, Ill. 
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a =, “=-” BEEFEATER ¢.: 
Se te || SS -BEEFEATER ¢ 


Sek) CANT AFFORD =a 


q ATER 
a ce 


LY TO MISS THESE So la Doubles Your Martini Pleasure 
counts \ ¢beed/ re 


Of Alabama’s three metropolitan dailies, the === FIRST OUTDOOR CAMPAIGN—Beefeater gin makes its debut in outdoor 
Montgomery Adverticer-Journal delivers by far = advertising with this painted bulletin in Los Angeles. The bulletin 
South Alabame. The peed he ee : will be rotated every 30 days in high-traffic areas in the city. Kor- 
wa. City 2 are the market place for = | brand Corp., importer of the gin, has a three-year contract for the 
area surrounding Montgomery. wey : = structures. Hicks & Greist is the agency. 

675,100 Population = 


Over 25% of Alabama’s Retsil Sales Gotshall Joins Conover 


ROP COLOR available both $754,173,000 Effective Buying Income i Robert H. Gotshall, formerly Insurance Age 


deity and Gunter. northwestern advertising manager 


Sam THE ONLY EFFECTIVE COVERAGE OF THE CENTRAL AND SOUTHEAST ALABAMA MARKET Mores of the Detroit Free Press, has 
Nae 5 an os ear Sia ae = joined Conover-Mast Publications, P] $1 285 000 
Chr Montgomery Advertiser = ALABAMA JOUR parse New York, as a sales representative an / / 


MORNING-EVENING—SUNDAY KELLY-SMITH CO. National Representatives 


New YorK, May 10—The Na- 
tional Assn. of Insurance Agents 
will invest an estimated $1,285,000. 
in advertising in 1961, according 
to James R. Mathews, director 
advertising. ’ 

The NAIA budget represents a 
10% increase over 1960, Mr. Math-™ 
ews said, with the projected me-, 
dia allotment essentially un-; 
changed from this year. 

Advertising spending by the in- 
surance group is based on a qubdtay 
system, with money invested ik 
media as it is collected from vari 
ous state insurance organizations 
around the country. i 

According to Mr. Mathews, 1963 
plans call for seven page ads 
Life, four pages in Newsweek a 
|a series of four ads in both Bu 
|ness Week and The Saturday Eve 
ning Post. An additional thre 
| page “spectacular” will run in re- 
| gional editions of “either Look or 
|The Saturday Evening Post,” NAIA 
said. 


= Depending on individual state 
quotas, NAIA also plans a spot 
television schedule on 196 statio 
throughout the U.S. Under a “b 
| nus plan,” agents in states reachi 
| 70% of the basic minimum quo 
for advertising are eligible for 
weeks of television coverage 
their markets, while those wif 
100% of quota have an option 
additional tv coverage or equiv 
lent space or time. 

Doremus & Co. is the agency, 


‘Medicolegal Digest’ Bows 

A monthly publication, Meg 
colegal Digest, focusing upon m@ 
jor common concerns of two ‘pr 
fessions—medicine and the law 
was launched this month from i 
offices in Chicago. Editor is Mil 
ton Golin, former editor of the 
“Medicine at Work” section of the 
Journal of the American Medical 
| Assn. Advertising director is 
Thomas W. O’Malley. A _ doze 
authorities in law, medicine, an 
|hospital administration compris@~ 
|the editorial board of the new”; 
journal, which is being distributed 
to family doctors and specialist§ 
in private practice. Rate fg 
b&w page, one time, is $1, 
Four-color page carries a $60% 


“Made it after all! Didn’t take us any time premium. 


to agree on Huntington-Charleston and WSAZ-TV/“ United Artists Earnings Up : 
United Artists Corp., New York,» 
tv and motion picture produces*~ 
distributor, reported net earnings 
for 1959, after provision for taxes, 
at $4,111,004, up 11.5% above the 
$3,701,963 made in 1958. This was 
the ninth consecutive year that 
UA reported an increase in earn- 
ings. Worldwide gross revenues 


¢ 


HUNTINGTON-CHARLESTON is a market that is getting the incréasing attention of sales and advertising managers. 
Reason: few sections of the U.S.A. contain such a concentration of the Who’s-Who of American industry 
as this 68-county Dynamic Circle that bridges 4 states in the heart of the booming “industrial Ruhr” region 
of the Ohio River Valley. Bulging payrolls push the buying power of the more than 2 million industrious 
people here to over $4 billion annually. And not the least important, é 

there’s one TV station (but only one) that commands this entire market WSAZ ot Ww a 
of 440,000 television homes. The people at Katz Agency would welcome ceed eae SOReeRIT tes ; Pom 


a chance to tell you more about Huntington-Charleston and WSAZ-TV. "UNTINSTON + CHARLESTON — CHANNEL 3 NBC ous year. 
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Now, while the guns are still... 


Sunday morning. No posses; stagecoach isn’t due for another 
two hours; the marshal is pounding the sack and most of the 
good guys and bad guys are still home on the range. Good time 
for you to mosey in to 18,300,000 homes in America’s top mar- 
kets. How to get there? Magazine network. No other 
magazine is read by as large an adult audience in as receptive 
and responsive an atmosphere. 

Reading the Sunday papers is a thriving family tradition. 
Reaction to the ads in Sunday papers is a proven fact. $W 
readers spend more money for food, automobiles, cigarettes 
and tobacco products, appliances, travel, photographic equip- 
ment and just about any other column on a marketing table 


. 
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than do readers of any other publication. 

People read with a local point of view. They’re inter- 
ested in the locally edited features; they want to see what’s new 
at the department stores, the supermarkets, the auto dealers. 
Their attitude is “buy now.” Their decisions are felt at once in 
the stores. 

If you want to reach 50% of the families in 50% of the markets 
where 50% of all retail sales are made—there’s just one best way 
in print: network 50-50-50 plan. 

For more information on how and why Sunday is translated 


into more sales on Monday and Tuesday and Wednesday and 
so on... 


...just turn the page. 
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CIRCULATION 
Sunday 


18,264,850 


THIS WEEK 13,186,045 
READER'S DIGEST 12,000,000 
AMERICAN WEEKLY 10,044,396 
PARADE 9,594,210 
LIFE 6,500,000 
SAT. EVE. POST 6,250,000 
LADIES’ HOME JNL. 6,000,000 
McCALL’S 6,000,000 
BETTER H. & G. 4,850,000 


4 AVERAGE READERSHIP 


BY WOMEN OF 
EDITORIAL PAGES ONLY 
( Noted R.M. 
Undal 71% 41% 
THIS WEEK 56 33 
READER'S DIGEST n.a. n.a. 
AMERICAN WEEKLY 64 40 
PARADE n.a. n.a. 
LIFE 51 27 
SAT. EVE. POST n.a. n.a. 
LADIES’ HOME JNL. 59 36 
McCALL’S n.a. n.a. 
BETTER H. & G. n.a. n.a. 
NUMBER OF 
MEN READERS 
18 AND OVER 
Sunday 15,160,000 
THIS WEEK 10,153,000 
READER'S DIGEST 9,600,000 
AMERICAN WEEKLY 7,634,000 
PARADE 7,196,000 
LIFE 6,110,600 
SAT. EVE. POST 5,625,000 
LADIES’ HOME JNL. 1,080,000 
McCALL’S 1,260,000 
BETTER H. & G. 1,940,000 
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Now, while the guns are still... 


Adult westerners, as well as kid westerners, don’t always have the same buying 
habits as adult and kid easterners, northerners and southerners. If you'll call 
MU 9-8200 and ask for a Sunday man—he willbe pleased totell you how Sunday 
gives you the flexibility you need to make the most of every advertising dollar. 


y] AVERAGE FAMILY 
COVERAGE 

Total 176 Metro 

U.S. Areas 
Sunday 37% 46% 
THIS WEEK 26 30 
READER'S DIGEST 23 24 
AMERICAN WEEKLY 21 25 
PARADE 18 22 
LIFE ll 13 
SAT. EVE. POST 10 10 
LADIES’ HOME JNL. 10 ll 
McCALL’S 9 9 
BETTER H. & G. 8 9 
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WOMEN READERSHIP 
4-COLOR NAT’L ADS 


ee. ee 4 
' 
J 


Noted RM. 
Sunday 53% 10% 
THIS WEEK 46 9 
READER'S DIGEST 34 7 
AMERICAN WEEKLY 47 10 
PARADE 54 10 
LIFE 34 6 
SAT. EVE. POST 37 6 
LADIES’ HOME JNL. 46 11 
McCALL'S 42 8 
BETTER H. & G. 40 6 
NUMBER OF 
WOMEN READERS 
18 AND OVER 

Sunday 17,352,000 
THIS WEEK 11,999,000 
READER'S DIGEST 11,280,000 
AMERICAN WEEKLY 9,040,000 
PARADE 8,539,000 
LIFE 6,435,000 
SAT. EVE. POST 5,625,000 
LADIES’ HOME JNL. 6,360,000 
McCALL'S 6,420,000 
BETTER H. & G. 4,899,000 


ae 
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3 CPM 
4-COLOR PAGE 


Sunday 


$3.44 
THIS WEEK 3.80 
READER'S DIGEST 3.35 
AMERICAN WEEKLY 3.86 
PARADE 3.92 
LIFE 6.83 
SAT. EVE. POST 6.68 
LADIES’ HOME JNL. 5.00 
McCALL'S 4.76 
BETTER H. &G. 5.88 
6 1959 ADVERTISING 

REVENUE 

Sunday $50,000,000 
THIS WEEK 42,800,000 
READER'S DIGEST 33,100,000 
AMERICAN WEEKLY 15,800,000 
PARADE 24,500,000 
LIFE 134,400,000 
SAT. EVE. POST 97,600,000 
LADIES’ HOME JNL. 30,800,000 
McCALL’S 20,300,000 
BETTER H, &G. 25,600,000 


SOURCES 


1. Newspaper Distributed Magazines— 
ABC Publishers’ Statements 3/31/59. 
General Magazines—Publishers’ 
Guarantees. 

2. Circulation—Latest available 
Audit Reports 1/1/59. 
Households—Sales Management 5/59. 

3. Rates—Latest announced rates—SRDS 
March 1960. Circulation— 

Newspaper Distributed Magazihes— 
ABC Publishers’ Statements 3/31/59. 
General Magazines—Publishers’ 
Guarantee. 
4, 5. Daniel Starch & Staff. 
6. P.1.B. and publishers’ own estimates 
7, 8. Circulation: Newspaper Distributed 
Magazines—ABC Publishers’ 
Statements 3/31/59. General 
Magazines— 
Publishers’ Guarantee. 
Audience: Daniel Starch & Staff. 
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Gillette Industries 


Sets $800,000 Push | 


for Razors in Britain 


Lonpon, May 10—Gillette Indus- 
tries Ltd., British subsidiary of the | 
American company, is planning to 
spend more than $800,000 to intro-| 
duce a new one-piece razor set and | 
new blade on the British market. 

The company has allocated $560,- 
000 for Blue Gillette Extra blade 
introductory advertising, scheduled 
to roll June 30. Newspapers, mag- 
azines and television spots will be 
used. 

In addition, said A.R.M. Sedg- 
wick, Gillette marketing manager, 
$252,000 has been allocated for a 
two-month introductory campaign 
for the new one-piece razor set, the 
Gillette No. 80. 

The one-piece razor set will in- 
clude six of the new Extra blades. 
Both campaigns will use consider- 
able point of purchase material. 


S. H. Benson Ltd. is the agency. # 


SNARL, CARL?—Yellow Cab Co., San Francisco, is taking good-natured 

jibes at the frustrations of everyday driving with outdoor posters 

like this done in cartoon style. Honig-Cooper & Harrington is the 
agency. 


Latex Reassigns Kiam 

Victor K. Kiam II, vp of mar-| 
keting, women’s wear division of | vertising and sales promotion man- | 
International Latex Corp., has been| ager of A. S. Harrison Co., has | 
appointed vp and general manager | been appointed merchandising and | 
of Sarong Inc., which was acquired | promotion manager of Q-Tips Inc., 
by International Latex in Febru- | New York, and its affiliated com- 
ary. He will be responsible for, pany, 
marketing as well as over-all man-|Corp., maker of Prak-T-Kal va- | 
agement. porizers. 


[pooquee Wiess Joins Q-Tips 


Jacques A. Wiess, formerly ad- | 


Practical Electric Products| 


55 


|Ross Alters Name, Moves 
Ross, Flink & Livengood, Peoria, 
|Ill., has changed its name to Ross, 
|Flink & Associates and has moved 
its offices to Junction City, just| Racine, Mr. Gardiner was adver- 
\north of Peoria. New address is tising director of Hettrick Mfg. 


P. O. Box 1860, Junction City, Pe- | Co.’ s eight product divisions, To- 
oria, Ill. ' ledo. 


Gardiner to Slayton-Racine 
Slayton-Racine, Toledo, has ap- 

pointed A. T. Gardiner copy group 

head. Prior to joining Slayton- 
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... habit forming — 


Fortify your future with young physicians _ 
as they establish their prescribing habits. 
Most of them read THE NEW PHYSICIAN for 
over seven years as their official journal. 


THE 


NEW PHYSICIAN 


Reaching interns, residents, newly established doctors : 
and medical students. Official publication Student 
American Medical Association. 


430 N. MICHIGAN AVENUE « CHICAGO 11, ILLINOIS es 


VE ae ae 


Five years and 
1,250 telecasts later, 


this program is still unsold 


(That’s the way 


we want it.) 


ae eee 


OME PROGRAMS become “public service’’ be- 
cause they can’t be sold. Others become 
salable because they render genuine serv- 

ice. WISH-TV’s Farm & Home Program is in the 
latter category. Because commercial sponsorship 
might create problems for its participants, the 
program is “‘sold”’ only to its audience. 

Since 1955, for five days a week from 1:15 to 
1:30 p.m., the Marion County Agricultural 
Agent, or the County Home Economist, or 
faculty members of Purdue’s agricultural exten- 
sion service, or assorted combinations of agents, 
economists, professors and 4-H Clubbers, have 
gathered at WISH-TV to inform and entertain an 
impressive—and impressed—audience (38.4 share 
in an important 4-station metropolitan market). 


on re eee fan ; fs trary aes 
Se OS Pe Noh Bein og Hang 


Tageede | nips abe erat at Cee ee eee Lire Pas OD tate As Wma Le Se Se earth 


What goes on? A turf prof. has held forth on 
improving the breed—of turf. Flower-arranging 
produced many requests for instructions—and 
the station never smelled so good. Cookie deco- 
rating sat well with our audience (1,500 requests) 
and staff (57 cookies demolished). The work of 
county agents, Purdue University extension serv- 
ices, 4-H clubs and other organizations, is 
widely publicized. Without stars, without arti- 
fice, the Farm & Home Program is wholesome, 
straightforward—and deep in the affection of 
its viewers. 

The program serves. That’s the Corinthian 
key to good community relations. We suggest that 
viewer confidence so built may help establish a 
receptive atmosphere for our clients’ commercials. 


Responsibility in Broadcasting 


FRE CORINTHIAN STATIONS 
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KOTV 
Tusa ( H-R) 


KHOU-TV 
Houston (cBs-Tv Spot Sales) 


KXTV 
SACRAMENTO (H-R) 


WANE-TV 
Fort WAYNE (H-R) 


WISH-TV 
INDIANAPOLIS ( #-R) 


©0099 


WANE-AM 
Fort WAYNE (H-R) 


WISH-AM 
INDIANAPOLIS ( H-R) 
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oung Chicago 
loves to buy... 


It’s no secret that the young families buy more 
of just about everything. And now the happy 

word is out that you can concentrate on young 
families. Advertise in the Chicago Sun-Times— 


more than half its readers are men and women 35 and under! 
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The BOARDMASTER Visual 
Control gives you Graphic Picture 
of your operation at a glance. 
You see in seconds how to save 
time and money. 

Over 500,000 organizations are 
using this simple, flexible tool to 
get things done. Ideal for sales, 
inventory, production, traffic, etc. 
Type or write on cards, snaps in 
grooves. Made of metal. 


Full price $4950 with cards 
24-page Illustrated 
FREE | 800KLer no. sc-50 
Without Obligation 

Write Today for Your Copy 
GRAPHIC SYSTEMS, Box 267, Yanceyville, N. C. 


| Four to Rigas, Fitz Maurice 

Rigas, Fitz Maurice & Co., 
| Springfield, N. J., has been named 
| to direct advertising and public 
relations for First Atlantic Corp. 
‘and its subsidiaries in New York 
| and Newark; Interstate Supply 
|Inc.,~Newark, national wholesale 
| distributor: Interstate Investors | 
|and its subsidiaries, Traverse City, | 
Mich., and Real Estate Srpeenens | 
Corp., Newark. 


Meadows Joins McKinsey 

Ronald F. Meadows, formerly 
|manager of research of Marsteller, 
|Rickard, Gebhardt & Reed, has 
|joined the Chicago office of Mc- 
|\Kinsey & Co., 
|sultant, as an associate in the mar- 
iketing group. 


Making a pile? If you’re not, here’s a heaping good idea that might give you a 
little extra to play with. Give the boss these facts. As the world’s largest enamel 
printing paper specialist, Consolidated offers finest quality for less. When he specifies 
Consolidated Enamels for catalogs, brochures and other printed pieces, he makes a 
neat savings without sacrificing quality. Get free test sheets. Have your printer test 
them on your next printing order, comparing 
quality, performance, costs! Then have fun. 


Available only through your Consolidated Paper Merchant 
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WORLD’S LARGEST SPECIALIST 
IN ENAMEL PRINTING PAPERS 
Consolidated Water Power & Paper Co. - Natl, Sales Offices, 135 S. La Salle St., Chicago 
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FOR FATHER'S DAY- | 
FEATURE THE 


Head of the 
| Bourbon Family | 


1D GRAND-DIAD te oar 
Foottuor'» tay 


GRAND- DAD 


Head of the Bourbon Family 


| OLD 


______. FATHER’S DAY CAMPAIGN—National 
| Distillers Products, New York, 
| will use this two-color spread in 
|18 state beverage journals in 
|May and June to promote Old 
|Grand-Dad bourbon with retail- 

|ers as a Father’s Day (June 19) 

gift. Ads point up in-store dis- 

plays which will be distributed. 

Kudner' Agency, New York, is 

handling. 


Apple Group Shifts 
Stress from Ads to 
Field Service Effort 


WENATCHEE, WASH., May 10—The 
Washington State Apple Commis- 
sion is putting increased emphasis 
on merchandising and field work, 
and additional funds will be taken, 
if necessary, from consumer ad- 
vertising. 

At a meeting of the commission 
last week, employment of up to 
ten more field service men was fapige 
authorized, bringing the total on bei 
the dealer service staff from 14 to oe 
a possible 24. With the increase in 
|personnel, the budget for field 
| staff expense will be raised from 
| $350,000 during the past season 
|to $450,000 in the 1960-’61 crop 
| marketing season. 

Funds to cover the additional 
field service men’s salaries will be 
taken, if necessary, from consumer 
advertising. However, Robert W. 
Johnston, secretary-manager, said 
that if the 1960 crop is larger than 
that of 1959, funds may be suffi- 
cient to continue an advertising 
campaign about the same as that 
of the past season. 


s The commission is supported by 
a levy of 5¢ a box, paid by grow- 
ers, which raises about $1,000,000 
a year. 

The greater emphasis on field / 
service work followed a series of 
meetings with advisory groups of 
growers and shippers. In pointing 
out the shift in emphasis to mer- 
chandising and field work, Mr. 
| Johnston said that advertising is of 
little value unless apples are avail- 
able at the time and place they are 
advertised. He added: 

“The increased merchandising 
| staff will make possible a lot closer 
tailoring of advertising to the 
supply of fruit. Each service man’s 
territory will be smaller and he ait 
can make more frequent call- 
backs.” # 


PHIL SILVERS, CBS-TV STAR 


Schnitzer Names Two 


Bernard B. Schnitzer Inc., San 
Francisco, has transferred Bob 
Reichenbach from its Hollywood 
office to its headquarters as vp in 
charge of radio-tv activities. 
Schnitzer also has named Bob 
Seitas, art director, a vp. 


Isaacs to Robertshaw-Fulton 
Thomas M. Isaacs has joined 
Robertshaw-Fulton Controls Co., 
Richmond, Va., as director of ad- 
vertising and sales promotion. 
Mr. Isaacs was formerly program 
supervisor of industrial advertising 
at Reynolds Metals Co. 


me see 
get 
a se 
: eC ae 
=. ——_—__,,—— ’ =) 
How to Get Things Done Faster and Better | God | A p peeeseny | 
s Cees — & 
F I = Ni i Stseeweees ta - . 
ye a> yee to La FATHERS Day an 2 
‘ - 4 eggesenn SES S| ‘—_ | al Cams ~~ 
a : aseneeeeG osm : S £ ; ee 
' A. — 
eeeerees gases: = ee . ) Hees ee. a= ae 
. ee WOR eS e.o nie ndliedaites ten moe i) cS wl same 
A OM) Waeeaeaseceesaaet- == i anew ~, — 
Se Se <a aby oie ot Cra 7 | - \S edt ee AD ie 
| Soe eee: ———— ~ aac 
Scale tae ; tr ee ad eer 
Mt ee vm pas Ad ys Sseeesagicariisuitcpitre P nema oe 
Sate Resco ie Be es ae Bee”, 
| nae 
je > Rie a Oe Ce naa " 
| (ha , 
4 y Y ba , ‘i 
£7 a le me = 
a; - ere GRA RRND een 
om, * ice. 
‘i % oh ‘ 3 
~~ * 9> ‘ | 
: f ' oj 
% LP a k A ° J ' ate 
bs: C@, he 
‘ys 
) , 7 q 
e. 2 : z 
ss P t ie f 4 
Ae 7. ; , ds 
i a S: as \ WF, ~ 
‘ 2 ~ 
& fo i ie Vv 
\ 4 we <1" ak a 2 
~~ > 
: (Lit. \s mane tts os -. 
Ps, ‘ , int “ea = 4 — é 
ra me ~ ~ tia ~~ a 
ei" —— ey \ =e .* aa 2 
he: 2 , e s \ \/ 3 ‘ it 23 
‘ 2 = > ] > er . ff "i ; gt 
a vom © . , # & % * 
‘3 i : eos Seed fae ee Copies We 
a ~ Eee > § en a — 
ee . ot ww , . 3 ‘ =e ae ee eS 7 aw es if “* es " ie, : 
p : Ms hee ‘ a Be . = ia 
Be ee 
| @ : Y, . . aS F 
| Ne: OV’ Na, | 
: e 3 ” = 1 aia £ oo) 4 
a ee Yo, Le se ee os om nf a ox @ ~ 4 
iw pt zg ts rtrd & ~ y = — ak e oa ; ines cong RS : 4 ; , 
De cN Y > if * ae se + eae — es 
x < 1 — am s en 2 a Bias. a 
eS ; < —_— fF hs —_~ ||. — - | A eg 
~ <.: aie “foo % , el Sth a ae ee a 
ae 3 f BB , ee ——— egg he 
a, pe Pahl. < Se eee pe AS sais 
* a Z ita ee ai “ 5 o g £ rs = . * 
; a way a , ‘Ga pra eta us 
; , ” PC SC“(;ssSCisS 
s aa ‘ 
me ». 
a3 | a; 
<A P 
ee. 
oe 
4 
a : 
oan real ala Be 
a : a SN hs Sipe mT rage GC RBM em Lal Pee ae A eae 
A Te eae a oe ats lel ie ieee = a t : ate oe 
; Eotireere om 
oT, ak oe earn ce 


NO 
OTHER 
MAGAZINE 


ENCHANTS ~ ENLIGHTENS - ENTHRALLS 
KE SCVCN(CON 


Everything in seventeen is of vital interest to teen-age girls. No other magazine gives these young women such complete & 

understanding and friendly guidance because sevenTEEN is edited especially for them, devoted exclusively to them. se \ 
‘al 4 ee 
re. a 


a 


Perhaps that’s why the advertising messages in seventeen create such amazing buying action. 65.2% of the 
4,800,000 girls who read an average issue of seventeen have bought from its pages!* No wonder more 
and more advertisers are using seveNTEEN to reach the *42-billion market of teen-age girls... ‘ ' 
the market that has come of age in a great big way! brand loyalty starts in... Sl 4 ( // / ( 4 v/ | 


*Gilbert Youth Research 


it’s easier to START a habit than to STOP one! seventeen MAGAZINE, 488 Madison Avenue, New York 22 + PLaza 9-8100 


, SEVENTEEN-at-School—only magazine of its kind—offers your educational materials to high school home 
DOUBLE E X PO S U R 3 F 0 R YO U R A DV E R TI S | N G * economics einen SEVENTEEN Magazine carries your advertising into their classrooms. Ask us about it! 
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Ford Hints FCC 
May Set Up a 


Consumer Panel 


FCC Head Also Tells 
Meeting Broadcasters 
Should Define ‘Service’ 


“In the event the commission 
decides to require the broadcast- 
er to determine and submit evi- 
dence of the needs in his area as 
a standard of public interest upon 
which he is willing to be judged, 
many of the problems in this area 
will be solved,” the FCC chair- 
/man said. “For if he does not 
;meet the standards imposed on 
|himself as a result of his own in- 
|vestigations and proof, then he 
|cannot successfully maintain that 


| to a lesser extent than in the U. S.,| messages, 


convenience and necessity.” seeks large audiences through pro- 
grams with popular appeal. 
® Advertisers in England exert; On the other hand, he noted, 
some influence on the program-jadvertisers can select only the 
ming of sponsored television, but | times they wish to present their 
but cannot dictate on 
one session was told. |the contents of the shows or tie 
Burton Paulu, director of radio | in with the show in any way. 
and tv broadcasting at the Uni-| 
versity of Minnesota, said that|# “Competition has been good for 
since the Independent Television | British broadcasting only because 
Authority, unlike the British|the system set up by the Televi- 
Broadcasting Corp., is dependent | sion Act of 1954 combined freedom 


|he has served the public interest, | on advertising for its revenue, it} with responsibility,” Mr. Paulu 
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said. 

“The British, with their genius 
for compromise, have devised a 
method which enables a regula- 
tory body to insist on high stand- 
ards of programming and adver- 
tising, without interfering with 
the freedom of expression so es- 
sential to the life of a democratic 
country.” 


® The broadcaster and the educa- 
tor have a common interest in 
raising the level of public taste, 


CoLuMBwus, O., May 10—Frederick 
W. Ford, chairman of the Federal 
Communications Commission, hint- 
ed last week that he is planning 
the establishment of a consumer 
advisory panel for the FCC, to aid 
in its function of regulating com- 
mercial broadcasting. 

The proposal for such a panel 
was made during a session of the 
Institute for Education by Radio- 
Television, sponsored by Ohio 
State University. It came from Mrs. 
Mildred E. Brady, editorial director | 
of Consumers Union, Mount Ver-| 
non, N. Y. She noted that the Fed- | 
eral Trade Commission is planning 
to create a consumer panel, and 
that the Food & Drug Administra- 
tion has begun implementation of 
such a panel. 

Replied Mr. Ford: “Well, I have 
some plans of my own that I’m not 
ready to talk about yet.” 


ws The proposal for an FCC con- 
sumer panel was one of 12 meas- 
ures recommended by Mrs. Brady 
to “grant the set owner, the citizen, 
a franchise to dominate in those 
considerations from which all the 
policy making and policy effecting 
decisions of the FCC stem.” 

She suggested the advisory pan- 
el should have the power to review 
FCC licensing decisions, request 
additional data on a licensee’s per- 
formance and publicize its find- 
ings. 


s In his own speech Commissioner 
Ford touched on the question of 
the public’s interest in broadcast- 
ing. 

“I have no comprehensive defi- 
nition of the public interest,’ Mr. 
Ford said, “although we are 
charged by law to make decisions 
on this in specific cases which 
come before us. But I don’t believe 
you will be able to give a hard and 
fast definition; it is a definition in 
itself. 

“The question is now, and al- 
ways has been, in what precise 
form should the licensee be re- 
quired to report on his program- 
ming efforts, and how should the 
commission go about evaluating 
this information in order to make 
the required ‘public interest’ find- 
ing? 


The Class 
of the Mass 


The Mirror is strongest In 
the more prosperous neigh- 
borhoods of the mass mar- 
ket In New York— weakest 
in the slums. 


People interested in new 
homes are solid people — 
good customers. The Mirror 
is first among New York's 
seven dailies in New Homes 
advertising linage. 


Make | 
The Mirror | 
a MUST! 
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but for the broadcaster “it may 
well be the cause of his economic 
death if he goes too far, too fast, 
beyond the range of public taste.” 

This, according to Clair R. Mc- 
Cullough, president of Steinman 
Stations, Lancaster, Pa., is one of 
the “vexing problems” facing the 
industry. 

Mr. McCullough urged that be- 
fore solutions are proposed, advo- 
cates of “better television” rid 
themselves of cliches and stereo- 
types that have “cluttered up the 


thinking” of some tv critics. 

Among such cliches he included: 
Proposals for a national board to 
supervise tv programming, and 
for the complete separation of pro- 
gramming and advertising; com- 
plaints that television is “ruining 
our children,” and the indictment 
that “there is nothing but mischief, 
mayhem and murder, on night- 
time tv.” 


s These criticisms he termed im- 
practical, unnecessary, unsupport- 


ed by evidence or untrue. 

“In the long run,” he said, “the 
public interest may be better 
served if the decisions about what 
is to be presented on ty are in the 
hands of some 450 broadcasters 
trying to be receptive to the needs 
of their communities than a board 
of 10 or 15 or 28 ‘experts’—even 
if everybody in this room could 
agree on who should be on such 
a board. 

“This may be a slow and stum- 
bling process,” he added, “but it 


is the process of a free society.” 


® Robert Foreman, exec vp of 
Batten, Barton, Durstine & Os- 
born, New York, likewise attacked 
the magazine concept of tv adver- 
tising, noting that “perhaps the 
worst prototypes on tv” are sold 
on such a basis, while many pro- 
grams in which an advertiser is 
closely involved are among the 
best tv fare. 

He scored the “pathological wor- 
ry over one-tenth of a rating 


—— 
Feo 


For the second consecutive year! 


Ps 
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he 1959 Peabody Award for television 


entertainment (musical) was won by 


WGN .-Television’s acclaimed series of live, 


color telecasts, “Great Music from Chicago.”* 


With Deems Taylor as commentator and such 


renowned artists as Fritz Reiner, Sir Thomas 


Beecham, Andre Kostelanetz, Howard Barlow, 


Dorothy Kirsten, Byron Janis, Woody Herman, 


Count Basie, Sarah Vaughn and many 


others —WGN.-Television brought to Sunday 


night television a new breath of life. 


One year ago, WGN -Television’s “Blue Fairy” 


won the coveted Peabody Award for 


“the nation’s outstanding program for children 


in 1958" —the only Peabody Award given 


to a television station! 


“ 


Great Music from Chicago” also won 


the Radio-TV Mirror Award for the “best 


musical program in the Mid-West.” 


Awards are wonderful proof that 


devotion to excellence has paid off. But 


an equally important reward is growth in both 


audience size and audience loyalty—a direct 


result of WGN -Television’s policy of quality 


programming presented with integrity. 


*Now available for syndication in your market. 


WGN-TELEVISION 
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441 N. Michigan Avenue - Chicago 
Quality - Integrity - Responsibility 
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point” as a major industry ill, 
and commented that under the 
magazine concept the advertiser 
would have no reason for seeing 
that the show he was on was of 
high caliber. 

“When advertisers must sur- 
render everything but numbers, 
then numbers become more im- 
portant to him,” he added. 

“I think good programming is 
good advertising,’ Mr. Foreman 
told the group. “You can train peo- 
ple by the millions to accept bet- 
ter shows.” 


= Gilbert Seldes, dean of the An- 
nenberg school of communications, 
University of Pennsylvania, who 
was listed as partcipating in a pan- 
el discussion as an “informed crit- 
ic,” said the products of mass com- 
munications “are of a very high 
order.” 

“This is not generally realized 
by the ‘fretful eggheads,’” he 
said. “I’m interested in a change 
in atmosphere in which the prod- 
ucts of mass media are received.” 
He called for the media them- 
selves to help evoke opinions from 
the people on what is the public 
interest to which the media are 
charged with being responsible. 
Mr. Seldes added that it was not 
up to a government body to de- 
fine the public interest. + 


Chirurg Reports Assets 

James Thomas Chirurg ‘o., 
Chestnut Hill, Mass., and New 
York, has reported total current 
assets of $808,666.65 and total cur- 
rent liabilities of $342,120.75 for 
1959. In 1958, the agency recorded 
total current assets of $782,403.53 
and total current liabilities of 
$327,280.27. Chirurg and Anderson 
Cairns have agreed to merge pend- 
ing stockholder approval (AA, 
April 11). 


Curtis Boosts Swanson 

Charles E. Swanson, manager of 
research for The Saturday Evening 
Post since 1954, has been promoted 
to assistant director of research of 
Curtis Publishing Co. He will work 
under Donald M. Hobart, senior 
vp and director of research. 


Staley Moves to Santa Monica 
Mrs. Dorothy Staley, promotion 
director of the Nashville Tennes- 
sean, will join the Evening Out- 
look, Santa Monica, Cal., on June 
1 as promotion director. Mrs. Staley 
will be succeeded at the Tennes- 
sean by her assistant, Carl May. 


STORY 


WTRF-TV 


As the policeman helped the 
battered man up from the 
pavement in front of the 
saloon, he asked: 
“Can you describe the man who hit 
you?” “That's what | was doing when he 
hit me," the man replied. 


BOARD 


Dentist: “All your bottom teeth are in- 
fected, lady, and they should be ex- 
tracted.” 

Lady: ‘I think I'd rather have a baby than 
go though that.” 

Dentist: ‘Well, make up your mind, lady, 
what'll it be?" 

Wheeling wtrf-TV 

What is responsible for the successful spot 

campaigns featured on WTRF-TV? Two mil- 

lion people with an annual spendable in- 

come of over 2% billion dollars . . . folks 

who watch WTRF-TV ... they see, they 

buy, you sell! 
wi ing wtrf-TV 

Overheard: “She's the salt of the earth but 

| honestly can't say very much for her 

shaker." 


Wheeling wtrf-TV 
Laugh and the world laughs with you. Cry 
and they say you're drunk! 

Wheeling wtrf-TV 
My girl friend is so bowlegged when she 
sits around the house, she sits around the 
house. 

Wheeling wtrf-TV 
George P. Hollingbery will give you all 
the good reasons why your next spot cam- 
paign should be scheduled on WTRF-TV, 
Wheeling, West Virginia. 


CHANMEL WHEELING, 
SEVEN WEST VIRGINIA 
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Fiber-Velope Offers Catalog 
American Fiber-Velope Mfg. Co., 
Collingdale, Pa., is making avail- 
able a catalog of its standard and 
custom-created specialty envelopes 


{for sales promotion, mailing and 
filing. Catalogs are available at 
|American Fiber-Velope Mfg. Co., 
Pusey Ave. at Mildred Ave., Col- 
|lingdale, Pa. 


“OUR #ex' COMPETITOR IS IN 


ALREADY!” 


Businessmen are becoming alert to the 
sales potential represented by the 
increase in nursing homes and homes 
for the aging. They are growing at the 
rate of 2,000 beds per month and still 
a 70% increase is needed immediately. 
To find the details on this new 
market see our B P RD ad or 
write to... 


PROFESSIONAL 


nursing home 


Ss 


THE MILLER PUBLISHING CO. 
2503 Wayzata, Minneapolis 40, Minn. 


Business Journalists Since 1873 


Snelson Elected President 
T. H. Snelson, supervisor of) 


‘Los Angeles Food 


space advertising, Aluminum co. Stores Present Own 


of Canada Ltd., has been elected | 
president of the Industrial Adver- | 
tisers Assn., Montreal. Other re-| 
cently elected officers include J.| 
V. Tittley, Canada Cement Co.| 


Coupon Plan to GMA 


Los ANGELES, May 10—Los An- 
geles area market operators, who 


Advertising Age, May 16, 1960 


pave be printed in bold type on the 
|face of all coupons and coupons to 
be redeemed by retailers are to 
|state in large print, “Retail Cou- 
|pon.” Coupons to be redeemed by 
| mail-ins are to be in bold type 
| “Mail-In.” 


5. No expiration date will be on 


Ltd., 1st vp; R. J. Dunlevy, McKim | recently refused to go along with | any coupon. 


Advertising Ltd., 2nd vp; R. C. M.| 
Beresford, Aluminum Co. of Can- 
ada Ltd., secretary, and J. E. 


Wright, Arborite Ltd., treasurer. 


Denby Joins Cedar Assn. 

Robert Denby, formerly with 
Hixon & Jorgensen, Seattle, has 
been appointed to the new posi- 
tion of public relations manager of | 
Western Red Cedar Lumber Assn., | 
Seattle, promotion agency for pro-| 
ducers of cedar lumber. 


Hertzler Named A. M. 

Robert L. Hertzler, member of 
the sales staff of United Control 
Corp., 


Seattle electronics manu-| 


plans of the Grocery Manufactur- | 
|ers of America to make this a test 


market for a program to eliminate 
misredemption of coupons (AA, 
April 4), have come up with their 
own seven-point program on cou- 
pon handling. 

The program, presented to GMA 
representatives, is: 

1. No coupon will be placed in a 
publication with a value greater 


| than the cost of the publication, or 


any one manufacturer to place a 
series that is greater than the value 
of the publication. 

2. All coupons will be perforated 
for easy removal from any printed 
matter. 


3. Coupons will be issued by all} 


6. GMA will approve any recog- 
nized clearing house in the Los 
|Angeles metropolitan area, where 
‘all coupons will be redeemed by 
operators at face value of cou- 
pons, plus fair handling cost, and 
prompt payment will be made. 

7. A study to be made by retail 
operators and manufacturers to de- 
termine the fair handling cost. + 


Montreal Group Elects Henry 
William Henry, Gazette Printing 
Co., has been named president of 
the Montreal Advertising & Sales 
Assn. Other new officers are James 
Brothers, Rapid Grip & Batten 
Ltd., vp; Arthur Chesmer, Gazet- 


facturer, for the past seven years, companies in a standard size and|ter Printing Co., vp, and Michael 


has been named advertising man- 
lager, a new position. | 


form. 


|O’Toole, Du Pont of Canada, sec- 


4. Terms of redemption value! retary-treasurer. 


BACK IN MT. CISCO. 


QUITE A BUY, WHAT? 


FORA 


VM SELLING MY STATUS , 
AS ONE OF NEW ENGLANDS 


Wow! « Genuine BLUE AND WHITE 
GLOBE DELIVERY BOX LIKE THE ONES YOU 

SEE ALL OVER NEW ENGLAND! JUST WHAT 
| NEED FOR MY EARLY AMERICAN RANCH 


PALTRY 26S 


C'MON OFF IT, MAC, 
THESE GLOBE 
BOXES ARE SO 


HERE COMES THE OWNER NOW. WATCH ME }>> 

CON THIS YOKEL OUT OF A SYMBOL 

MORE TO BE TREASURED THAN 
A WAGON WHEEL 


OR 


COMMON IN 


MOST INTELLIGENT, MUST BE A FACT THAT 
BEST INFORMED DIME THE GLOBE 
CITIZENS. A DOZEN. ) HAS BY FAR 


THE LARGEST 
HOME DELIVERY 
AMONG 
NEW ENGLAND 


More home delivery isn’t everything. Because The Daily Globe and The 


Evening Globe are almost the same, you get practically no self-duplicated 


circulation. The Globe also gives you a much, much bigger Sunday circulation 


than any other paper, more classified, more color linage, more of everything 


it takes to sell Boston 


especially readers. 


. 


NUMBER, BUT NOT 
IN CLASS. DON’T 


$2,000 PLEASE. Aaa 


THIS SILLY-LOOKING 
>. BLUE BOX WITH 
Pe THE WORDS 


* BOSTON 
GLOBE’? 


PLANTED R 
IN FRONT OF 


HOW MUCH FOR 


YUKYUKYUK.WHO ELSE IN 
WESTCHESTER GETS THE GLOBE 
HOME DELIVERED... 
IN A BLUE BOX, YET, 


SORT. SMART, TOO, 
SO ILL TRY NO 
YANKEE TRICKS, 
$2,000 


IGHT 
MY 


The Boston Globe 


gives 


you 


more of everything 
... especially readers 


A MILLION MARKET NEWSPAPER + NEW YORK *« CHICAGO *« DETROIT »« LOS ANGELES *« SAN FRANCISCO 
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THERES ALWAYS 


INTERNATIONAL EDITIONS 
SPANISH—Mexican-Caribbean, Southern Hemisphere, 
FRENCH; DANISH; SWEDISH; 

GERMAN; PORTUGUESE; DUTCH. 


Whether you’re captain of.a ship or 
the landlubber type, you’ve probably 
noticed that when the conversation 
gets around to boats, there is usually 
one man in every group who knows 
the answers. When he speaks up, he 
gets attention. He has a natural inter- 
est in what makes things go. He’s the 
kind of man who reads POPULAR 
MECHANICS. 

He is familiar with how loading af- 
fects hull performance, with outboard 
cruising in off-shore waters, with 
speedboat design, with houseboat liv- 
ing. He knows a lot about boating. He’s 
read a lot about boating in POPULAR 
MECHANICS. PM carries more boating 
editorial than any other general maga- 
zine except one (a weekly). 

In fact, the pm man knows a lot about 
the mechanics of modern living. 
POPULAR MECHANICS’ kind of reporting 
gives him a special knowledge of what 
makes things go. About products, 
workmanship and performance. 

A pM reader usually specifies when 
he buys. If he’s sold on your product, 
he knows why—and so will his friends 
and neighbors who respect his talent 
for knowing what he talks about. 

You can sell him —and five million 
men like him — with your product story 
in the magazine that sparks his think- 
ing on what to do, what to buy — and 
why... 


POPULAR 
MECHANICS 


A HEARST MAGAZINE 


IN EVERY GROUP ! 


~— in Motion 
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Hi and Dri Drive Starts Allen Named Ad VP 

Revlon Inc., New York, is | David R. Allen has been elected 
launching an extensive drive for a|VP in charge of public relations 
new Hi and Dri deodorant. A bew/|and advertising of Standard- 
spread in Life, May 16, is head-| Triumph Motor Co. Formerly with 
lined: “Now released by Revion|Sports Car Club of America, he 
...A gentle antibiotic deodorant. |joined Triumph in 1958 as public 
So effective you could apply it) relations director. 
only 3 times a week and still be 
fully protected from odor!” The| Dow Corning Unit Moves 
product is “fortified with neomy- Dow Corning Silicones Ltd., 
cin.” A newspaper campaign be-| Toronto, has named Goodis, Gold- 
ginning the week of May 9 in-|berg, Dair Ltd. as its agency, 
cludes 1,800-line and 1,000-line | succeeding Cockfield, Brown & Co. 


insertions and follow-ups, and a/ Annual ad budget is estimated at 
spot and network television drive | $50,000. 


in May and June will feature Bar- 
bara Britton. Mogul, Williams & 
Saylor is the agency. 


Strike Out Matches to TV 

Strike Out deodorant matches, a 
product of Pacific Match Co., Ta- 
coma, Wash., has begun its initial 
tv campaign in the Pacific North- A 
west. om have been scheduled| WBKB to Reach, McClinton 
for KING-TV, Seattle, and KGW-| WBKB, the ABC-TV outlet in 
TV, Portland. Howard R. Smith|Chicago, has named Reach, Mc- 
Co., Tacoma, is the agency. Clinton Co., Chicago, as its agency. 


‘Broiler Growing’ Changes 

Effective with the June issue, 
the name of Broiler Growing has 
been changed to Broiler Business, 
according to Watt Publishing Co., 
Mount Morris, Ill. 


Now 
serving 


90,780 


homes* 


This is another increase in circulation for 
Mississippi's leading newspapers — The 
Clarion-Ledger and Jackson Daily News 
. . » Now, more than ever, your best buy 
for coverage and sales impact—at lowest 
milline rate. 


* LATEST ABC PUBLISHER’S STATEMENT, 
SEPTEMBER 30, 1959. 


CLARION * LEDGER 
i AND ee: 
DAILY * NEWS 


Misisipple Fost Newopapore + Repeeamiad by thé Kats Agency Ine. 


Co-Owners WJTV (TV) WSLI (Radio) 


es y=" Cortez Enloe Sues 
ar | Johnson & Lanman 
* . = = Mie Over Mediphone Use 


ee. 
rf aaa NEw YorkK, May 10—The hassle 
4 ‘ 


" between two ethical drug agencies 

; over the rights to a proposed new 
service for physicians (AA, April 
18) last week reached the legal 
stage. 

Dr. Cortez F. Enloe, head of the 
agency bearing his name, filed suit 
in New York state supreme court 
against Johnson & Lanman. Enloe 
and J&L both claim the rights to 
Mediphone, a telephone service 
through which physicians would be 
able to get information from a 
drug manufacturer at any time of 
the day or night. 

The suit, which also names John 
COLOR DEBUT—This color page in |B. Johnson, president of J&L, was 
The Saturday Evening Post and »rought by Mediphone Inc., a com- 
Sports Illustrated is the first color | P@DY incorporated on March 7, 
insertion for the Maine Depart- |1960. Dr. Enloe is board chairman 
: of Mediphone, which has the same 
ment of Economic Development. address as the Enloe agency. Mr. 


Simonds, Payson Co., Portland,| Johnson formerly worked for En- 
Me., is the agency. | loe. 


SRE WHAT YOU'LL ENJOY 
WHEN YOU COME TO 


MAINE 


Advertising Age, May 16, 1960 


PHONE or any other word similar 
thereto.” 

In his reply to the action, due in 
20 days, Mr. Johnson plans to 
point out that the Mediphone name 
and service were developed by his 
agency in conjunction with its cli- 
ent, Frank W. Horner Ltd., Mont- 
real, well before the incorporation 
of Mediphone Inc. in New York. 
This service, he will point out, has 
already been put into operation 
by Horner in Canada. # 


Gillham Joins Sindlinger 

Robert M. Gillham, formerly 
with Cunningham & Walsh, has 
joined the New York office of 
Sindlinger & Co., Ridley Park, 
Pa., market research company, as 
a special representative. Mr. Gill- 
ham was ad director of Paramount 
Pictures for 12 years before mov- 
ing to J. Walter Thompson Co. 
and C&W. 


Wettstein to Knox Reeves 

Earl R. Wettstein, formerly ad- 
vertising supervisor of Northwest- 
ern Bell Telephone Co., has joined 
Knox Reeves Advertising, Minne- 
apolis, as an account executive. 


Hotchkiss Joins Sander Allen 

James A. Hotchkiss has joined 
Sander Allen, Chicago, as director 
of creative services. Mr. Hotchkiss 
was formerly copy chief of Caples 
Co. 


| 
’ “ \a Dr. Enloe charges that after 
Phabulous Phonola |Mediphone Inc. began promoting 
: |its service to the drug industry, 
Drive Set for Fall Johnson & Lanman entered the 
picture with the same service and 
by Waters Conley the same name. He asks the court 
ROCHESTER, MINN., May 10—Wa-|to issue an injunction restraining 
ters Conley Co., phonograph man- | J&L from “using the word MEDI- 
ufacturer, is planning the largest 
campaign in its 61-year history for 
its Phonola stereophonic phono- 
graphs this fall. 
The company, founded in 1899, | 
|/until five years ago was only a| 
private label house. It did almost | 
ino advertising until it introduced | 
its own brand, Phonola, about five | 
| years ago. 
The drive will begin with two- 
color pages in independent newspa- 
per supplements in September in 
New York, Chicago, Los Angeles, 
San Francisco, Detroit and Atlanta. 
Pages and spreads, in color and 
b&w, will run September through 
December in Argosy, Coronet, 
Ebony, Holiday, Ingenue, Photo- 
play and Playboy. 


# Theme of the campaign will be 
“World’s Most Phashionable Pho- 
nographs.” The slogan, “Phabulous 
Phonola,” will be used in the ads. 

Merchandising support will be} 
given dealers including banners, | 
and aids to promote “‘Phonola Phun | 
Phestival” dates registered with the | 
U.S. Chamber of Commerce—Aug. | 
| 1 to Dec. 31. 
| Coupons in many of the ads will 
|invite readers to send in for a| 
| brochure describing the new mod- | 
‘els and a list of dealers. The cou- | 
pons also will contain a line for | 
reader comments. J. Rosenbloom | 
& Associates, Chicago, agency for | 
Phonola, told ADVERTISING AGE od 


| hopes to get some comments on the 


slogans. # 


I> This is the formula 


Selling at the Point of Impression 


custom photoengraving 


oT ae Be ni ee ee P  -4 i ak SPR ESR 
ot ee : Pek es ae a Tpit a ae iste 2 Toa id, 


IN HANNIBAL” 


THE ONLY ONE IS 


|misspellings in copy themes and | Q i 


that keeps Hutchings & Melville engravings 


Hutchings & Melville, Inc. 


4043 N. Ravenswood Avenue, Chicago 13, Illinois 


>> All color engravings for wet printing are proofed exclusively on 4-color proof presses 


FIRST IN RATINGS!* 
FIRST IN REACH!** 
BEST IN PROGRAMMING! 


Best of © and EY 


*ARB, TELEPULSE, NCS, 
MARKET INDEX 


**NCS #3—Tallest Tower 
Maximum Power 


KHQA-TV 


HANNIBAL-QUINCY 


. KGLo. 
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v 
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FORWARD 
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See Branham Co. 
National Representatives 


Wn. TY 


EAstgate 7-9220 


an ey j g a LTS x ; se say as a 7 atte 
See oe i ede 3 a oes Sad an eee Bd Bribie Rah gee Ser i roa oF ee & 
P| P| Bee 
~* 
any 
re, 
iy az ye : 
a = 4 : 
Ry: Mi: 
“ a 
ites oye 
‘ lie 
oi ae 
wee pach 
‘ esc8 
a ii 
re gi 
awit 
oe 
< We " ne 
| a ae . 
; af 
 —_ 
L “ 
= * 4 
Re * Dg 
Sef Gs 
rane ¥ 
2: e e 
pata i 
ee 5 cn = 
a = a Ved 
i y ’ < ; ; 
Bhat: on} Se eS ae 7 . 4 
‘ap fh. : : 
A beat ieee.) tts + she esi, re i “ey 
a. P <5, 
Beets ] 5 ag ge 
ntae 
re a 5 - Wet 
fs pag. u 
: is 
ae = 
7 ae ; 2 
rameter! . 
oe ; ra eee — a7t < 
ST Agee : - res 
Ve me reproduction dot structure in the magazine 
+ | aga | - 
ae ° 
SS 
bas oo 
; eat Riera eae ie tete “a sie ania ogi Te eT A 5 
Pike tae ee 2m: ee 
ee a Bs ‘ 
SPN eee, mee : 
eno eae 5 = by 
5 ee a ie Ld 
ge og eat oe: i 6 
dae bE ae j ares, : 
ag a A‘ reek & 
4 ae - te titi "i 
Z Rib pte Bees, OR. LWEISSISSIDDi m 
oes Past aes Re cL oh er ah. ee =e 3 
ay best Th he “a perm Sa Soe 6 ili 
eS. cs Vite eka ea Rae, 
. Mississippi re 7 i 
25 aie 7 
ee Ni ; 
Re er" 
eo 
dad er 
ia 5 
CSS oer c in SS en eaemenyeeaeame. MRM GE ya Sein Nye oe eg ea eee a 
paca aek “ik ana : = gate vie i 3 
ern ye, ree Ss 
ein at aan 


Here's a First Quarter Report 
Showing the Comparative Linage Figures 
For Houston Newspapers, 1960 vs. 1959! * 


RETAIL ADVERTISING 
CHRONICLE — 422,324 


Post Gained Vv wedw 
Press Gained | fae 


Chronicle Gained 


96% 


More Than The Post 
& 
GENERAL ADVERTISING 
CHRONICLE GAINED  __ 124,061 


Post Gained a ea 
Press Gained ee ee A Stee 50,818 


Chronicle Gained 


153% 


More Than The Post 


* 
CLASSIFIED ADVERTISING 


Cte otc 346,509 


Post Gained . oy 
Pe ee ae a 85,824 


Chronicle Gained 


118% 


More Than The Post 


& 
TOTAL ADVERTISING 


CHRONICLE GAINED _. 889,783 
eS  ceearae _., 423,251 
gO a a 200,000 


Chronicle Gained 


110% 


More Than The Post 


During the first quarter of 1960 
The Chronicle ran almost 10,000,000 
F lines of advertising—More Than Both 

: | 
In Houston, THE CHRONICLE y Other Houston Newspapers Combined! 


Reaches MORE People ... Carries MORE Advertising ... Sells MORE Merchandise 


THE HOUSTON CHRONICLE 


Read By More Houstonians Than Any Other Newspaper . . . 
The Chronicle is @ MUST Buy! 
*SOURCE: MEDIA RECORDS The Branham Company—National Representatives 
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W L b t \C&W Adds Travel Association | Lang, Fisher & Stashower, Cleve- (CRS Appoints Mendte |Marsteller Boosts Gimbel, Smart 
arner- am er | Australian National Travel Assn.,| and, as coordinator of client serv-| (CRs Industries, Philadelphia, Marsteller, Rickard, Gebhardt & 


Melbourne, has appointed Cun- | ices on the Carling Brewing Co. has named J. Robert Mendte Inc.,| Reed, Chicago, has appointed S. 


. yningham & Walsh, San Francisco, | #¢count. He formerly was an as-| philadelphia, for advertising and Dick Gimbel and David B. Smart 
xpen iture to handle its advertising and pub- | SiSstant brand manager at Procter & public relations. CRS, a sales and | account supervisors. Both formerly 
lic relations in North America, | Gamble. 


jengineering company, specializes account executives, Mr. Gimbel 


Nght yer" 
s 7 ANTA’s initial ad campaign will be jin the control of air cleanliness | joined the agency in 1958 and Mr. 
Rose 95% ln 5g |in print media, and it will be Kinz Joins G. M. Bastord /and environment. Smart joined the agency in 1957. 
|backed by merchandising and pr Ramee Rai So formerly weal 
| . sistant advertising manager of | ; 
Worldwide Total Hit /peagraees Hooker Chemical Corp. Niagara 2+ Jack Scott Agency Moves = Sackel Moves in Boston 
P Falls, N. Y., has joined G. M. Bas-| R. Jack Scott Inc., Chicago, has} The Sackel Agency has moved to <i 
$41,000,000; Driscoll Apple Joins Lang, Fisher ford Co. as an account executive in |moved its headquarters from 814 N.|new quarters at 18 Newbury St., et, 
; Says L&F’s ‘Too Profitable’ | Robert F. Apple has joined|the agency’s Cleveland office. | Michigan Ave. to 51 E. Superior St. | Boston. 
New York, May 10—‘We do | 
: not like to regard our divisions as | 
wholly captive. Lambert & Feas- | 
3 ley is more than a house agency. 
i It is an honest-to-goodness well- 
é 


respected advertising agency.” 
Alfred E. Driscoll, president of 
Warner-Lambert Pharmaceutical 

Co., made this comment to the 
il annual shareholders meeting to- 
day, in the course of a rundown on 
the operations of the company’s 
various divisions. 

He asked, rhetorically, whether | 
the Lambert & Feasley division is 
profitable or not, and _ replied, 
“Perhaps if. anything, too profit- 
able” an operation, “because we 
like to make our profits on our 
packages.” A line in the company’s | 
annual report reads: “Advertising 
agency income, royalties, interest 
and other income: $1,964,794.” 

(In the ADVERTISING AGE annual 
billings issue, [AA, Feb. 29] Lam- 
bert & Feasley billings are re- 
ported at $18,900,000). 

The company’s annual report 
shows worldwide advertising ex- 
penditures of $41,258,511 in 1959, 
compared with $37,724,816 in 1958, 
a 9.5% gain. 


s It was announced at the meet- 
ing, attended by an _ overflow 
crowd of nearly 1,000, that the 
company is entering the steroid | 
drug field through a marketing 
agreement with Syntex Corp. for 
distribution of steroid hormones in 
Latin America, except Mexico, by 
Warner-Lambert affiliated com-_| 
anies. 
Mr. Driscoll also announced 4a 
doubling of research facilities in 
the Morris Plains, N. J. head- 
quarters, at a cost of $4,000,000. 
Both he and W-L’s chairman, 
Elmer H. Bobst, criticized the con- 
gressional inquiry into the high 
cost of drugs, and Mr. Driscoll 
stated: “The most profitable item 
in our ethical line, if taken as 
prescribed, would cost less than a| 
pack of cigarets a day. Does that 
sound like we’re money grubbers?” 
Warner-Lambert sales ($190,- 
660,000) and earnings ($16,408,000) 
hit alltime highs in 1959, and first | 
quarter sales and earnings in 1960 
are well ahead of last year’s. + 


cS 
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Trailer Train Names Lefton 
Trailer Train Co. has named Al 
Paul Lefton Co., Philadelphia, a 
its agency. The company leases 
standardized “piggyback” equip- 
ment to its 26 owner railroads. 
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SINGLE MILL STORER BROADCASTING — 


33 years of community service 


THE JINGLE MILL 


\.Y. @ Plaza 7-573 


Vv. Sist St., N.Y 


2 : “ ae y on UR, c La & KA 5 ‘ Ce oe alee - ee AOE: TTT ee Ve i, Sti if te ey ve ae See | Neel meet <p a, Oe ae 
Seay By Lh ae hee ee eee Ege ee Gee BN Ge = Roney, Sin eine) oh NRE SY ioe ae 1 ne te a a a , aes ’ 7 “a 4 
1 = 4 we 


ay 
=) aon : j " g rat 3 \ = at 
nts \ has \ ato of i i din bike 
. ”" a = {5 \y y* fo 
| Re \, ee Vian / 
f+. 5 Ww ans =. i> ’ ‘he \iaee 2 
: : : ra, € yp by 4 7. ‘\\ Saag d z 
re . v e * | ee, ’ - : 
s { . fom a : a y | Se RE 4 4 - = 
$ : RTI, oe qo en “ \ t sil Z \\ vig fee ‘>= 3s re 
Oy oo ’ ae Se rd , ‘ V DY mans 
Re — ee a ie \ ae La” Co I RO 
é ; ge Te . i : a 
; ‘ yroa Fe ~ i is ay > ‘ee ’ : * 3 ied —— aia 
ie Gare Bo \y t% +ATIY KA A k = 
; ry tg l ‘ {\ 5 t Sage RSS F i ye ‘ f a ~Ss S) Bh 
e == mae = ' : SS . 
Se 4! HME ATANYY 3 SS 4 4 ehhh ip \ ay 
; TS “ve \ . ; ; suse Ws 4 . ity ~ Qing 8 ™ Se on & 
, \ Fe he es | Cae ae > ee NSS RE SES) ESAS Sek 
: yf NRCUITSSS ON <i ASS ESSALY AINSGSS 
q \. {ATL SAIS Sok SZ: wenn on RRR SE aN SSE 
jf LA OMe on Se 7, WTR THES . hf} D\ YAWN 7 nae ete, \\Y Ye} YAU : 
- \ AAR RS SS YSZ d= se \ ite svt \ ose nS \ SRE z 
ss ‘at nies Sieh Se . “7 Wy di util Ht | ‘ th ’ (ON SSN Xi \ &, FS WORN SRS é 
‘ x: ~ YY yee 7 ; , th Lf, i Aa At , GIF korres ONG \ WIRED E Sa NS 
; / . 3... See” Pe of Py hig) \\\\\\\,\) Weraag Sees S Fadia aa K , SN ty YA ASRS Ss Be 
3 “4 ‘ Se 1 / MAMI WNW eh Ee RRS La ES 
q . iN fs of SSS fl ay h if: : Ai NAN Hee RG pee SERS i il 4 ‘eS . Sy Shey S rr“ ARMS 
a ‘ ~<es t < ‘ \\1t1)| Us Senos Foe. ea at HiT ie ~~. ‘ aU) | y 
| § RE SoS 1) ‘it 1) ii Se RRR RS SESS CEES 
: WHS Noe SSS ; H a3 ¢ Ah pst ase 4 St ee Sil HMB te Veet LAS EOOY As Th es Ss § : 
E : \ wt Sep | | Rae: so NANI? SS SERS SSSR RS) GS SERS WS ‘| iN 2 § 
4. & ey ) Oe end Bes ae 7 \ tt rae: SSR: BALES HR DREN AN} SSSA Sey Shy TS Sy : 
3 5. (RNS! | Boe BW SBS BNR ANE COT 
i eagle Ses Ney,  \& yt 1\( (UN! SSSR ERS SRO RSE TTR ba MASS eee ran ee 
x N e 7} “ » MUD AMOS S > SS. eS ISS ! HAHA UAT a Ral SRE RO RT oO. mAh) " x. Le 
at 3 ‘ ENS | J 1\\| WOM | RSS See ae 8 BREENR dannii oh ed SA RY NS eae ck 
eo ae Way aa e, Wy x 4 Met so RS Lo LS SS 
si « go £4 y SS g cAT Ne MH Mttitt ate “Se Sessa HEAL! MN la tie akpasean Sky Se ON . ; } 
: ae ef SS) spiel |: ky i Ni} NN Pa Pe ACR Wain. PY SC RR Peep t ; J 
fim SNA Ye Ri \[0 Yas IN NS oS SS SATA mh HURRIED A Sn), Nee 
" ON IR SRST)” GR NSS TS SSeS 0 a 
Ag == / NAPS \ A VSS WSS Nee ie 4 MEY Abi ae i eR Agee WA : 
ES ; : wee \ WEA Se FASS / |) SX SSH TESS Sse SHH AII IH alloy sects Nis. os SS 4g Lp 
: UV : li is \ Sa ok SA / SS * SASS itis: : pee Bip . weil PUL SSS AO 7 ZZ ~ 
\ x Pe SOINSSSS 2S Se | SS Se SMES SS See SSS SSR | Miiaetewcsage SSS SS SS Sy Aa z ° 
. : | Beata ey SS RES! ae SSS eS fee li BRENS! (Ss RRS , - 
| ‘ He acne SRS SERS EY | Og Ss SSS hin (NSS SE SSS CR et!’ | (at SSR SE SE aS ihe 
je lt {hy ‘ eT SS +! ROT 3 a on a RS S SS pen HESS SN SSSQg Gta ‘a ak \ pr ake A Sb iy, Coie 4 eee 
ek Nal ae | > as +s he < BES . Sn = - : THE TT tees es tiga fo > SSS 4 ¥ uae PRS ss PNT Cay tine 
ee a eS 5 \ 1 Se SN AES: ES Aa NACH SS 9g Se ee - 
ie . — HARES 7 OR BSA VS. Be SESSA HT AHL PRS a Bates ae we a. re 
ose 3 eS AY: at N TOSS tN \y RY Sie SS STA ATT i hy “f ee Noel) Sa yen ; 
ical o 1 [ees es ‘ ‘ANS Se Ss 85 S'S AA IAA HATA Inn SWAN io P ae a mi es, 
sa [RRS RAUBER ST aay i a A Sg 
‘ ~ rl a SS BS io 4 vf MIS SSO. Se van SS SS i i CUA LEAHY A Huan i Zo ee a \ sa 
ae oy EE EN NN SE CS Se FE al al ‘oy iE 
s “NG PH oe Ea GSAS ASS WASAK ee? 8 SUE Se TUR si Bivinuinn wailing LN iS == aay 
vf ‘= . Si y Z SW) ee ae - % = AE TH SR a ccmeerea Mam uv Pah "4 eS ~ Vas |} - 
| : VERS” VAS RRS SSSA See eee, Mey in if!’ = 
‘AS SSVI SABA SSS | SSS Se 0 INNS Wc yi __- 
OME GS. ee CAN Ge SR ess SSS |S S/O AMR Cr eS SS Me sy) 
Ei “| PSRRIRESS—RSNISC SOS ST es coh Je. / |) ee 
_ ae Seen eS Bee aN Se, ltiti 
3 tee ~ i A - = a ea i - = <= Sa 3 és Z SES Wr 2A 8 Yo. ae ear) te) S Vict 
3, at Se: at fastistest eter: WSS Sees = EEE SUSS28\ \ VRS SSS a 
sie a See tie Bag i22ririiten $i; nies SoS See 1) Ss) de Sy St Sees os 
: 2 : erick Wie 2S. Var eR eR Re Sn SS eS eH : t beat oe 1] BES ot 
: £ = = na aS 3 == ae eg ae Pe i, esas: SS eee eee Se =H  <e as — > Wy oe | tg = ~ ~ Se at aot 
5 [sles SBENELS z , cate 4 Se SS Sa Vy SS SG | BSA Se Sas ah \s 
i F << ee So et 7 ee se nF ey,’ 2 SASS RE Se Ay 
é 3 Se, SSeS 4) “a / ee = SRS RASS SS ee ‘ 
5 ee Se eee, NR ee \ Wale A \ PESOS SB) 
: 3 a — ae ey |) <a mn. se * eS es RAN en | ////) } 
2 2 SERS peat as a hd =e 7// _—_— fo rN AN x LTRS SSS ai ae 
ra” : i; “a = ES : : ane ———— a he gets at pi fF. ’ mi ay a * i bhks RS _— Wii) 
j ef iy yf ee =) A Maren oe 4), 
; FB RNS SSS =: a ee == f As SY ee x a i WANS Sanh ee ee Y 
asic ie é 2 SSS SS ae ss. 5). a aff far > ; Re ho 12. SE 
Ree i: ~<a Be Se eee SS / Vy ; eed A oe St <i \WRSS Sac ae eee z tae 
i = a SSS SS eS een y ma # —_.— on ov \ wy". AT a? ee See Se eee : Meter 
oe 0 ee ee) FF) CY OY pe Ze ee 
ies : 2 SSS Se SSN . ‘\ ty i} OSE oe OS ANN SSS coe 
ae co ae SS Ses Sf i. \ : eae eT et SESSA at 
oe , ait Se Rn a <> : Sy 3 uo * \ { a S&S = Sa 4 SS SESS ns SET Sos SSNS i 
et __ Se wt; l(t 8)” ie ne fore RANSSSES SS a 
. ; Go SSS ee Cy VG ae es RSS SS 
7 ps Roe Ee, SS ee ASS —— 
00 ee Se” ee oN) NR ee ees 
i ie eo 5 ere AS a ed = 3%  ———— p + Se \ “Favs SZ a ~Y |) iz 
i sy ' ALTA SF ee, <P . seas Spee z ald Pa YS \ pre SS ae oe > ge ahs 
a A Pete a AI Tal wo nen  f Swe 
Pree. | ku 4 ee ee SS ily MS eet Ne gt shes 22M geen 3 ie 
eee i a ae Safe = Fe ef — Pe Se Leh NS Ieee 4 pas 
ae HAE Se ee eS ei Ea ge a ti 
Se | —_— vebsi = wee re > ne —— = == ee ee ae ; suse = ns Nome = et x SS =SS ie St fw Nig = 
i —__——_ — s ‘ ok op a a 6A st ees Per eners ae ea ae Se ae en. -~ 
pie: fost BOWS? Za. See 2 Y. Ep - eo 
ieee Se resisbiieeisanencianinndeneiastamaenennnttiiiaiieaemesetaneeeetaneenteeasaraesll b ‘ A<8, ** x et fe "s >= Speen > : Meant te ; Do % 7 *» “tb aes’ warn =< ye 
Bhs Nn nr er a (ss tent Neen ae Me ge GS Ags yf 4 f ge Bata So —5. ety / a - * 1% % ‘ a 
-_- ; a oy 
- = ™ oer ee 
ae aioe yt 
: arco 
= 
’ 
—EEE — — 
*SWINGLES are swinging jingles that SELL! | 
They're created exclusively for you by the Jingle | 
Mill to move your product or win loyalty for your | 
statign. 
SWINGLES are so good, 800 top advertisers and | 
stations have bought over 10,000 of them, with ; 
a 98% re-order record. : 
: Put this record to-work for you. Write. wire or call. 
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Bilmar Plastics Names Wyman | Sjebert Criticizes 


Bilmar Plastics of California, 


San Franciscc, has chosen Wyman |‘Cannibalistic’ Sell 


Co., San Francisco, to handle ad-_| si " 
vertising for its line of decorative Practices of Media 


plastic accessories. , 
Cuicaco, May 10—C. Stuart Sie- 


bert, a Kenyon & Eckhardt vp, yes- 
Dawson & Turner Adds Two \terday lashed out at media entes | 


Bennett & Williams Tile & Lino-| techniques for being “cannibalis- 
leum, and Meier & Frank Co., both | tic.” 


of Portland, Ore., have mamed He charged that most media | 


Dawson & Turner Inc., Portland, | salesmen are each “selling the same |than those of television, have told much of the advertising dollar is 


as their agency. 


Fee chery Oot 


guy is no good,” thereby weaken-., cials, 
ing all advertising and illustrating) anyway, (3) there are too many 
advertising as “weak” to clients. commercials, and (4) tv limits 
Mr. Siebert, speaking to the ad- | flexibility by locking the adver- 
vertising men who comprise Chi- | tiser in a 13-week or more commit- 
cago Post No. 170, American Le-| ment. 
gion, presented “glaring examples”| Those representatives outside of 
of the “cannibalistic” techniques|magazines have warned Mr. Sie- 
which have been presented to him | bert that magazines are (1) not 


recently. \ effective because you can’t demon- 


(2) no one believes them 


|strate the product, and (2) the 


= Media representatives, other| coverage in magazines is too thin, 


thing on the basis that the other|him (1) no one sees tv commer-| wasted, and the cost per 1,000 read-| 


Nie ‘\\ Wi 


Hi 


COMPANY 


NATIONAL SALES OFFICES: 
625 Madison Ave., N.Y. 22 e PLaza 1-3940 
230 N. Michigan Ave., Chicago 1 e FRanklin 2-6498 


| PIONEER? 


A pioneer pioneers to get out of a 
rut. To explore. To open frontiers. 
To bring about new concepts. It’s 
not the easiest calling. Everything 
must be learned the hard way. The 


risks are large and incessant. 


There were few broadcasting guide- 
posts when we started out 33 years 


ago. What have we learned from it 


all? This: 


You first must make yourself a re- 
sponsible citizen and a good neigh- 
bor to the community as a whole. 
Only in this way can you build 
loyal, responsive audiences — the 
real success of any station. In short, 
it’s good business to operate in the 


public interest. 


Radio 
PHILADELPHIA—WIBG 
LOS ANGELES—KPOP 
DETROIT—WJBK 
TOLEDO—WSPD (NBC) 
CLEVELAND—WJW (NBC) 
MIAMI—WGBS (CBS) 
WHEELING—WWVA (CBS) 


Television 


DETROIT—WJBK-TV (CBS) 
CLEVELAND—WJW-TV (CBS) 
MILWAUKEE—WITI-TV (CBS) 
ATLANTA—WAGA.TV (CBS) 
TOLEDO—WSPD.TV (ABC-NBC) 
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ers is too high. Competing maga- 
zine representatives, he added, are 
using the same authorities in con- 
flicting ways, testifying to the ef- 
fectiveness of each magazine. 

Media salesmen outside of news- 
papers, he continued, have said 
newspapers are useless unless ra- 
dio and tv are used first to intro- 
duce the product. But, Mr. Siebert 
noted, radio and tv can’t be any 
good, because the newspaper rep- 
|resentatives say so. 


a The K&E vp cited three types of 
advertisers who hear the conflict- 
ing stories of media salesmen: 


e First there is the exponent of 
modern management. To him the 
various research and reports from 
media salesmen, which criticize 
/each other, contribute nothing to 
| what is good and sound in adver- 


| tising, said Mr. Siebert. 


e Second is the emotional decider. 

He listens to all the presentations, 
|but comes up with the one he 
| wanted to begin with, since all the 
| studies cement his prejudices. 


|e Third is the advertiser who does 
|not believe in advertising, and 
|““we are feeding him ammunition” 
by weakening each other, he said. 
} 


|@ “I seriously. question whether 
this kind of antagonistic salesman- 
ship actually makes the sale,” Mr. 
|Siebert charged. 

| In closing, he urged that media 
men stop “devouring yourselves 
for the sake of an immediate or- 
|der.” + 

_Chapman Joins Mithoff 

| Roy T. Chapman, vp of Tri- 
|State Broadcasting Co., El Paso, 
|Tex., operator of KTSM and 
|KTSM-TV, has resigned to become 
part owner and exec vp of Mithoff 
Advertising, El Paso. Mr. Chapman 
had been with Tri-State for nearly 
25 years, and was well known as a 
radio and tv personality to many 
|children, going under the name of 
|“Uncle Roy.” 


Covey Joins Bresnick 

Thomas R. Covey Jr., formerly 
account manager at Sutherland 
Abbott Agency, Boston, has joined 
Bresnick Co., Boston, as a vp. 


Larcom Randall Moves 

Larcom Randall Advertising, 
Boston, has moved its headquar- 
| ters to 308 Boylston St. 


sc : 


is one reason why. on 


Benetit from Modern 
distribution, wri 


3 East 54 Street, New York 22, N.Y. 


oak as 


oftices in 30 ma jor U.S. cities 
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Advertising Age, May 16, 1960 


wm Network Radio's Top Advertisers* 
Based on Four Weeks Ending April 3, 1960 


Copyright by A. C. Nielsen Co. 
Home Broadcasts 


wz Nations School 


ati 


Total 

No. Home-B’dests 

sine of Delivered 

Rank Advertiser B‘dests (000) 

1 Rs Re nT 478 200,973 

m Nations Schools | ‘rae yee 383 162,304 

tel| the BUYE RS S ee a Se cineca 224 134,462 
: ~ ‘ 4 R. J. Reynolds Tobacco (4 Nets) .........ccccccseeseeeees 300 126,800 
; : f | 5 — Pharmaco Inc. (ABC, -MBS) .........s:cscsescsessessessesseeeee 357 121,154 
— 6 ene Rank: CG atc aa i Actatinenssocrsrectecksttiotaies 170 109,434 
“ ; th ‘Ii; | 7 Sterling Drug Inc. (CBS, MBS, NBC) ............00.000000 204 106,026 
i. in e | ion | 8 Ex-Lax Inc. (4 Nets) ................ eat . 179 77,594 
a | 9 Sylvania Electric Products (CBS, NBC) ................. 114 67,504 
10 PE TO Gi IID eedecetoni Kesciscctipsiendinenesccastcies 148 64,442 
° VW RI TE, Ge iceititeecicca cacpmetinttnnhiincetnhasienccocsnes 86 61,616 
12 Grove Division-Bristol-Myers (CBS) ...........:ccccccceee 84 55,829 

Du IC SC 00 13 Whitehall-American Home Prod. (CBS) .................... 72 53,753 
i 14 General Mills inc. (ABC, NBC) ................................ 110 45,347 
15 Hudson Vitamin Products (ABC, MBS) .................... 121 39,366 

16 Automotive-American Motors (NBC) ................00006 88 37,091 
17 Sunsweet Growers Inc. (NBC) ..............cccccecccceeeeeees 52 35,009 
’ P 18 Se es CE ei iiiccssincsectindinnasntngpnaces 61 34,172 
The important difference between a lot of people with a common 19 A. E. Staley Mfg. Co. (CBS) ..cccccccsscconssssssnseensneees 40 33,329 


interest and P MARKET te this: P market buys—a market Se sden. 20 Radio Corp. of America (NBC) .0..........cccccccccseseeeseees 66 29,625 
tifiable as a group of BUYERS. | Commercial Minutes 
The public school establishment of the U.S. is a market. It can be | 


919 North Michigan Avenue, Chicago 11, Illinois Jay Stott, Stott Advertising Co.,| ager. He was acting manager of the 
secretary, and Arnold Deuschle,| Chicago office of the new Million 
|Naegele Outdoor Advertising Co.,|Market Newspapers group for the 
‘Oakland, treasurer. first three months this year. 


No. Total 
P ~ ‘ ‘ Comm’! Comm‘! 
identified, located, pin-pointed as a group of BUYERS. Over 85% Mins. Min. Del’d 
. P “ey Ronk Advertiser Aired (000) 
of the public school market can be found in 8000 basic school ad- aS. a a eee 178 96,858 
minis iv j hos 1 llment each , 2 Frito Co. (ABC, CBS, NBC) 213 94,990 
trative units (those having 600 or more enro ) > “eee, ae ee 0 ote 
The BUYERS can be found in 8000 school administrative offices. 4 Sterling Drug Inc. (CBS, MBS, NBC) ......ccccccsc0 192 87,862 
- Fs le 5 RA UN GD spninnantinitnaticlichtens cctasitecedenpasiens 128 76,457 
The BUYERS are the chief school administrators and members of 6 RJ. Reynolds Tobacco (4 Nets) cccccncasnensnsunsnon 193 69,142 
h . | ow : ff 7 oe EE eee ee 130 59,270 
their administrative statis. 8 Sylvania Electric Products (CBS, NBC) ......sssc-ss0 94 53,949 
Tue Nation’s Scuoots is published for the BUYERS in the [o WitetAneties Bute Het ER ne. ph — 
é | 10 Wk, I Oi i II casa sci vvcctncecscncccssscciense esses 90 48,260 
public schoolniarket and nowhere else—concentrating on their needs | 10 Each Une. (4 Meta) ocscsecccccenscceensnsecenuseceeeee es 108 45,343 
rl - _ | 12 SN I aiidiseixiccasincsaintetnvrssecstgisiocsatnstacbeine 69 45,004 
Sas and interests. THE NATION’s SCHOOLS is wanted by more of these ie eS *. Seeeareeeeene 110 44,609 
a: ee : . | 14 Grove Division-Bristol-Myers (CBS) 69 41,472 
BUYERS than any other similar magazine. That’s why THE 115 OldemebileGenerah Motors (CBS) pe pepe 
J . ; der in the MARKET— t db MORE 1/16 Chevrolet-General Motors (CBS) .............cc:ccceeeeee 59 33,324 
» 1 vi wante 
NaTION 4 Sc oe the lea er in ine ‘eer ; y 17 Hudson Vitamin Products (ABC, MBS) ................... 103 31,005 
SELLERS. In 1959 by the largest margin in history. (18 A. E. Staley Mfg. Co. (CBS) ...ccccssssccsssssssesunsesenne 40 30,315 
| 19 General Mills Inc. (ABC, NBC) 73 29,524 
es ° | 20 Monroe Auto Equipment (MBS) 53 27,498 
Here’s the 1959 adve ‘tising record (in pages) : | *Ranked by total home broadcasts delivered and by total cial minutes delivered 
| for individual advertisers by all programs and participation on all radio networks used. 
THE. NATION'S SCHIOEAS: «0.055 sev eee ss ....1503 pages: 
The School Executive-Educational Business......... 836 pages | Videodex Network TV* 
SENOE MGNGROMORE: oi. 5 ik 5 OKs oe eer ee wise es oe ae pages | April 1-7, 1960 
ican School Board JOUING!.... wc ccsecvccces e 7 
American School Board Journal pages | Duiastilie tai Vebeoden tee: 
Homes 
to get into the nation’s schools—get into THE NATION’S SCHOOLS! Rank earen (%) 
1 Academy Awards (Academy of Motion Picture Arts & Sciences, NBC) .... 48.6 
| 2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........cccccccssceeseeseeseeeees 37.1 
3 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) ............ 35.1 
| 4 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) .................0.0008 33.6 
5 Father Knows Best (Lever Bros., Scott Paper, CBS) 30.4 
Aes sgctee ing 6 Danny Thomas Show (General Foods, CBS) .........:cc:cccccsssesseeseeseeeeseneeeees 29.7 “ 
: | 7 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) 29.1 
a ane oy as y ‘ : E | 8 The Untouchables (Several sponsors, ABC) ........ a 28.9 
et tee a - 9 Playhouse 90 (American Gas, Allstate, R. J. Reynolds, CBS) ................ 28.3 
i ey ess : 10 The Real McCoys (Procter & Gamble, ABC) ..........ccccccscesseeseesseeeeeseeeeeee 27.9 
¥ Homes 
i } my Rank Program (000)** 
| 1 Academy Awards (Academy of Motion Picture Arts & Sciences, NBC) .... 21,600 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........cccccccceessseeessseeeeee 16,000 
i ’ ill 3 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .............. 15,100 
In today S $5.5-billion college market | 4 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ...............:.:ccccceee 14,500 
| 5 Father Knows Best (Lever Bros., Scott Paper, CBS) .........::cccccscseeesseeeeees 13,000 
to SELL you must tell the BUYERS 6 Danny Thomas Show (General Foods, CBS) ..........::ccccsscsssseeserecerenteeneeneee 12,800 
7 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) ...........ccccccccsseeeseeeenees 12,400 
8 The Untouchables (Several sponsors, ABC) ..........ccccccsssseesseceeensseeeeeseeneeeeees 12,100 
a : ff tad P h il d . ity | | 9 Playhouse 90 (American Gas, Allstate, R. J. Reynolds, CBS) ...............005 12,200 
Most OF THE PROBLEMS of formal education at the college and university level are 10 The Real McCoys (Procter & Gamble, ABC) ....ccsjccssssssssussesnsessseenee 11,800 
identifiably unique and distinguishable from problems in all other sectors and echelons * Homes viewing in cities where program is telecast. 
of education. The BUYERS in higher education are the business officials and their ** Listed in sequence of rating level from first table. 
business staff executives—purchasing agents, superintendents of buildings and grounds, ? PD i aie tie 
directors of housing, food service, and student centers. Only COLLEGE AND UNIVERSITY Outdoor Council Elects Fontana | jowden Heturns to at. Louls 
: ih Sia: . dd Sie dRasiine od Joseph W. Fontana, vp of Foster, Robert C. Rowden has returned 
BusINEss serves these interests with a highly concentrated, demonstrably effective edi- & Kleiser, division of Metropolitan |to the St. Louis offices of the St. 
torial program. 1960 will be a billion-dollar college building year! Broadcasting Corp., has been re-|Louis Post-Dispatch as assistant 
elected president of the Northern| advertising sales manager. Mr. 
! : California Council of Outdoor Ad-| Rowden, who has been with the 
os > P . vertising, San Francisco. Other|newspaper for 31 years, formerly 
asenenctals The Nation’s Schools and College and University Business new officers are Phil Johnson,|was in its Chicago office for 19 
FW. DODGE | are published by The Modern Hospital Publishing Co., Inc., West Coag% Advertising Co., vp;| years, the past five years as man- 
CORPORATION 
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Scoubidou (scoo’ bee: doo) ; a miscellaneous collection of brightly colored strands of plastic or electrical wires that can be arranged to form something or nothing. 


-yous 
Voulez-V SCoubidoy? 


It’s a craze that threatens to put the hula-hoop to shame. And to an adult it makes just about as much sense. 
Less, in fact. At least the hula-hoop was exercise. But maybe that’s the secret ingredient in the scoubidou 
—its absolute uselessness. The child ties the wire to his imagination .. . and lets it run. 


The fantastic world of a child’s imagination has always been pretty much closed to adults. To gain admittance, 
you first have to acknowledge that they have something we've lost. Then try to get it back by talking and 


listening to them . . . before, during and after sales are made. Learn and relearn all the nuances of a child’s 
inner workings... his needs, desires, emotions and attention spans. 


It’s called The Personal Approach. Indispensable in selling cookies, airline tickets or scoubidous. 


McCANN-ERICKSON, INC.» THE PERSONAL APPROACH 
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A Message from the Publisher of L/FE 


“What has happened to 


We dozed. slept and 


There no longer sounds 


speaking our mutual 


More than anything else, it seems, the American. people need 
and want right now a clear sense of National Purpose. 


Some leaders say we should “‘sacrifice’’ more than we do; 
work harder, pay higher taxes. But for what? By sacrificing and 
by working and by paying, what is it we expect to achieve? 
Will greater efforts achieve Peace? What kind of Peace? And 
what do we do with Peace when we get it? 

All over the land, LIFE correspondents tell us, Americans 
are asking questions like these—because they know the an- 
swers are vitally important to them personally: to their lives, 
their jobs, their families, their communities, their futures. 

And so, next week, LIFE will try to reappraise many of the 
great statements of Purpose which have inspired Americans 
since the Declaration of Independence was written in 1776. 
LIFE will show many of the people who have embodied a 
National Purpose in the past, many of the places where a 
National Purpose has made itself manifest. 
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[the American Dream? 


| it abandoned us. 


wee 


aunitying voice 


BS Feope Ad Wl . vite reanser 


In the four following issues, this major series will continue 
as a distinguished group of thoughtful Americans revise, re- 
state or reapply those statements to the radically changed 
situation in which we find ourselves in this world of 1960. 
Among them are Archibald MacLeish, David Sarnoff, Walter 
Lippmann and Billy Graham. . 

Life is proud to announce that The New York Times and other 
leading newspapers across the country will join with LIFE in 
making the need for a definition of the National Purpose known. 


And more than this: LIFE invites all its readers to share in this endeavor. 


Whether you feel yourself a great scholar or a home-made 
philosopher, whether you are a Presidential candidate or a 
humble voter—LIFE invites you all to read carefully, think 
hard and then speak out clearly. In its pages LIFE will try 
to provide a forum for your views. 

C. D. JACKSON, Publisher 
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72 
KLZ of Denver... Salutes... \‘Scholastic’ Opens in Detroit; | 


|Pondray Appointed Manager — . 
A Radio-Active Business Executi ‘a Detroit advertising office in the ae 
- |a Detroit advertising office in the " 
utive Fisher Bldg. C. Charles Pondray, | Conventions 
Veteran Colorado Groceryman, Mr. R. L. “Bob” Campbell, re- former manager of the Detroit) 


cently appointed Denver Safeway Division Manager which entails office of Ward-Griffith Co., has 


© P ‘ - |been named manager. *Indicates first listing in this column. 
the management of facilities in the six Rocky Mountain area 


May 15-18. The Proprietary Assn., 79th 


‘ n } }annual meeting, The Greenbrier, Whit 
states. Starting as grocery clerk in the late 1920’s, Mr. Campbell Kramer Joins Realist lt! t=——_ 
has risen to Denver Safeway Division Manager with supervision of Realist Inc, Menomonee Falls, May 15°18. National Bales Executives, 
150 k Sel yale: 'Wis., has appointed Bill Kramer |#"2¥#! convention, Buffalo, N. Y. 
supermarkets and a 13-acre Distribution Center. | May 18. Industrial Advertising Re- 


manager of advertising and pro-| search Institute, research forum, Com- 
motions. Mr. Kramer was formerly | modore Hotel, New York. 
For many years, the Denver Safeway Division has averaged over | with J. W. Martin Inc., Milwaukee, May 23-25. Assn. of Railroad Advertis- 


" . na ing Managers, Diplomat Hotel, Hollywood, 
30 announcements each and every week on KLZ Radio. You, too, | 4d in the merchandising depart-) p),. 


, , x ment of Jos. Schlitz Brewing Co.| May 24. Industrial Advertising Re- 
can cash in on this responsive Adult audience by letting KLZ comin tenttiain eanneds Daren Geesed 
Radio pre-sell for in the rich D i 3 Hilton, Chicago. 

P you e ric enver Rocky Mountain Area Sawyer Names Hadden Stay 96-89. Federation of Canadian Ad- 
Thad S. Hadden, Detroit sales | vertising and Sales Clubs, 12th annual 


: , eat convention, Royal Hotel, Guelph, Ontario. 
i y 2 manager of Sawyer-Ferguson-| “\y,, 96-31. National Federation of Ad- 
; (oe Walker, newspaper representative, | vertising Agencies, annual management 
has been elected a vp. |eonference, Northernaire Hotel, Three 

Lakes, Wis. 
| June 1-2. Assn. of National Advertisers, 
R. L. CAMPBELL 560 KC KCBS Names Conway workshop on advertising administration 

Denver Safeway Division Mgr. | 


| 
| KCBS Radio, San Francisco, has|@nd financial control, Westchester-Bilt- 
| | 


| |more, New York. 
promoted Ted Conway from mer- | June 1-3. International Advertising 
* Call KATZ or Lee Fondren, Denver chandising manager to account ex-| Assn., annual convention, Waldorf-As- : 
ecutive. | toria, New York. 3 
| June 5-8. Advertising Federation of 
America, 56th annual convention, Hotel 
Astor, New York. 
June 5-9. Assn. of Industrial Advertis- 
|ers, annual convention, Shoreham Hotel, 
Washington, D. C. 
June 8-9. Fifth annual Circulation Sem- 
|inar for» Business Publications, Pick- 
7D | Congress Hotel, Chicago. 
| June 12-14. New England Newspaper 
J&Z V | Advertising Executives Assn., summer 
| meeting, Griswold Hotel & Country Club, 
| Groton, Conn. 
| June 12-15. National Assn. of Direct 
| Selling Companies, Hotel Statler, New 


York. 

June 15-17. American Marketing Assn., 
o annual meeting, Hotel Leamington, Min- 

£ : 9s 2 _— neapolis. ; 
a! ° - --t " June 19-24. National Advertising Agen- 
ry % uy cy Network, national conference, Oyster 

zz 8 Harbors Club, Osterville, Mass. 

| June 20-24. First Advertising Agency 


Group, 32nd annual conference, Holiday 

Hotel, Dallas. 

L : June 26-29. Advertising Assn. of the 
A YING v, Wie West, annual convention, Hotel Del Prado, 


‘ hoger Mexico City. 
b 4 * . "eae 2 July 10-13. Newspaper Advertising Ex- 
* ecutives Assn., summer meeting, St. Fran- 
+) cis Hotel, San Francisco. 
July 10-16. Outdoor Advertising Assn. 
of America, annual meeting, to be held 
‘\ 7 in conjunction with the International 
4, Congress of Outdoor Advertising, Royal 
o os York Hotel, Toronto. See 
is dead July 24-Aug. 5. Advertising Federation eh 
A of America, second annual management ; 
seminar in advertising and marketing, 
Harvard Business School, Cambridge, 
Mass. 


1 ‘ , Aug. 2-5. Third annual Advertising Age 
Creative Workshop, Palmer House, Chi- 
D cago. 
Sept. 2-4. West Virginia Broadcasters 
Assn., annual fall meeting, The Green- 
D brier, White Sulphur Springs, W. Va. 
{ ] I Sept. 9-11. Iowa Daily Press Assn., 


26th annual meeting, Des Moines. 
Sept. 16-19. Mail Advertising Service 
s Assn., annual convention, Sheraton Cadil- 
e Gran apids Press sts 
Sept. 21-23. Life Advertisers Assn., an- 
nual meeting, Essex House, New York. 


*Sept. 28. Assn. of National Advertisers, 
Workshop on Advertising Management, 
Ambassador Hotel, Chicago. 

Oct. 2-4. Advertising Federation of 


America, 7th District, Chattanooga, Tenn. 
Oct. 4-5. Advertising Research Founda- 
tion, 6th annual conference, Hotel Com- 


Here’s sweet new music. Now you can reach more manele, ee. See. 

: Reames a : Oct. 9-13. Direct Mail Advertising Assn., 
customers in the big, rich Grand Rapids market at a 2 O 7 R 4 | CIRCULATION* nb wean cman peonhane Hotel, 
new, low cost. For a combined rate of only 60¢ a line, ? Bal Harbour, Fla. 

Na = or on the 124,170 daily Press circulation to Pg Si Neng tae 
he 83, unday Press circulation, for a grand total ‘ 

circulation of 207,841. Result: An over-all savings of COMBINED EVENINGS AND SUNDAY Oct, 12-15, National — Pro- 

13¢ per line, or a discount of nearly 18%. motion Assn., Southern Regional Work- 


. ‘ " Distribution, H tler Hilton, 
Rapids market as effectively and economically as the mo sescircnige ‘ 


shop, Phoenix Hotel, Lexington, Ky. 
No other medium can cover the expanding Grand FOR ONLY 60+ PER LINE ce on Distribution, Hotel Statler Hilton, 
Grand Rapids Press. Grand Rapids is the wholesale 


n. 
Oct. 17-18. Agricultural Publishers Assn. 


and retail distribution center for the entire 23-county ee Le a 
West Michigan area. Effective buying income of the yer B la 
990,800 persons in this huge market is $1.5 billion. The ROP COLOR AVAILABLE IN tions, snaual ‘meeting, Batmere Hotel, 
Pad ome 9 - rg wey, = 5 one in i COMBINATION, TOO! New York. ; 
rand Rapids an out o mes i +88. : 
Michi hs - - as est One color and black advertising will be mF i. on panne: gy Maa 
g' 5 . . 
accepted on a combination-rate basis for tion, Sheraton Towers Hotel, Chicago. 
See your Booth Michigan Newspaper rep ntative 75¢ per line . . . 1,000 line minimum. Nov. 1-3. Point-of-Purchase Advertising 
today for full details about this new combination rate wh nema misines 
, put the Grand Rapids Press on your schedule. It —_— «publisher's statement: Nov. 14-16. Annual convention, Broad- 
eserves top billing in your next advertising campaign. 6 mos. ending March 31, 1960 casters’ Promotion Asen., Sheraton Charles 
Hotel, New Orleans. 
. 16-18. f Ad- 
Grand Rapids ...the Distributing Center of Western Michigan vertising, annual meeting, | Waldort-As- 
oria, ew ork. 
—- THE GRAND RAPIDS PRESS sasiaiieaiie bial 
vied EVENING e SUNDAY sara di ng oed 


Samuel S. Moody Jr., formerly 
senior merchandising executive at 
Dancer-Fitzgerald-Sample, has 
joined Ralf Shockey & Associates, 
New York, as vp of a newly 
A Booth Michigan Newspaper formed grocery products division. 


NATIONAL REPRESENTATIVES: A.H. Kuch, 110 E. 42nd Street, New York 17, MUrray Hill 2-4760 @ Sheldon 
B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 @ Brice McQuillin, 785 Market St., 
San Francisco 3, SUtter 1-3401 @ William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972. 
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Expense Account 


In The New York Times Magazine, you learn about 
expense-account existence in New York: One 

elderly adman, asked how frequently he ate on his or 
somebody else’s expense account, looked amazed 

at the naivete of the question. “Why, I haven’t paid 
for my lunch in thirty-one years.” 


Impoverished > * 


In The New York Times Magazine, you learn move about 


expense-account existence in New York: “I’m 


talking about the impoverished $40,000-a-year executive 
who can barely make ends meet. If he eats on the 


expense account every day, he saves about $6. That’s 
$1,500 a year, tax-free . .. Meanwhile, his wife 

also has her big meal at noon, and at night she and her 
husband have two martinis and a Triscuit and turn 


in. You can see how much this saves in grocery bills. 


Of course, if he puts in an expense account when 
actually he went out alone and had a hot dog, 
he can make $12 a day.” | 


Promised Land 


In The New York Times Magazine, you learn what 
it’s like to retire to Florida: They have learned 

to live on his annuity of $4,800 a year by carefully 
planning a budget: $350 a month for food, 

utilities, clothes and entertainment ; $37.50 for 


The New York Times 
Magazine 


In The New York Times Magazine, you learn what it’s like to 
make money. That’s why it is first in advertising linage 

among all magazines. It gets results. Women, men, 1,350,000 
families all across the country—and especially in rich 

New York—use it to shop by. Schedule it—and sell New York in 
New York’s most powerful salesman, The New York Times. 
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NTA Spot Sales Names Two 
John Fernandez, formerly an 
account executive at NTA Spot 
Sales, New York, station repre- 
sentative division of NTA Televi- 
sion Broadcasting Corp., has been 
promoted to.sales manager. He 
replaces Pete Yemen, who was 
named an account executive at 
| Television Advertising Represent- 
atives, station representative arm 
of Westinghouse Broadcasting Co. 
‘Lionel Furst, previously an ac- 


ON THEIR LIST! 


It’s one of the largest shopping lists 
in business . . . made up by the buyers 
for nursing homes or homes for the 
aging. These homes, and there are 
more than 16,000 of them to date, 
need everything from bedpans to 
beauty aids. 

You can get the staggering facts by 
reading our B P R D ad or writing to 


PROFESSIONAL 


nursing- home 


THE MILLER PUBLISHING CO. 
2503 Wayzata, Minneapolis 40, Minn. 


Business Journalists Since 1873 


;count executive at NTA Spot 
|Sales, has been promoted to the| 
new post of spot sales liaison man-| 
ager. | 


Famous Artists Appoints 

Leonard J. Riess has been ap-| 
pointed to the new post of director | 
of advertising for both Famous) 
Artists Schools and Famous Writ- 
ers School, Westport, Conn. He) 
formerly had been in charge of 
advertising for Famous Artists 
Schools. Willard R. Espy has been 
named to the new post of creative 
director of advertising for both 
schools. He joined the schools 
early this year after heading his 
own pr company and serving as pr 
director of Reader’s Digest for 16 
years. 


Harrington Joins Morse 

George F. Harrington, formerly 
coordinator of radio-tv film activ- 
ities at N. W. Ayer & Son, has 
joined Morse International, New 
York, as assistant director of the 
radio-tv production department. 
He replaces Carl E. Buffington, 
who recently was promoted to 
director of the department. 


K&E Boosts Maschler, O'Neill 


Thomas F. Maschler and Law- 
rence G. O’Neill, both account ex- 
jecutives with Kenyon & Eckhardt, 
New York, have been appointed 
vps and senior account executives. 


This is the only kind of “dozing” 
Phoenix market! Want proof? In Metropolitan Phoenix in 1959 alone, 
construction reached an all-time high of $250 million, up 47%; 
population increased by 50,000; building permits more than doubled! 
Sell your products in this billion dollar market through the one 
medium that gets in and digs for results with a 91.6% daily metropolitan 
coverage, plus a 63.4% state coverage. 


REPUBLIC 


Merning and 


\tion signs beginning May 15. 


going on in the wide-awake 


The Phoen 


Gazette 


= Evening Combination 


\ 
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s The two Clark characters were|for Clark. The agency 


CLARK SALESMEN—Fizbee and The Chief, two characters in radio spots 

for Clark Oil & Refining Corp., Milwaukee, become visualized for 

the first time in mid-May when signs will appear on Clark gas sta- 
tions. 


Wrangling ‘Admen’ in Clark Oil Radio Ads 
Emerge as Company Moves into Outdoor, TV 


MILWAUKEE, May 10—Two com-|the Midwest. 
ic characters whose antics in 
spot radio ads have helped Clark | lightly requested valentines for 
Oil & Refining Corp. sell gasoline | Fizbee, and the station got hun- 
will finally be visualized via sta-|dreds of cards; and a minister 
|once announced as the title of his 

“Fizbee and The Chief,” products|sermon: “Once you know, you go 
of Tatham-Laird, Chicago, are the | to church.” 
two make-believe admen whose! The agency exercised great care 
commercials have three times won in selecting the drawings to be 
the Blair poll as “most liked’’|}used for Fizbee and The Chief, 
radio spots. This in spite of the|since listeners had their own no- 
fact that Clark advertises only in|tions about what the two should 
a nine-state area. | look like. 

Clark depends heavily on radio| From a multitude of sketches 
for its advertising. Its budget is | submitted by artists at Ross Wet- 
estimated at $1,000,000-plus; the |zel Studios, Chicago, one by Don 
Radio Advertising Bureau esti-| Pegler was selected. 
mates that in 1959 Clark epent | The station signs will feature 
$820,000 in radio time costs. |the two characters, along with 

| various slogans or short messages 
is also 
born at Tatham-Laird in 1958,|studying the use of Fizbee and 
shortly after the agency succeeded |The Chief on outdoor signs and 
Mathisson & Associates, Milwau-|for spot television. 


Fizbee fan clubs 
have been formed; one disc jockey 


|kee, on the account. 


At that time, Clark’s radio com-|® Clark Oil, started by Emory 
mercials featured a catchy jingle.|Clark, who ran a single station in 
T-L recognized the strong identi- | Milwaukee in the ’30s and is now 
fication inherent in the jingle, but | president, now markets in Minne- 


felt the ads did not spell out 
enough product. benefits, and 
sought a way to change the ap- 


| proach. 


Jerry Birn, copy chief and crea- 
tive director at the agency, de- 
scribed the situation: 

“Somehow, our own conflict 
over what to do with the jingle 


|suggested Fizbee and The Chief. 
|We visualized The Chief as a 


blustering, pompous agent, a hard- 
sell character who understood his 
product much better than the 
people who bought it. Naturally, 


|he hated the jingle; it didn’t ham- 
| mer home enough facts about 
| Clark gasoline. 


e “Just as naturally, Fizbee liked 
the old jingle—both out of senti- 
ment and because he’s a music 


|sota, North Dakota, Iowa, Kansas, 
| Missouri, Illinois, Wisconsin, Indi- 
|ana and Michigan. 

| Sales of products and services 
| for 1959 totaled $87,366,000, a 16% 
|increase over 1958. Net income 
| was $2,127,000, an increase of 49% 
over the previous year. 

Clark stations feature fast in- 
and-out service, and have no 
grease racks or other repair facili- 
ties. The company sells a single 
grade of gasoline. 

Advertising for Clark is directed 
at the male’ audience, and con- 
centrated in the morning and 
evening driving hours to catch 
auto listeners. 

The newest series (with voices, 
as in the past, done by Holly- 
wood’s Mel Blanc) consists of 12 
one-minute spots and eight 20- 


lover,” Mr. Birn explained. “As he | second spots. In addition, the com- 
and his chief argued over whether | pany uses some special material 
or not to play it, the chief would | for its sponsorship of the Milwau- 


lecture him on the virtues of facts, 
as against music, and in so doing 
name all the reasons why people 
should buy Clark. But the old 
windbag would always blunder 
into Fizbee’s trap and the jingle 
would get played after all.” 

The point of conflict later 
shifted. Fizbee favored a new 
slogan: “Once you know, you go 
to Clark.” The Chief, naturally, 
wanted something with more facts. 


= In the latest 13-week series of 
spots, due to begin May 17, Fizbee 
and The Chief will run for office, 
vying for the title of commissioner 


CHAS E TREAT, NATIONAL AOVERTISING MANAGER, BOX 1960. PHOENIX. ARIZONA + PHONE ALPINE 6-681! + REFREBENTEO NATIONALLY BY KELLY-SmMITH CO. 


of manholes. 
Fizbee and The Chief are now 
|pretty well-known characters in| 


kee Braves baseball radio broad- 
casts. + 


AFA 5th District Elects 

Paul Streb, Seiple Lithograph 
Co., has been elected governor of 
the Advertising Federation of 
America fifth district, which cov- 
ers Kentucky, Ohio and West 
Virginia. Other officers are first 
Lt. Gov., Gordon Bruun, J. H. 
Maish Co.; second Lt. Gov., Fred 
N. Dettmar, Dayton Power & Light 
Co.; third Lt. Gov., O. B. Stauffer, 
American Steel & Wire Corp.; 
fourth Lt. Gov., W. J. Janzen, 


Amity Advertising & Letter Serv- 
ice Inc.; secretary, Paul Gilmore, 
WHBC, and treasurer, George R. 
Andrick, WSAZ Inc. 
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AH, BUT THE TAIL DOES WAG THE DOG! 


27 minutes of best-in-show entertainment. Blue ribbon audience ratings by the yard. But when it comes to the payoff 
question of profit, it’s those 3 minutes of product sell that count. At N. W. Ayer & Son we take pride in our record in Show 
Business. But we take even greater pride in our record of selling goods. In Radio-T'V it’s the commercial that gets the order 
... the message that’s exactly right for product, problem, audience... the “tail” that wags the dog. N.W. AYER & SON, INC. 


© The commercial is the payoff 
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A reprint 

of an advertisement 
which appeared in 
the March issue of 
NRFA Trendicators 


Another Home 
from Better Homes 


N EW... Better Homes & Gardens 


A Home Furnishings Sales Program 
with 3-fold benefits for you 


with BH&G’s new program .. . 


1 your sales people learn basics Pe postage at 


. . » gain greater on-the-floor 


selling confidence . . . sell more of your store’s home furnishings merchandise 
2 you can set up a traffic-pulling Decorating Ideas corner and Planning Center for customers 
3 you have audio-visual program materials for consumer store promotions 


and decorating clinics 


Prepared especially for National Retail Furni- 
ture Association and affiliated * association mem- 
ber stores, Better Homes & Gardens up-to-date, 
authoritative Home Furnishings Sales Program 
places special emphasis on teaching the funda- 
mentals of good decorating; AND it relates 
knowledge of furnishings facts, and your store 
merchandise, to specific sales situations. 


The Sales Program is designed to help sell today’s 
home furnishings customer, who is often well- 
read and informed on many aspects of decorating. 
When she shops, she wants more than merchan- 
dise facts . . . she wants authoritative ideas and 
know-how on how to use home furnishings the 
correct way! 


The material provided in BH&G’s Home Fur- 
nishings Sales Program will serve effectively as 
the nucleus for a traffic-pulling Decorating Ideas 
corner and Planning Center for your store. 


“And that’s not all! The audio-visual elements of 


the program provide your store with the means 
for building good public relations in your com- 
munity. You can provide the home furnishings 
sound and full-color filmstrips to local clubs, 
schools and other organizations for showing un- 
der your store’s sponsorship. Also, the four dif- 
ferent color filmstrips can serve as the basis for 
in-store promotions for customers. 


This Home Furnishings Sales Program is adapt- 
able to any size staff, and can be led by a member 
of your store. Subjects covered in its ten sched- 


uled sessions include room planning and furni- 
ture arrangement, color, furniture styles and 
construction, window treatments, floor cover- 
ings, bedding. Instruction is so planned that sales 
points can be illustrated with merchandise your 
store carries regularly. Each sales person gets his 
own special sales training manual that includes a 
complete copy of Better Homes & Gardens au- 
thoritative, 432-page Decorating Book. 


The complete basic Sales Program package in- 
cludes: one special ring-bound Leader’s Guide 
with 9-page Review Quiz for person conducting 
sessions; three Salesman’s Manuals including 
Review Quizzes; (all Manuals contain a complete 
BH&G Decorating Book and special study text 
for co-ordinating the use of the Decorating Book 
in sales sessions and on-the-floor selling); four 
35mm color filmstrips titled ““Well-Dressed Win- 
dows,”’ “‘Ideas for Bedroom-Bathroom Beauty,” 
“Color Ideas—Your Key to Good Decorating,” 
“Furniture Arrangement Ideas—Your Key to 
Good Decorating;” (recorded and printed com- 
mentaries plus Study Guides and Program Ideas 
are included with the filmstrips); four BH&G 
Furniture Arrangement Kits; four one-year 
BH&G subscriptions; one BH&G Home Fur- 


‘ nishings Ideas annual; one BH&G Home Im- 


provement Ideas annual. 


In addition to the basic package, a special set of 
104 35mm slides is available. These are illustra- 
tions from the popular BH&G’s Decorating Book 
that are referred to in the Leader’s and. Sales- 
man’s Guides. 


* Affiliates: Southern Retail Furniture Association, Chicago Retail Furniture Association, Canadian Retail Furniture Association, 
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NATIONAL RETAIL FURNITURE ASSOCIATION 


666 Lake Shore Drive, Chicago 11, Illinois 


Please send me... . .. Basic Home Furnishings Sales 
Program Package(s). Priced at $119.50 each. 


Please send me......set(s) of 104 35mm slides co- 
ordinated with Leader’s Guide presentation from 
Manual. Priced at $66.00 each.* 


*Available only to purchasers of complete basic package. 
SHIPPING INSTRUCTIONS (all shipments sent express collect from Des Moines, Iowa) 


Store Name 


Please send me..... additional subscriptions to 
BH&G. Priced at $1.50 each.* 


Please send me......additional Salesman’s Units 
consisting of BH&G Decorating Text with complete 
Sales Manual, 9-page Review Quiz, and BH&G 
Furniture Arrangement Kit. Priced at $15.95 each.* 


Attention OG ‘ 


Street Address r 


City 


Date 


} Check enclosed (make payable to National Retail Furniture Association) 


_}) Send bill 


Signature _ 


State 


rurcmnmishings FIRST 


7 
= Gardens 


Another 


publishing first 
from 


Meredith 


of Des Moines... 
America’s biggest publisher 
of ideas for today’s living 


and tomorrow’s plans 
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Launches Schick Customatic 
Schick Inc., Lancaster, Pa., is 
introducing a lower-price, single 
speed shaver, the Customatic, as a 
companion to the three-speed 
Schick. Advertising will be in 


1 WESTERN HORSEMAN 


THE WESTERN HORSEMAN 
Readers Own 720,776 
Head Horses, 


fo) 7,800,000 Head Cattle 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS, COLORADO 


magazines, newspapers, spot and | 
network television and point of | 
sale, built around the theme, “The | 
finest single-speed electric razor | 
of them all.” Suggested retail 
price is $22.50, compared with | 
$27.95 for the three-speed version. | 
Benton & Bowles, New York, is | 
the Schick agency. 


Abat Names R. M. Stocking 
Abat Inc., Mount Vernon, N. Y., 
manufacturer of sail boats and 
launches, has named R. M. Stock- 
ing Co., New York, as its agency. | 


These Successful Advertisers 
Put Their Money On 


ROUNSAVILLE RADIO 


The 82 successful advertisers listed below know what they want, 
and more important, how to get it! That’s why they consistently 
place their money on Rounsaville Radio. Their success reflects 


Rounsaville Radio’s tremendous recognition among the Negro 
population of six metropolitan markets—a vast consumer group 
of 1,433,915 Negroes with an annual income of $824,000,000— 
AFTER TAXES! These advertisers were quick to recognize the 
fact that no other medium effectively reaches this big, rich mar- 
ket. Rounsaville Radio is indeed proud to have been a part of 


the growth and continuing success of these distinguished names. 


American Snuff Company 

Bull-of-the-Woods 
Chewing Tobacco 
Favorite Chewing 
Tobacco 

Garrett Sweet Snuff 
Hot Shot Insecticide 

American Tobacco Co. 
Lucky Strike Cigarettes 
Pall Mali Cigarettes 
Riviera Cigarettes 

Anheuser-Busch, Inc. 
Budweiser Beer 
Busch-Bavarian Beer 
Delta Syrup 
Regal Beer 

American Beauty Hams 

Arrid 

Ballantine Beer 

BC Headache Remedy 

Black Draught 

Bleach & Glow Skin Cream 

Bristol-Myers Company 
Mum 
Trig 

Burger Beer 

Carling Black Label Beer 

Carnation Milk 

Clabber Girl Baking 
Powder 

Deimonico Foods 

Dixie Peach Skin Cream 

Falls City Beer 

Falstaff Beer 

Folger Coffee 

Ford Automobiles 

Frank Tea & Spice 
Company 

E. & J. Gallo Winery 
Eden Roc Wine 
Gypsy Rose Wine 
Thunderbird Wine 


Gibson Wine Company 
Gillette Safety Razors 
Hellmann's Mayonnaisé 
Holsum Bread 
Honey Krust Bread 
Hoyt's Cologne 
Hudepohl Beer 
Interstate Bakeries 
Butternut Bread 
Italian Swiss Colony 
Wines 
Arriba Wine 
Golden Spur Wine 
Italian Swiss Colony 
Wine 
Jax Beer 
Koolaid 
Liggett & Myers Tobacco 
Company 
L&M Cigarettes 
Duke Cigarettes 
Lipton Tea 
Long-Aid for the Hair 
Lydia Pinkham 
Manischewitz Wine 
Melody Hill Wine 
Miller High Life Beer 
Modess 
Nadinola Skin Cream 
Nature's Remedy 
Oertel's '92 Beer 
Oklahoma Oil Company 
Gaseteria Stations 
Palmer's Skin Success 
Pet Milk 
Pharmaco, Inc. 
Artra Skin Tone Cream 
Feenamint 
Real Kill 


R. J. Reynolds Tobacco 
Company 
Camel Cigarettes 
Winston Cigarettes 
Riceland Rice 
Roma Wine 
Roman Bleach 
Rosie O'Grady Wine 
Royal Crown Cola 
Royal Crown Hairdressing 
Schlitz Beer 
Scott's Emulsion 
Seaitest Dairies 
Silver Bar Beer 
Sinclair Refining Co. 
666 Cold Remedy 
Society of the 
Plastic Industry 
Southern Bell Telephone 
& Telegraph Company 
Southern Star Meats 
SSS Tonic 
Starlac 
STP Magic Oil 
Sulfur 8 
Swamp Root 
Tetley Tea 
Texaco 
Tip Top Bread 
Tropical Beer 
Varallo Chili 
Vaseline Petroleum Jelly 
Viceroy Cigarettes 
Wiedemann Beer 
Wild Irish Rose Wine 
Wonder Bread 
William Wrigley Company 
Doublemint Gum 
Spearmint Gum 
Yodora 


FIRST U. S. NEGRO-PROGRAMMED CHAIN 
FIRST IN RATING IN SIX BIG MARKETS 


WCIN 1,000 Watts (5,000 Watts 
soon)—Cincinnati's Only all Negro- 


Programmed Station! 


WLOU 5,000 Watts — Louisville's 
only-all Negro-Programmed Station! 


WMBM 5,000 Watts — Miami- 
Miami Beach's only full time Negro- St. 


Programmed Station! 


WYLD 


WVOL 5,000 Watts— Nashviile’s 
only all Negro-Programmed Station! 


1,000 Watts — 
Orleans’ only full time Negro-Pro- 
grammed Station! 

WTMP 5,000 Watts — Tampa- 
Petersburg's only all Negro- 


New 


Programmed Station! 


BUY ONE OR ALL—DISCOUNTS WITH TWO OR MORE! 


ROUNSAVILLE RADIO STATIONS 


Peachtree at Mathieson, Atlanta 5, Georgia 


Rosert W. ROUNSAVILLE ¢% 


un 8av 


‘ 
wy 


HOW THE HERMAN BROTHERS ERECTED A 32’ x 60’ 
g MACHINE SHED IN 9 DAYS... SAVED $132.03 BY 
BUILDING WITH STRONGBARN 


24. 


be 


inside you'll find: 


Advertising Age, May 16, 1960 


‘Hertz Stops Plane 


complete list of building materials and costs 


step-by step construction photos 


building tps 


Home Economics Teachers 
Prefer ‘Good Housekeeping’ 
Home Economics Teacher Serv- 
ice, New York, reports that results 
of its latest survey on magazine 
preferences of home economics 
teachers shows Good Housekeep- 
ing led the field with 27.7% of the 
first preferences. Better Homes & 
Gardens came in second with 
26% of first preferences. Better 
Homes & Gardens was the favorite 


margin. Reader’s Digest is again 
the most popular of the general 
magazines with a first preference 
rating of 10%. 

Survey results indicate that the 
magazines which give the most 
information about grocery prod- 
ucts and their use are the most 
acceptable to consumers, Home 
Economics Service said. 


McCollom Joins Gardner 

J. Robert McCollom has joined 
Gardner Advertising Co., St. Louis, 
as an account executive on the 
Chow division of Ralston Purina 
Co. Mr. McCollom, formerly with 
Klau-Van Pietersom-Dunlap, suc- 
ceeds Kenneth Hieronymus, who 
has been assigned to the Gardner 
account group serving Deere & Co. 
and Elanco Products Co. division 
of Eli Lilly & Co. 


Graft Joins Bozell & Jacobs 
Lloyd Graff has joined Bozell 
& Jacobs, Sioux City, as an ac- 
count executive. Mr. Graff was 
formerly announcer and continuity 
director of KTIV, Sioux City. 


Skim off the 
Cream of the 
Mass Market 


Owner-President 


JOHN E. PEARSON Co. 
Nat'l Rep. 


R 
wz 


¢ HAROLD F. WALKER 
V.P. & Nat'l Sales Mer. 


Dora-CLAYTON 
Southeastern Rep. 


|  New/York’s mass marketruns 
from higher-than- average - 
income neighborhoods to 
tenement sections. 


The Mirror is strongest where 
incomes are highest. 


| No wonder the Mirror gained 
| 10,00O0readersinthree years 
among New Yorkers owning 
high-priced cars. 


Make 
The Mirror 
a MUSTI 
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farm -buriding floor plans 


THE BROTHERS HERMAN—Clark and Paul Herman were “stars” of this 

16-page booklet showing how they constructed a machine shed us- 

ing Strongbarn corrugated galvanized steel, made by Granite City 
Steel Co., Granite City, Ill. 


last year by an equally slight) 


| 
| 


| 
} 
| 
| 


t. : “ * 


Strongbarn Ad Push 
Is Built as Farmers 
Build Shed in 9 Days 


GRANITE Ciry, ILL., May 10—Al- 
though farmers Clark and Paul 
Herman never dealt with copy and 
layout before, they were instru- 
mental in the creation of an ad 
campaign for Granite City Steel Co. 
which has drawn a strong coupon 
response through farm  publica- 
tions. 

The Hermans are stars of a 16- 
page illustrated brochure showing 
how the two men erected a ma- 
chine shed, built with Strongbarn 
corrugated galvanized steel, on 
their farm near Mount Auburn, II. 
Gardner Advertising Co., St. 
Louis, wanted to get realism into 
a campaign for Granite City Steel 
Co.’s Strongbarn roofing and sid- 
ing. Working through distributors, 
the agency located the Hermans, 
who were planning to build the 
32x60’ shed. 

Gene Murray, a member of 
Gardner’s creative-contact depart- 
ment, literally lived with the Her- 
mans during the nine days it took 
them to build the shed. A photog- 
rapher covered every step of the 
construction, and Mr. Murray used 
a tape recorder to get the Hermans’ 
description of every phase of the 
job. 


s Pictures and copy of the Herman 
building project were incorporated 
into the booklet offered to farmers 
and ranchers in ads appearing in 
farm publications during the spring 
building season in the Midwest. 
Copy for both ads and booklet 
was taken almost wholly from the 
Herman brothers’ recorded conver- 
sations. Ads in the campaign use 
direct quotes, pictures of the broth- 
ers at work and offers of the book- 
let. Radio is also being used to 
promote the offer of the booklet. 
The booklet gives construction 
details, a list of materials needed, 
and total cost for the project. + 


Morton Salt Names La Pietra 

Morton Salt Co., Chicago, has 
appointed Vincent La Pietra to 
take over the duties of John K. 
Spengler, who has retired after 40 
years with the advertising depart- 
ment. Mr. La Pietra’s duties will 
include department administration, 
as well as being active in the pur- 
chase of premiums, advertising 
novelties and point of sale display 
materials. 


Kupperman Joins North 


Rentals to Avoid 
CAB Restrictions 


CuHIcaGco, May 10—Hertz Rent 
A Plane System Inc., a subsid- 
iary of Hertz Corp., has decided 
to fold up its operation after 
two years in business (AA, May 
12, ’58). 

Walter L. Jacobs, president of 
Hertz Corp., said the airplane 
rental business was being aban- 
doned because Hertz did not 
feel that it was subject to the 
jurisdiction of the Civil Aero- 
nautics Board. 

He agreed that independent 
plane rental operators fran- 
chised by Hertz, and their air- 
craft, were subject to CAB reg- 
ulations. But, he added, “we 


|did not believe that the plane 
| rental 
|sales promotion, contracts and 


system’s advertising, 


other internal relationships 
should be regulated.” 


= Mr. Jacobs pointed out that 
Hertz did not sell or engage in 
air transportation or rent air- 
craft, but merely franchised 
aircraft operators who provided 
the services. Hertz had no in- 
vestment in planes or service 
operations, he said. 

A CAB examiner ruled last 
September that Hertz was op- 
erating as an indirect air car- 
rier and was subject to CAB 
regulations. CAB stepped into 
the picture last year after re- 
ceiving a complaint from a 
group of plane rental operators. 

With the demise of Hertz 
Rent A Plane System, Foote, 
Cone & Belding has lost an ac- 
count. The company started two 
years ago with an ad budget of 
about $50,000, but spent little 
or nothing on ads this past year 
because of the CAB situation. + 


A&C Adds Volvo Business, 
Names Two New Copywriters 

Volvo Import Inc. has named 
Anderson & Cairns, New York, 
to handle advertising for its 
farm tractors. The agency al- 
ready handles Volvo passenger 
cars, trucks and marine and in- 
dustrial engines. Anderson & 
Cairns also announced that Ei- 
leen Moroney and Henry Maz- 
zeo have joined the agency as 
copywriters. Mr. Mazzeo was 
formerly with Ted Bates & Co., 
Norman, Craig & Kummel and 
G. M. Basford Co. Miss Mor- 
oney was previously with the 
agency as a copywriter from 
1956 to 1959. 


Two Join Dawson & Turner 

Dawson & Turner, Portland, 
Ore., has added two members 
to its staff: P. D. Jenkins, for- 
mer Portland food broker and 
national sales manager of S&W 
Fine Foods coffee division, as 
marketing director and account 
executive, and Alice Lewis, for- 
merly with Young & Rubicam 
in New York and most recently 
publicity director for Timber- 
line Lodge, in Cregon, as print 
media buyer. 


Three Stations Name Weed 

Weed Radio Corp. has been 
appointed national representa- 
tive for KPAM, Portland, Ore., 
formerly handled by Meeker 
Co.; KALE, Richland, Wash., 
which has been represented in 
California by Weed and in the 
East by Walker-Rawalt Co., and 
KXIV (formerly KONI), which 
was handled on the West Coast 
by Tracy Moore & Associates. 


Dolores E. Kupperman has 
joined North Advertising, New 
York, as marketing and merchan- 


Rory er Mi Se OS ea SR Re ak OP ee en a 
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dising director. Mrs. Kupperman 
was formerly owner of Cosmetic 
Marketing & Merchandising Co. 


Pot 4 


WAMV Names Good Music 

WAMY\V, St. Louis, formerly 
| handled by Gill-Perna, has ap- 
| pointed Good Music Broadcast- 
| ers as its national representa- 
| tive. 
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LYNN ST. JOHN 


WEDGWOOD®S COATED OFFSET 


This famous Champion paper is now better than ever before, to give you a new 
foundation for color. Special press-proved coatings make it diamond white 
for sparkling reproduction. Tone values are truer, highlights brighter. Same 
famous high speed performance. 


Get the full story from 


your Champion paper merchant THE CHAMPION PAPER AND FIBRE COMPANY, HAMILTON, OHIO 
or write directly to 


© THE CHAMPION PAPER AND FIBRE CO. 1960 
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QUALITY HOUSES 


ALABAMA 
Birmingham The Whitaker Paper Company 
Mobile The Partin Paper Company 
Montgomery W. H. Atkinson... Fine Papers 


ARIZONA 
Phoenix Blake, Moffitt & Towne 
Butler Paper Company 
Tucson Blake, Moffitt & Towne 


ARKANSAS 
Little Rock Roach Paper Company 


CALIFORNIA 
Fresno Blake, Moffitt & Towne 
Los Angeles Blake, Moffitt & Towne 

Carpenter Paper Company 
Oakland Blake, Moffitt & Towne 
Sacramento Blake, Moffitt & Towne 
San Francisco Blake, Moffitt & Towne 

Carpenter Paper Company 
San Jose Blake, Moffitt & Towne 
Stockton Blake, Moffitt & Towne 


COLORADO 
Denys: Graham Paper Company 


CONNECTICUT 
Hortford John Carter & Co., Inc. 
New Haven John Carter & Co., Inc. 
DELAWARE 
Wilmington Whiting-Patterson Co., Inc. 


DISTRICT OF COLUMBIA 
Washington The Whitaker Paper Company 


FLORIDA 
Jacksonville The Jacksonville Paper Co. 
Miami The Everglade Paper Company 
Orlando The Central Paper Company 
Tallahassee The Capital Paper Company 
Tampa The Tampa Paper Company 
GEORGIA 
Atlanta The Whitaker Paper Company 
Macon The Macon Paper Company 
Savannah The Atlantic Paper Company 
IDAHO 
Boise Blake, Moffitt & Towne 


ILLINOIS 
Chicago Dwight Brothers Paper Company 
Parker, Schmidt & Tucker Paper Co. 
Decatur Decatur Paper House, Inc. 
Peoria Peoria Paper House, Inc. 
Quincy Irwin Paper Company 
Rock Island Cc. J. Duffey Paper Company 
INDIANA 
Fort Wayne The Millcraft Paper Company 
Indianapolis Indiana Paper Company, Inc. 
1Owa 
Des Moines Carpenter Paper Company 
Pratt Paper Company 
Sioux City Carpenter Paper Company 
KANSAS 
Topeka Carpenter Paper Company 
Wichita South Paper C 
KENTUCKY 
Lovisville The Rowland Paper Company, Inc. 
LOUISIANA 
New Orleans The D & W Paper Co., Inc 


MAINE 
Augusta John Carter & Company, Inc. 


Y 


THE PARADE OF CHAMPION MERCHANTS 


THAT OFFER A QUALITY LINE OF PAPER 


MARYLAND 
Baltimore Garrett-Buchanan Company 
The Whitaker Paper Company 
MASSACHUSETTS 
Boston John Carter & Company, inc. 
Springfield John Carter & Company, inc. 
Worcester John Carter & Company, inc. 
MICHIGAN 
Detroit The Whitaker Paper Company 
Grand Rapids Central Michigan Paper Co. 
MINNESOTA 
Minneapolis C. J. Duffey Paper Company 
Inter-City Paper Company 


OKLAHOMA 


Oklahoma City Carpenter Paper Company 


Tulsa 


Portland 


(Division of 


Allentown 


Beene Paper Company 
Tayloe Paper Company 


OREGON 
Blake, Moffitt & Towne 
Carter, Rice & Co. 
* Carpenter Paper Company) 


PENNSYLVANIA 
K er Paper C 


P 


(Division of Garrett-Buchanan Company) F 


Lancaster 


St. Paul C. J. Duffey Paper Company 
Inter-City Paper Company 
MISSISSIPPI 

Jackson Jackson Paper Company 

Meridian Newell Paper Company 
MISSOURI 

Kansas City Carpenter Paper Company 
Wertgame Paper Company 

St. Louis Acme Paper Company 


hy K ni Hawe 


7 , 
Paper Company 
MONTANA 
Billings Carpenter Paper Company 


Great Falls Carpenter Paper Company 
Missoula Carpenter Paper C y 


Philadelot 
a Pp 


Garrett-Buchanan Company 


Garrett-Buchanan Company 


Paper Merchants, Inc. 
Whiting-Patterson Company, Inc. 


Pittsburgh 
Reading 


Providence 


Columbia 


Sioux Falls 


Ch 


NEBRASKA 
Lincoln Carpenter Paper Company 
Omaha Carpenter Paper Company 
NEW HAMPSHIRE 
Concord John Carter & Company, inc. 


NEW JERSEY 


Newark Central Paper Company 
Trenton Central Paper Company 
NEW MEXICO 
Albuquerque Carpenter Paper Company 
NEW YORK 
Hudson Valley Paper Co. 
g ph & Company, inc. 
Buffalo Hubbs & Howe Company 
Jamestown The Millcraft Paper Company 

New York City Forest Paper Co., Inc. 

Milton Paper Co., Inc. 

Pohiman Paper Co., Inc. 

Reinhold-Gould, Inc. 

Royal Paper Corporation 

The Whitaker Paper Company 
Bulkley Dunton (Far East) 
\Bulkley Dunton 5S. A. 
| Geampicn Paper Corp., S. A. 
Champion Paper Export Corp. 

Rochester Genesee Valley Paper Company 


NORTH CAROLINA 
Asheville Henley Paper Company 
Charlotte The Charlotte Paper Company 
Raleigh Epes-Fitzgerald Paper Company 


OHIO 
Akron The Millcraft Paper Company 
Cincinnati The Cincinnati Cordage & Paper 
Company 
The Whitaker Paper Company 
Cleveland The Millcraft Paper Company 
Columbus Sterling Paper Company 
Dayton The Cincinnati Cordage & Paper Co. 
Mansfield Sterling Paper Company 
Toledo The Millcraft Paper Company 


Albany 
each 


For Export 


9 
Knoxville 


Memphis 
Nashville 


Amarillo 
Austin 
Dallas 

El Paso 
Ft. Worth 
Harlingen 
Houston 


Lubbock 

San Antonio 
Ogden 

Salt Lake City 
Norfolk 


Richmond 


Seattle 
Spokane 
Tacoma 


Yakima 


Huntington 


Milwaukee 


Toronto 


The Whitaker Paper Company 
Garrett-Buchanan Company 


RHODE ISLAND 
John Carter & Company, inc. 


SOUTH CAROLINA 
Epes-Fitzgerald Paper Company 


SOUTH DAKOTA 
Sioux Falls Paper Company 


TENNESSEE 
Bond-Sanders Paper Company 
The Cincinnati Cordage & 
Paper Company 
Tayloe Paper Company 
Bond-Sanders Paper Company 


TEXAS 

Kerr Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Southwestern Paper Co. 
Carpenter Paper Company 
Carpenter Paper Company 


UTAH 
Carpenter Paper Company 
American Paper & Supply 
Company 
Carpenter Paper Company 


VIRGINIA 
Epes-Fitzgerald Paper Company 
Epes-Fitzgerald Paper Company 
WASHINGTON 
Blake, Moffitt & Towne 
Carpenter Paper Company 
Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 
Blake, Moffitt & Towne 
Carpenter Paper Company 
WEST VIRGINIA 
The Cincinnati Cordage & 
Paper Company 


WISCONSIN 
Dwight Brothers Paper Company 


CANADA 
Blake Paper Limited 


THE CHAMPION PAPER AND FIBRE COMPANY 
General Office: Hamilton, Ohio 
Mills at Hamilton, Ohio ... Canton, N. C. ... Pasadena, Texas 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 
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ANSWER-AMERICA 


Will Make Your Client's Advertising More Effective 


Answer-America, a network with more than 250 telephone answer- 
i ing exchanges, with offices in the United States, Canada and Mexico, 
re ean offer your clients varied services 24 hours every day . . . they 
can maintain branch offices, receive mail and orders, have phone 
service and listings in telephone directories. Mail can be addressed 
to any one of the Answer-American affiliates and will be sent to the 
general office for reply or forwarded on to established regional 
offices. Answer-America can also do special services, make telephone 
surveys, handle mail and telephone orders to tie in with local news- 
paper, radio and T.V. advertising. For complete information, write 
Answer-America. 


4 
| Another outstanding poster designed by 
CUNNINGHAM &WALSH = | 


[Seaweed Cait. 


Ff Towels ARE THIRSTIER THAN ME BEHOLD! — Com- 
neal muting admen in 
a New York get 

* this kind of a 

view of how their 

clients’ ads look 

on posters in re- 

gional promo- 
tions. 


GOA GivesN.Y. — —_ 
Admen Peep at 
Clients Wares 


NEw YorK, May 10—General | 
Outdoor Advertising Co. here has | 
decided to let Madison Ave. admen 
see how their clients’ advertising 
looks on GOA bulletins in other) 
parts of the country. 
Sry GOA has set up a special display 
ig in Manhattan designed to reach ad 
people commuting from Westchest- 
er County and Connecticut via New 
York Central and New Haven rail- 
roads. 

Two 24-sheet panels have been 
set up with the top poster giving 
the name of the creating ad agency. 
From this an arrow directs atten- 
tion to the poster below which 
shows products promoted in other 
parts of the country via posters. 


Executive Office 


ANSWER-AMERICA, INC., 55 East Washington Street, Chicago, Ill. 
RAndolph 6-2339 
AFFILIATE ANSWER CANADA 


# Designs are selected in Chicago 
by GOA’s executive art director, 
Bill Miller, and sent on to New 
York where C. Robert Leach, di- 
rector of New York City sales, 
makes the final decision on which | 
poster to use. 

So far two campaigns—Zee paper 
towels (Cunningham & Walsh) and | 
Libby’s pineapple-grapefruit drinks 
(J. Walter Thompson)—have been 
shown, each for 10 days. The “cam- 
paign”’ will run for about two years. 
No plans are being considered for 
setting up a similar display in other | 
cities. # 


ASHRAE Names Murray 

John D. Murray has been ap-| 
pointed midwestern advertising 
representative of the ASHRAE 
Journal, published by the Amer- 
ican Society of Heating, Refrigerat- 
ing & Air-Conditioning Engineers, 


“ LIFT UP THE RUG AND SEE 
WHAT COMES OUT. ” 


You can’t hide The Houston Post’s 
circulation lead daily and Sunday! 


New York. Mr. Murray, who will 
have offices at 35 E. Wacker Dr., 
Chicago, succeeds William J. Gat- 
enby, who has been appointed sales 
manager of the Journal in New 
York. 


Waddell to ‘Electronic Products’ | 

Electronic Products, Hempstead, | 
N.Y., has named B. Chester Wad- 
dell, 61 High St., Rockport, Mass., 
New England district manager. 
He formerly was New England 
district manager of Media/scope.| 


According to the latest ABC Publisher’s 
Statements, The Houston Post is Hous- 
ton’s largest newspaper daily and Sunday 
... seven days a week! 

Like to throw a few figures into the add- 
ing machine and see what comes back? 
Try these: 13,618 more circulation daily 
and 1,942 more Sunday circulation than 
the second Houston newspaper .. . and at 


the same line rate. The arithmetic is 
simple. The Houston Post is the obvious 
buy for the Houston market. 

When you plan your next newspaper 
schedule for the Houston market, remem- 
ber The Houston Post is Houston’s 
number one newspaper — your first buy. 
The figures tell the story. Use the leader 
— advertise in The Houston Post. 


Rose-Martin Adds One; Moves DAILY* SUNDAY* 
Rose-Martin, New York, has The Post The Chronicle The Press 

been appointed to handle adver- (Monday-Saturday = (Monday-Friday (saturaay only) (Monday-Friday (saturday only) The Post The Chronicle 

tising for Ackerman Shoes, New day average) 5 day average) 5 day average 218,509 216 567 

York, maker of women’s shoes. 209,066 195,448 178,884 101,398 88,667 ’ 

Rose-Martin has moved to larger *ABC Pnblisher’s Statement for 6-month period ending September 30, 1959 

quarters at 3 W. 57th St. — ——— — en en a 


Seiberling Promotes Bowling | 
Bernard B. Bowling, sales rep- | 
resentative of Seiberling Rubber | 
Co., New Comerstown, O., since). 
‘1957, has been named to the new | 
post of sales promotion manager 
for the plastics division. 


HOUSTON PosT’é 


Represented nationally by Moloney, Reagan & Schmitt 


THE 
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for the right impact 
on business decisions... 


advertise to management 


in the magazine 


— Aveta Labor w, 
ons 


edited for 
the age of the manager 


Dominant, continuous advertising to management 
in DUN’S REVIEW and Modern Industry is the 
effective ... selective ... economical way to influence 
business decisions. Here your dollars buy frequent, 
impressive advertising which is read by important 
executives when they are thinking about business 
and most responsive to business advertising. 


And this advertising reaches men your 
salesmen often can’t. 


This is the reason advertisers are placing more 
pages in DUN’s REVIEW, the business management 
magazine. They have found it the place to influence 
the decisions of men who have the authority and 
interest to act. When you advertise to business 
your advertising belongs in... 


DUNS 
REVIEW 


AND MODERN INDUSTRY 


Jie 


anda men who are going to be! 


ste, 


SN 


a) 
en o* 


‘ 
ee 


Kight Janszen 
Bruun Streb 
NEW OFFICERS—Paul Streb, sales manager, Seiple 
Lithographing Co., Canton, O., has been elected 


governor of the fifth district of the Advertising Fed- 
eration of America at the group’s annual convention 
in Columbus. He succeeds William W. Kight, presi- 
dent, Kight Advertising Agency, Columbus. Other 
officers elected are J. Gordon Bruun, vp, Jay H. 
| Maish Co., Marion, O., Ist lt. governor; Fred Dett- 


Election Book Distributed 

| National Distillers Products Co., 
| New York, is distributing 500,000 
copies of a 36-page booklet, which | 
|contains information about na- 


grams. 


ed the company’s public relations, 
advertising and publications pro- 


Freedman, Middleton to Bishop 


Advertising Age, May 16, 1960 


Andrick Gilmore 


Dettmar 


mar, director of public relations, Dayton Power & 
Light Co., 2nd lt. governor; Wilbur J. Janszen, presi- 
dent, Amity Advertising & Letter Service, Cincin- 
nati, 4th lt. governor; George Andrick, sales man- 
ager, WSAZ, Huntington, W. Va., treasurer, and 
Paul Gilmore, sales manager, WHBC, Canton, O., 
secretary. Not shown is O. B. Stauffer, American 
Steel & Wire, Cleveland, new 3rd lt. governor. 


years, will now be handled by the 
agency’s Philadelphia office. The 
move was made “to provide closer 
coordination between Yale brand 
materials handling advertising and 
the agency.” 


| tional political candidates, 

| ventions and elections, to taverns 
and liquor stores for distribution 
to their customers. Written by 
United Press International, the 
booklet includes three b&w page 
ads for Old Crow straight bourbon. 


_Welsh Opens Consultant Co. 
Vernon M. Welsh, vp for com- 
munication of General Dynamics 
| Corp., New York, has resigned to 
form his own communication con- 
sulting company. Mr. Welsh will 
continue to consult General Dy- 
|namics “on specific projects.” As 
communication vp he had direct- 


| 

| 

| Coming soon...a new way to reach 

| your most valuable market... 
the people who are “Ready-to-Buy!” 


con- | 


Hazel Bishop Inc., New York, 
has appointed Kenneth M. Freed- 
man sales manager and Matthew 
J. Middleton vp. Mr. Freedman was | 
formerly general sales manager of 
the Lady Esther division of Chem- | 
way Corp. Mr. Middleton was di- 


jrector of marketing of Helena 


|Rubinstein Inc. and has been a) 
consultant in the last year. 


_EWRR Shifts Yale & Towne 


vision of Yale & Towne Mfg., 
Philadelphia, which has been serv- 
iced by Erwin Wasey, Ruthrauff 


|aging requirements, 


The Yale materials handling di- | 


Williams & London Adds One 

Modern Packaging Co., Mount 
Holly, N. J., which produces cus- 
tom laminations for special pack- 
has named 
Williams & London Advertising, 
Newark, its first agency. 


Cross Joins Roland Reed 
Frederick R. Cross has joined 
Roland Reed Productions, Los An- 
geles, as vp in charge of sales. Mr. 
Cross was formerly advertising di- 
rector of Stewart-Warner Corp., 
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How to Get More Results From Your Advertising 
in the LOEM 


Concentrate each campaign on a single product or product line. . . highlight user benefits, tell why your product 
is better than your competitors’. Soft pedal brag and boast. Go heavy on engineering data. Cover all the selling quali- 
ties... cost... performance... delivery... test data... range of operation. ..ease of assembly . . . produc- 
tion shortcuts. Do this with clean, bold layout; adequate space. Avoid gimmicks. Stress product illustration. Refer 


to Reader Recall readership studies. Since the design engineer is the key to specification, 


your advertising should speak in his language, speak often enough for him to remember it, in 


Electronic Design. 


the magazine he reads most. In the magazine he reads first . 


ELECTRONIC 
DESIGN 

iS NOW 
FORWARDING 
INQUIRIES 

AT THE RATE OF 
1,000,000 

PER YEAR TO 
MANUFACTURERS 


more than a magazine .,.a Selling FORCE 
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Growth figures, like optical 
illusions, aren’t all they seem 
to be. For instance: There are 
77,900 more manufacturing 
companies today than there 
were 15 years ago. That’s 
growth — 31% worth. 


However, the top of this 
market — manufacturing firms 
which employ 100 or more 
people and do three-quarters 
of the business — has 
remained remarkably stable. 
It has grown by only 350 
firms, 1.9% since 1945. 


Right now, there are only 18,770 
manufacturing firms with 
over 100 employees, so you don’t 
have to play the numbers game 
to cover your market. Because 
Fortune goes where sales come 
big; Fortune gets results. 


FORTUNE 


The Magazine of Management 
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Keystone Adds 11 Affiliates 
Keystone Broadcasting System, 
Chicago, has announced the addi- 
tion of 11 new affiliates. They are 
KYND, Tempe, Ariz.; KCCB, Corn- 
ing, Ark.; KBJT, Fordyce, Ark.; 
WLIZ, Lake Worth, Fla.; WITY, 
Danville, Ill.; WITE, Brazil, Ind.; 


WJQS, Jackson, Miss.; KLCB, Lib- 
by, Mont.; KOLE, Port Arthur, 
Tex.; KTER, Terrell, Tex., and 
KULE, Ephrata, Wash. 


Illinois Bell Names Ebersold 
Charles W. Ebersold, assistant 
vp in the public relations depart- 
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ment of American Telephone & 
Telegraph Co., has been appointed 
general manager—merchandising 
of Illinois Bell Telephone Co., 
Chicago. Mr. Ebersold succeeds 
Oliver W. Tuthill, who has been 


Along the Media Path 


elected vp and controler of the 


Peters, Griffin, Woodward, is of- 


vena. fering to radio stations it repre- 


The SENIOR Peeah-man says... 


us EAN to get 


' Fresh Profits 


in the 7 BILLION DOLLAR sonnet.) 
FRESH FRUIT AND VEGETABLE INDUSTRY MANAGER 


MARKET 
that BUYS BIG... 


insecticides to implements, ice machines to irrigation! 
Let me send you rates and our latest area-coverage folder. 


The PACKER Publishing Company 


201 Delaware Kansas City, Mo. 


sents a new agency audition, 
“Phone-A-Check.” As PGW’s ra- 
dio colonels make their daily sales 
rounds, they invite time buyers to 
“judge the sound for themselves,” 
by picking up their telephones, 
dialing for special Phone-A-Check 
number and asking to hear a par- 
,|ticular PGW-represented radio 
_|station. Buyers can then listen to 
}|}as much as 15 minutes of the on- 
| the-air approach and personalities 
|of the station. Each station is rep- 

resented by a specially produced 
'|“composite” tape which, in cap- 
|sule form, highlights music pol- 
licies, news coverage, service fea- 


a re, a fe oe | tures and personality approaches. 


; em Since 1393 | e The Business Newspapers Assn. 


i Dae of Canada has won Media/Scope’s 
| The Weekly Newspublication highest award for media research 


orn 


IN EVERY 
GROWING AREA 


t 
‘ 


of the for its “London Study.” 
.| Fresh Fruit and Vegetable e WMAL, Washington, purchased 
I @ Industry commercial time for three days on 


Hl) |WNTA, Newark, in an effort to 
f |draw the attention of New York 
|agency time buyers to its new 


morning personality team of Hard- 
en & Weaver. 


e The Houston Post recently cele- 
brated its 75th anniversary with a 
special edition, “Houston—City of 
Change.” To help the Post cele- 
brate its anniversary, Gulf State 
Advertising Agency, the newspa- 
per’s agency, sent the Post a birth- 
day cake, which contained 200 eggs 
and about 75 lbs. of sugar, plus 
rum and fresh raspberries. 


e The Montreal Star ran a special 
12-page travel supplement based 
on President Eisenhower’s procla- 
mation making 1960 “Visit U.S.A. 
Year,” in its April 30 edition. 


e WRCV and WRCV-TV, Phila- 
delphia, NBC-owned stations, have 
won six awards for outstanding 
broadcast mews coverage. The 
awards were made by the Penn- 
sylvania Associated Press Broad- 
casters. 


e The Houston Chronicle and the 
South Texas Master Photo Deal- 


,ers Assn. will jointly sponsor a 


The Program — “53 MILES FROM DEATH” 
The Result —— CONELRAD IN EVERY SCHOOL! 


Early in 1959, Louisville was threatened by a devastating tornado. It struck only fifty-three miles away. 

A WHAS-TV news documentary, “53 Miles From Death,” revealed that the area’s school children were inexcusably | 
unprotected. Local school systems and Civil Defense were hopelessly confused about alerting and 

precautionary procedures. 

Aroused viewers demanded and got a clear-cut procedure and Conelrad weather warning receivers for all 

of the area’s public and parochial schools . .. America’s most extensive school use of Conelrad. 

Only a station that concerns itself day in and day out with the interests of its community can earn the 

respect that moves people to respond. 
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photo fair May 27, 28 and 29 in 
the hall of exhibits at the Sham- 
rock Hilton Hotel. 


e McGraw-Hill Publishing Co. has 
launched “Nucleonics Week,” a 
weekly newsletter supplementing 
the monthly coverage provided by 
Nucleonics. Subscriptions are 
available at $75 a year in North 
America and $90 abroad (includ- 
ing cost of air mail) only in con- 
junction with Nucleonics. 


e To encourage increased sum- 
mer book sales, the New York 
Times will issue its Vacation Book 
Store display kit in mid-May to 
leading booksellers all over the 
country. Each kit features posters, 
in-store display pieces, window 
streamers, shelf-talkers and book 
inserts. 


e Tom Walters, of the Charlotte 
Observer, has been named ‘“south- 
ern photographer of the year” 


PLAY BALL—Little 
Mr. WIBW checks 
over his equip- 
ment in prepara- 
tion for the 1960 
season of baseball 
broadcasting. He 
will listen to the 
Kansas City Ath- 
letics games on 
WIBW, Topeka, 
and watch them 
on the CBS-TV 
weekend “Game 
of the Week” tele- 
casts. 


¥3e% Hr 


| 
Woodeson 


Flujit 
INTERNATIONAL FORCE—The men who sell the space in 


and Bill Gordon of WFMY-TV, 
Greensboro, was named “televi- 
sion photographer of the year” by 
the Carolinas Press Photographers 
Assn. 


e A survey on retail trends in the 
photographic business has been 
published by Photo Developments. 


|vey is available from M. L. Green, 
|director of publications, Photo De- 


| , 
son, Mich. 


‘LOUISVILLE 


icles eins ides Reset ery 


Foremost In Service, Best in Entertainment 


316,000 Watts * CBS-TV Affiliate * Victor A. Sholis, Director ¢ Represented Nationally by Harrington, Righter & Parsons, Inc. 


ee PEAS VE ae 


Voyce McKenna Sanada 


the international editions of Newsweek 
New York for the company’s annual meeting. Bor- 
den E. Putnam, vp and treasurer, sits at the head of 
the table, banked by Keith Woodeson, Preston Bab- 


| velopments, 104 E. Michigan, Jack-| 


Putnam 


meet in 
Roy Sanada, Tok 
week Internation 
siedel, Frankfurt. 


e Popular Science and the Na- 
tional Retail Lumber Dealers 
Assn. will offer a jet vacation 
trip to Brazil for two as first prize 
in their annual Fall Home Im- 
|provement program. A duplicate 

prize will be awarded the dealer 

who services the winning con- 
| testant. 


Additional information on the sur- | 


|e Outdoor living, from cooking in 
|the family backyard to sleeping 
under the stars, is the theme of a 
|mid-May selling promotion to be 
held May 19 through 28 in Des 
Moines, Ia., under the joint spon- 
‘sorship of Better Homes & Gar- 
|dens and the Merle Hay Plaza 
| Merchants Assn. Merle Hay Plaza, 
|}a shopping center, will utilize its 
facilities, ranging from depart- 
ment stores and supermarkets to 
popcorn shops and complete bank- 
ing services, in the promotion, | 
“Better Homes & Gardens Says It’s | 
Outdoor Living Time.” 


|e Philadelphia’s three tv stations, | 
-WRCV-TV, WCAU-TV and WFIL- | 
|TV and its three newspapers, the | 
Bulletin, the Inquirer and the. 
| Daily News recently told the story 
|}of “A New Decade; A New Chal- 
lenge.” The tv stations showed a 
|documentary film and the news- 
|Papers ran special pictorial sup- 
|plements covering all phases of 
|municipal operations .during the 
| past year. 

| 


e The Canadian editions of Read- 
|er’s Digest have published four of 
\the ten marketing and advertis- 
jing fact books planned for this 
| year. They are “Canada’s National 
| Market,” “Canada’s French Mar- 
|ket,” “Canada’s Automotive Mar; 
|ket” and “Canada’s Food Market.” 
| Additional information is available 
from Reader’s Digest, 1015 Beaver 
Hall Hill, Montreal. 


e KHOU-TV, Houston, recently 
celebrated its move to new studios 
with week-long celebrations, in- 
cluding dedication ceremonies, fol- 
lowed by a reception and dinner, 
and coverage of San Jacinto Day 
events in a 90-minute special 
originating at San Jacinto battle- 
| sround : 


_e CBS Radio has mailed to all of 
\its affiliate stations a four-part 
| kit on CBS News’ staff and opera- 
\tion. The promotion plan contains 
\a variety of exploitation aids, in- 
cluding feature stories on the 
“World News Roundup” and bio- 
graphical outlines and glossy pho- 
tos of 24 CBS newsmen. 


e Detroit Free Press ran a 12- 
page, multi-color section May 1 on 
three different shades of newsprint 
for the J. L. Hudson Co. depart- 
ment store. The “Festival of Flow- 
ers” section featured summer 
fashions and Mother’s Day gift 
suggestions. Included in the same 
issue was a 24-page comics-book- 
type section om “How to Fish Like 
an Expert,” sponsored by U.S. Rub- 
ber Co. 


ee i ae ae 


Laurie Einsiedel Smith 
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Oerfice 


Babcok 
cok, Nigel Smith, and Hans Flujit, London; Guy 
Voyce, Dick Orefice, Barry McKenna, New York; 


yo; Laurence C. B. Laurie, News- 
al’s ad director; and Wittigo Ein- 


Newport News, has inaugurated a 
summer audience promotion con- 
test called “$25,000 Dialarama.” 
Throughout the day, telephone 
calls are made to local households 


en iy, 


/ “ 
7 \ 
/ Attention \ 
advertisers! 


/ Piel’s Beer is sponsoring 
INTERPOL CALLING, 
starring Charles Korvih as 
Inspector Paul Duval 
on New York’s WPIX, 
Sunday nights at 10:30. 
Now Interpol’s story, 
which the public has been 
reading about in 
Reader’s Digest and other 
magazines and 
newspapers, comes to 
television .. . 
presented by 


o 


\ : 


=_————— — q. 


Sounds 

great, Bert. Just 
> like you and me, 

/ INTERPOL CALLING 

| and Piel’s make a 

sure-fire selling 

| combination. And if I may | 
make one small pun, 
both Duval and Piel’s 

always keep their 
heads... in any 

situation. 


| 
\ / 
\ 


\ 
\ 


~ 


‘INTERPOL CALLING’ 


the new television series that 
Bert, Harry, Blitz-Weinhard, 
Pfeiffer’s, Labatts, Miller High Life, 
Santa Fe Winery and so many 
other kinds of advertisers are 
buying, buying, buying! 


/ 


7 
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INDEPENDENT 
TELEVISION 
CORPORATION 


488 Madison Ave. * N. Y. 22 * Plaza 5-2100 


ITC OF CANADA, LTD. 
100 University Ave. * Toronto 1, Ont. * EMpire 2-1166 


e WAVY-TV, Norfolk-Portsmouth- 


© 1960 Pie. BROS... BROOKLYN, w. ¥. 
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MASS COMMUNICATION 


Send for a copy of FEATURE 
Magazine — America’s prime 
publicity medium. It reaches 
all leading U.S. editors with 
your publicity feature stories. 


CENTRAL FEATURE NEWS INC. 
1475 BROADWAY, LO 4.3123 


| 


jand if the “contestant” can name 
| the item shown on the screen when 
| the call was made, he wins the 


| item. If the item cannot be identi- 


fied, a consolation prize is awarded. | 
All brand names are being used | 


|for prizes in the promotion, which | 


| 
e Cosmopolitan, marking its 55th | 
year as a Hearst magazine, car- | 
ried its first five-page, four-color | 
section, with Celanese Corp. of 
America the advertiser, in its May 
issue. 


will run through the fall. 


e A two-hour parade, featuring 
more than 12 floats, six marching 
bands, and more than 200 march- 
ers, and a reception and open 
house marked the opening of the 
new studios of WPTR, Albany. 


e The St. Petersburg Times, St. 
Petersburg, marked its 75th an- 
niversary with six separate sec- 
tions, one printed each month. The 
special editions dealt with the de- 
velopment of 10 counties along 


The Reynolds Metals 
Company asked if we could 
: design a compact, low cost 
= Slide-Chart that would 
a explain simply and 

accurately how to roast 
meat or poultry in Reynolds 
Wrap. Ordinary cookbooks 
require complex calculations. 
Within days we came up 
with a 2” x 5%” Slide-Chart 
that gives the answer with 
one move of the slide! Over 
six million have been ordered 
and are being distributed 

to dealers. And we produced 
the six million in seven 
weeks for $60,000.00 less 
than the client anticipated! 
Why not drop us a line and 
find out how Perrygraf can 
put your product’s facts 

at the fingertips? 


> to roast with 


a Reynolds — 
my Wrap” 


Perrygraf Slide-Charts are precision made in facilities geared 
to turning out hundreds—or millions. In any size order, delivery 


and prices will amaze you. 


Here’s how you can get this modern inexpensive sales tool for 
your company. Give us a word picture of the job your Slide-Chart 
is to perform. Give us necessary data sheets or catalog pages if 
that’s convenient. Tell us who will use the Slide-Chart and what 
quantities you will need. No obligation, of course. We'll tell 

you how your Slide-Chart can be made, what it will cost and 

we'll show you comparable jobs we’ve done. 


FREE —36 page, full color booklet showing how Perrygraf Slide-Charts 
can work for you. 122 case histories. Write for free copy. 


PERRYGRAF CORPORATION 


1500-F Madison Street, Maywood, Illinois 
150-F South Barrington Avenue, Los Angeles 49, Calif. 


Sales Offices in Principal Cities 
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Wellman ‘MacDonald McCarren 


HOLIDAY | 


1 : 


HOLIDAY SIGNPOST—A genuine traffic signal in the Detroit Metropoli- 
tan airport concourse dramatizes a new Holiday survey which shows 
that its readers buy more automobiles per family than any other 
magazine reading group. The signal flashes the figures 33.8 and 
28.2, the former representing percentage of Holiday families who 
bought at least one new car in 1959 and the latter the percentage 
who bought new autos during the earlier recession period. Viewing 
the exhibit are Joseph E. Wellman, president of the Detroit Termi- 
nals Advertising Co.; Archie MacDonald, safety officer at the air- 


port; and Kenneth G. McCarren, 


manager of Holiday’s Detroit ad 


sales office. 


the Gulf Coast. 


e In a departure from the usual 
sales luncheon, KQV, Pittsburgh, 
and its representative, Adam Young 
Inc., recently hosted a luncheon 
for 30 baseball-minded media peo- 
ple. Pie Trainor, former Pittsburgh 
Pirates ballplayer, now with KQV, 
was the guest of honor. 


e For the first time in the 133 
years it has been published, the 
Journal of Commerce carried a 
four-color insert in its May 11 is- 
sue. The insert, sponsored by En- 
jay Co., was fed on continuous 
rolls into the Journal of Commerce 
when the issue was printed. 


e Modern Converter, business pa- 
per serving the foil, film and paper 
converting industry, will be 


stepped up to a twice-monthly be- 
ginning in July. 


e A Coronet ad-merchandising 
brochure aimed at increasing the 
magazine’s liquor advertising pages 
features Manny Hoffman, general 
handyman and bartender at the 
magazine’s suite in New York. 


e KFVS-TV, Cape Girardeau, Mo., 
has begun construction on its new 
tv tower, which will rise 1,676’ 
above ground. 


e Nevada State Journal, Reno, ran 
a 16-page section in its April 24 
issue announcing the opening of 
the Gazette-Journal Bldg. 


|e Former President Harry S. Tru- 
|man recently visited Broadcast 
House, in Washington, D.C., to 


Advertising Age, May 16, 1960 


| view a WTOP-TYV historical docu- 
|mentary, “VE Plus Ten,” which 
|presented many of the architects 
jof the Allied victory in Europe, 

who reflected on their role in the 
|war and evaluated world condi- 
tions ten years later. The film was 
| originally shown in 1955. 


|@ A “Parade 1960 Family Vacation 
| Saatde & Map,” listing 100 sights 
in the U.S. that no visitor should 
| fail to see, is available for $1 from 
|Parade, Box 47£, Vept. 18, Radio 
| City Station, New York 19. Includ- 
|ed with the book and map are tick- 
‘ets to 12 attractions in the U.S. with 
\a potential cash value of $35. 


be The United Press International 
recently awarded the news depart- 
/ment of WFAA-TV, Dallas, a spe- 
| cial award for “achievement and 
|enterprise in 1960” for its “dra- 
matic and complete television 
coverage in May 1959, of the gun- 
man who held several persons cap- 
tive overnight in their residential 
section of the city.” 


e The Young Catholic Messenger, 
Dayton, O., celebrated its 75th an- 
niversary with a special anniver- 
sary booklet telling the story of 
the publication. 


e The Denver Post won first place 
awards in all three categories in 
the 1959-’60 newspaper comics 
promotion contests sponsored by 
the Newspaper Comics Council. 


e Department of New Laurels: 

For the first six months of 1960 
Parents’ Magazine’s national edi- 
tion will carry 382.68 pages of ad- 
vertising with a gross revenue of 
$3,827,089. This is a 13% gain in 
number of pages of advertising 
and an 18.3% increase in dollars 
over the same period in 1959. 

Net profit of McCall Corp. for 
the first three months of 1960 in- 
creased to $608,574 or 91¢ per 
share as compared to $595,673 or 
89¢ per share in 1959. Net sales 
of $22,379,051 for the first three 
months of 1960 were at an alltime 
high and showed a 20% increase 
over the $18,618,712 registered for 
the same period of the previous 
year. 

Your New Baby will carry 113.- 
82 pages of advertising, with a 
gross revenue of $423,063, during 
the first six months of 1960. This 
represents a 13% gain in num- 
ber of advertising pages and a 
| 20.5% gain in revenue over the 
|corresponding 1959 period. + 


This man is “Ready-to-Buy” 


Coming soon...a new way to reach 
your most valuable market... 
the people who are “Ready-to-Buy!” 
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WHEN THE FOCUS IS ON FASHION -—rememecer 


The Chicagoans with more money 


O spend...spend more time with the | 


eld 


ti 


CHICAGO DAILY NEWS 


The Chicago Daily News is read by families whose median income furniture too, for that matter. What’s more, the Daily News me- 
is $1070 a year higher than Metropolitan Chicago as a whole. These dian adult reader spends at least 35°% more time with his paper 
are the people who spend more on fashions...and on food and than readers of the other Chicago dailies. 
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Joe Lowe to Launch Push 
for Popsicles May 31 

Joe Lowe Corp., New York, will 
promote Popsicles in a four-week 
spot tv campaign on kid shows in 
112 markets, beginning May 31. 
The schedule will include about 
30 60-second and 10-second spots 
per market. Joe Lowe Corp. also 
will use outdoor advertising in 
more than 300 markets and comics 
sections in about 80 newspapers. 
Gardner Advertising Co. is the 
agency. 


‘McCall's’ Names Frankel 
McCall Corp., New York, has 
appointed Stanley A. Frankel a vp 
and assistant to the publisher of 
McCall’s, a new post. Mr. Frankel, 
with the company since 1958, was 
formerly assistant to the president. 


"RD’ in Canada Boosts Two 

A. J. Conduit, advertising direc- 
tor of the Reader’s Digest Assn. 
(Canada), Montreal, and R. T. 
Holroyd, circulation director, have 
been elected vps. 


SIG HOLDERS 


for TRUCKS 


TRANSIT BUS STYLE FRAMES 
for changeable copy PHOTO | 
ADVERTISING CARDS > FREE Aisun_ 
THE YARDER MANUFACTURING co. | 


724 Phillips Ave. GReenwod4-5471 Toledo 12,Ohle 


Top 100 TV Advertisers 


Rank 


SY MPNOWAYN= 


31. 


Network and Spot Totals for 1959 
Gross Time Cost Only 


Company Total TV 
Procter & Gamble .................... $95,340,352 
SRR TERI, - cccitsccsenciacenesnocedinis 46,853,895 
American Home Products ........ 38,767,078 
Colgate-Palmolive ............cc0000 36,358,414 
ED IONE <cickscccitisnienssescstuns 35,489,721 
General Motors 
R. J. Reynolds Tobacco ............ 20,376,277 
INE ~cunsedacclahadinineonsseanse 20,361,357 
Adell Chemical ........... 18,132,030 
Brown & Williamson ................ 17,845,593 
Pe CIEE Bi Gs ccccinvcnnssevccnaset 17,002,728 
I TI ocsacicccsocicccssersnnne 16,636,373 
a i SE Se Se ae ee 16,387,524 
a en a 16,156,947 
Miles Laboratories .................... 15,251,345 
Liggett & Myers .........cccccceeereees 14,540,097 
EI Sc: -sioisiassrincrecnnnenemivcion’ 13,442,861 
American Tobacco ..................+- 13,348,880 
IIIT ciccdnisntpecensasonnass 13,053,414 
Ee 12,999,287 
PR CIID: sicictecinssnctsneticrceisnian 12,982,348 
Continental Baking ............00+ 11,582,615 
Pharmaceuticals  ................ccce00e- 11,077,037 
MEE ID, ccteveecssincoesssooncsihi 10,496,356 
IE. III, ccissccsiesscccacenses 10,389,650 
National Biscuit ....................0 9,730,022 
GN II secicececersnsssccsossee 8,942,365 
Corn Products Refining ............ 8,747,887 
S. C. Johnsen & SOR ..00.0005.::.... 8,224,585 
National Dairy Products .......... 7,841,357 
IE BI a de ncssthceripccicntscpsectae 7,500,964 


Spot TV 

$45,046,800 
14,118,940 
10,657,620 
13,879,890 
14,599,400 
1,370,030 
4,252,450 
7,744,650 
18,132,030 
9,252,640 


4,177,170 
3,660,910 
2,745,350 
3,237,710 
7,830,830 
2,948,590 
5,988,600 
3,467,440 
10,690,620 
951,000 


4,387,270 
10,806,480 
418,050 
989,090 


3,284,050 


Network TV 
$50,293,552 
32,734,955 
28,109,458 
22,478,524 
20,890,321 
20,021,744 
16,123,827 
12,616,707 


8,592,953 


12,825,558 
12,975,463 
13,642,174 
12,919,237 
7,420,515 
11,591,507 
7,454,261 
9,881,440 
2,362,794 
12,048,187 


8,595,078 
776,135 
10,658,987 
9,507,266 
6,254,610 
7,599,142 
5,468,065 
4,521,697 
7,125,705 
6,395,377 


4,216,914 


eo. * 


Accredited Home Newspope 
RATER DATA GUIDE EZ) 


It's A Bull's Eye Everytime 


of AHNA’s 1960 Rate & Data 
Guide . . . 44 pages of useful 
information on the nation’s top 
community and shopping news- 
papers. 


NEWSPAPERS FOUND BEST FOR FOOD ADS 


A message of importance to newspaper spacebuyers 


_ Newspapers are the best medium for food advertis- 
ing, the U.S. Department of Agriculture has certified 
after experience surveys which covered 40 states. 


“The printed word can be read, reread, clipped and 


filed . . 


. it commands more authority than casual state- 


ments on radio and television,” the report asserted. 
The best printed medium for food advertising is the 
AHNA newspaper which is truly an “invited” guest into 
thousands of homes each week; awaited eagerly by the 
housewife to be used as her food shopping guide. AHNA 
newspapers enjoy an appreciative and responsive audi- 


ence where food sales begin . . 


Accredited Home Newspapers 


OF AMERICA, INC. 


. in the home. 


1706 Rhode Island Avenue, N.W. 
Washington 6,D.C. e District 7-4618 


141 East 44th St. 
New York 17, N.Y. e MUrray Hill 2-8273 


Advertising Age, May 16, 1960 


| Rank Company Total TV 
32. International Latex .................. 7,381,340 
i IIR. Sicciphcincnsesitaconciincthibeleiens 6,934,594 
34. Texaco 6,848,210 
SO. FERS  acsstieiresntne 6,675,537 
36. Generel Glectvic ......0:..0scccccesss 6,473,224 
37. Ralston-Purina 6,222,860 
SR. Ga RID okcnadeentctssesentin 6,125,682 
al ee 5,890,528 
40. American Chicle ...........00000 5,828,120 
, a RE RE 5,767,735 
42. Beech-Nut Life Savers .............. 5,476,210 
43. Texize Chemical 5,360,900 
44. Campbell Soup. ....................0.00. 5,258,735 
45. Drug Research Corp. ................ 5,196,249 
46. Westinghouse Electric 5,166,205 
47. Dw Pont 5,165,744 
BR IE  srccntcciscsicnnies 5,112,346 
PGR RI cei cctancttintinrucens 4,669,746 
. Cal ox. 4,562,151 


52. Borden 


54. Block Drug ............. 
55. Anheuser-Busch 


74. Lanolin Plus 


56. Radio Corp. of Americe ............ 3,967,716 
57. Coca-Cola Co. & Bottlers ........ 3,943,140 
58. United Merchants 

& Manufacturers ..........00000000 3,840,970 
59. Prudential Insurance ... 3,776,169 
Ge BM. Ge & Gee vscectertcccrenene 3,722,440 
61. Falstaff Brewing .............0c008 3,695,939 
62. Chesebrough-Ponds .................... 3,691,519 
es WE i enrcctioniveses 3,677,040 
64. Kaiser Industries ...............0..0. 3,672,894 
65. Helene Curtis Industries .......... 3,520,372 
66. Ford Motor Co. Dealers ............ 3,438,840 
GE. TIER scsnerviceserscsssnssicons 3,291,632 
ET | eS eee en 3,274,480 
69. Jos. E. Schlitz Brewing ............ 3,260,557 
ek IN Se sci Biescsiccntics 3,225,438 
71. Joh GB PRIOR enssicccssccncees 3,169,915 
72. Reynolds Metals .............ccccee0 3,141,630 
EE ee 3,128,964 


Coming soon...a new way to reach 
your most valuable market... 


Fi ”" 


the people who are “Ready-to-Buy!” 


Ba Pte Pee pnd y. tere Oe fag big et Sevan ot 
RAPS a= SG Beg oe SOREN, Agena tras 


97. Pet Milk 
3. ere 
99. Associated Products 
I IOI ie sieniesssonsnessecenuens 


and N. C. Rorabaugh Co. 


Rank Brand and Company 
1. Lestoil (Adell) 
Kellogg Cereals 


3. Anacin (American Home Products) .... 
4. Dristan (American Home Products) .... 
a. UL Ree eee 
6. Alka-Seltzer (Miles) ......... 
7 
8 


Colgate Dental Cream 

. Post Cereals (General Foods) 
9. Maxwell House Coffee (General Foods) 
10. Tide (Procter & Gamble) .................... 
11. Viceroy (Brown & Williamson) 
12. Bufferin (Bristol-Myers) 
13. Mr. Clean (P&G) 
14. Duncan Hines (P&G) 
15. Gleem (P&G) 
16. Ford 
17. Chevrolet 
18. Winston (R. J. Reynolds) ............. 
19. Bayer Aspirin (Sterling Drug) 
20. Salem (R. J. Reynolds) 
21. L&M (Liggett & Myers) 
22. Cheer (P&G)......... 
23. Camel (R. J. Reynolds) 
24. Phillies Cigars (Bayuk) .............. 
25. Pall Mall (American Tobacco) 


FD. PI GAIT cceccesvcsrescionsensese 2,998,265 
Se RS eee 2,997 457 
77. B. T. Babbitt .. 2,992,150 
78. Pepsi-Cola Co. & Bottlers .......... 2,984,590 
os RE 2,973,344 
80. Andrew Jergens ©0000... 2,923,670 
81. National Grape Cooperative .. 2,923,290 
82. Sears, Roebuck & Co. ................ 2,912,411 
83. Wesson Oil & Snow Drift ........ 2,883,440 
84. H. J. Heinz 2,875,530 
es. PR TERENAS. sccveccosvessvessnnsnsssveneen 2,769,580 
86. William Wrigley Jr. ............. 2,749,420 
87. Drackett 2,727,260 
88. Carling Brewing... 2,725,717 
RE SII secarevececsssssseserseneiad 2,710,170 
Pe AI, SII icsesdscvscectascckcratbens 2,659,025 
91. Shell Oil 2,563,895 
92. Norwich Pharmacal ................... 2,534,960 
93. Sperry Rand 2,427,951 
94. General Motors Corp. Dealers 2,427,260 
a 8 > eer 2,423,490 
96. Theo. Hamm Brewing 2,422,341 


Total TV 
$17,627,120 
12,932,652 
12,625,422 
10,763,597 
10,190,965 
9,739,847 
9,730,016 
9,566,515 
8,947,275 
8,478,654 
8,361,694 
8,296,755 
7,593,249 
7,494,561 
7,412,812 
7,386,418 
7,326,512 
7,291,902 
6,908,142 
6,900,120 
. 6,568,865 
6,191,661 
6,084,128 
5,983,911 
5,119,201 


Spot TV 
7,381,340 
2,712,080 

649,380 
1,535,130 
278,590 
1,808,340 
162,910 

1,291,160 

2,496,540 


107,470 
636,840 
5,360,900 
492,060 
2,742,900 


2,581,390 


625,730 
2,824,470 
3,115,200 
1,250,630 

343,427 

125,880 
3,567,960 


3,840,970 


3,722,440 


2,061,370 
1,419,880 
3,677,040 


1,787,350 
3,438,840 


48,660 
1,850,150 
584,590 


168,800 
123,090 
827,170 
3,047,290 


1,348,040 
2,992,150 
2,984,590 
2,198,650 
2,923,670 


2,601,350 
947,720 
2,883,440 
28,040 
2,769,580 
2,749,420 
252,480 
2,395,710 
2,710,170 
1,403,850 


2,451,710 
2,534,960 


2,427,260 
2,423,490 
1,821,880 


823,010 
1,956,140 
2,213,820 


Spot TV 
$17,627,120 
5,953,660 
2,686,880 
3,542,570 
2,859,230 
5,729,760 
3,629,920 
3,106,540 
6,082,340 
1,767,160 
3,125,610 
2,907,470 
5,796,130 


Network TV 


4,222,514 
6,198,830 
5,140,407 
6,194,634 
4,414,520 
5,962,772 
4,599,368 
3,331,580 


5,660,265 
4,839,370 


4,766,675 
2,453,349 
5,166,205 
4,684,494 
4,100,596 
2,810,056 
1,980,761 


3,912,921 
1,626,436 
1,272,741 
2,866,572 
3,649,070 
3,841,836 

375,180 


3,776,169 


1,634,569 
2,271,639 


3,672,894 
1,733,022 


3,291,632 
3,225,820 
1,410,407 
2,640,848 


3,001,115 
3,018,540 
2,301,794 


2,998,265 
1,649,417 


774,694 


321,940 
1,964,691 


2,847,490 


2,474,780 
330,007 


1,255,175 
112,185 


2,427,951 


600,461 
2,327,620 
1,492,450 

260,490 


Source: TvB figures from Leading National Advertisers-Broadcast Advertisers Reports 


Top 25 Brands Advertised on TV: 1959 


Gross Time Cost Only 


Network TV 


6,978,992 
9,938,542 
7,221,027 
7,331,735 
4,010,087 
6,100,096 
6,459,975 
2,864,935 
6,711,494 
5,236,084 
5,389,285 
1,797,119 

285,391 


5,878,421 
4,098,601 


Source: TvB figures from N. C. Rorabaugh Co. and Leading National Advertisers- 
Broadcast Advertisers Reports. 
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“In my long business experience, I have found that if you believe in your product, it is easy to sell it. 
I certainly believe in the future of North Carolina.’’—Luther H. Hodges, Governor. 


‘Advertising helped us sell 
North Carolina successfully.” 


“During the past five years, my administration have already achieved in industrial development 

has done everything it could to promote the in- and growth. 

dustrial development of North Carolina. ‘“‘We’ve used many leading business publications 
“We have a remarkable story to tell in history, like McGraw-Hill’s to tell our story. And since 

resources, people and economic potential—and I our industrial growth during this period has 

am convinced that our state advertising program __ broken all records, we expect advertising to re- 

has played a vital part in the excellent results we main an essential tool in our future.” 


«=. McGraw-Hill 


? 46 


= 
— + ew we eS ae 8s OR SS 
McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36,N. Y. 


More than one million key men in business and industry pay to read McGraw-Hill publications. 
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Arthur C. Mayer 


Walter Guild 


Be 


Draper Daniels 


Ernest A. Jones 


Kay Daly 


Harry W. McMahan 


Stephen Baker 


James S. Fish 
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General view of participants in 1959 Summer Workshop at Palmer House, Chicago, where Grand Ballroom was set up as “schoolroom” for mamy sessions. 


Register NOW for the Greatest 


Creative Advertising Event of 1960 


Third Annual “Advertising Age’? Summer Workshop for Creative Advertising People to be Held 
Aug. 2 to 5. Sessions at Palmer House, Chicago, Which Drew Capacity Attendance Last Year, 


Expected to Be Sell-Out Again. Early Registration Strongly Urged. 


In two short years, the Advertising Age Summer 
Workshop on Creativity in Advertising has won ac- 
claim as the most important creative event in the 
advertising field. 


The Workshop is not a convention. It is not con- 
cerned with media, or with public relations, or how 
to get new business. It is designed as a once-a-year 
opportunity for mature, knowledgeable advertising 
people to discuss the making of advertising in all 
media, both print and broadcast—to learn what's 
new, to foregather with acknowledged leaders in the 
field, to swap ideas and know-how with other crea- 
tive people, to participate in exciting creative exper- 
iments and demonstrations. 


The Workshop is not play. It is three days of 
concentrated listening, watching and doing. But it 
can be exciting, challenging, rewarding—and fun too. 


Editor Bernstein, Prof. Britt 
in Charge; Experts Comprise Faculty 


This year’s Third Annual Workshop will be held 
at the Palmer House, Chicago (completely air condi- 


tioned ), beginning the evening of Tuesday, Aug. 2, 
and ending in mid-afternoon Friday, Aug. 5. As in 
previous years, the Workshop is under the general 
supervision of S. R. Bernstein, editorial director of 
Advertising Age, and will be conducted under the 
personal direction of Dr. Steuart Henderson Britt, 
professor of marketing and advertising at North- 
western University and former agency vice-president. 


The “faculty” is a real Big League Team, repre- 
senting an impressive aggregation of creative adver- 
tising talent in both print and broadcast fields. (See 
details of the sessions on the facing page.) Not only 
are the big, impressive names in advertising repre- 
sented here, but special efforts have been made to 
enlist the creative talents of outstanding men and 
women with smaller organizations who are especially 
successful in meeting the particular problems posed 
by limited budgets. 


Ad Managers, Other Admen 
Can Reap Benefits 


The Workshop discusses creative problems only 
and therefore is of great interest and value to copy- 


“Best Thing I Ever Did!” 


MOST VALUABLE EVER — "! felt 


Says Workshop Participant 


last year’s meeting was without a 
doubt the most valuable gathering 
I have ever attended.”"—Eugene E. 
Young, Wisconsin Power and Light 
Company, Madison. 


WOULDN'T MISS IT— "After the 
fine job you did last year, I would- 
n't miss the next one for all the tea 
in China.”—Wesley Aves, Aves, 
Shaw & Ring Inc., Grand Rapids, 
Mich. 


PUT BENEFITS TO WORK—'' felt 
that we gained some tremendous 
benefits that were put immediately 
to work in our own advertising ac- 
tivity.” — Robert D. Bischoff, State 
Farm Mutual Automobile Insurance 
Company, Bloomington, Ill. 


BEYOND EXPECTATIONS—"! thor- 
oughly enjoyed the program and 
found it informative beyond my ex- 
pectations. The educational value 
to me cannot be measured in time 
or expense expended in order for 
me to attend .. . If all advertising 
produced by our industry would do 
for the advertiser what the Crea- 
tive Workshop did for me, then our 
efforts would certainly be success- 
ful and criticism would be reduced 
to a minimum.”—Charles J. Prince, 
D'Arcy Advertising Company, St. 
Louis. ‘ 


TREMENDOUS SUCCESS — Your 
efforts were rewarded with a tre- 
mendous success. This is not only 
my opinion but that of many peo- 


ple to whom I have talked. Con- 
gratulations! . . . I am looking for- 
ward to next year’s Workshop.”"— 
Otis Winegar, Knox Reeves Adver- 
tising Inc., Minneapolis. 


MOST STIMULATING—'"! felt that 
the Workshop was one of the most 
stimulating and rewarding func- 
tions I have attended this year.”— 
Ed. C. Bartlett, The B. F. Goodrich 
Company, Akron. 


INSPIRING—F ASCINATING—"My 
sincere thanks for the most inspir- 
ing creative advertising session I 
ever attended. It was fascinating. 
You can count on me for next year.” 
—George W. Doyne, Doyne Adver- 
tising Agency, Nashville. 
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writers, art directors, radio and tv commercial pro- 
ducers, etc. But past Workshops have shown that 
advertising managers, promotion directors, brand 
managers, account executives and others who may 
not actually write advertising, but who are required 
to judge the value of advertising, can also benefit 
enormously from the reviews of current advertising, 
the criticisms and comments, and the idea-sessions 
which feature the Workshop. At previous Work- 
shops, almost one-half the attendance has consisted 
of advertising managers, product managers, and 
others whose primary function is not the actual 
production of advertisements. 


All-inclusive Fee Covers 
Meals and Materials 


Total cost of the Creative Advertising Workshop 
is $110 per participant. This fee covers all sessions, 
five meals (three luncheons, two dinners), and a 
Creative Advertising Workbook which will include 
reproductions in large size of printed advertisements 
which are discussed, identification material on radio 
and television material presented, summaries of all 
speeches and discussions and space for participants’ 
notes—enabling Workshop participants to carry back 
with them as detailed a summary of the sessions as 
they care to develop. 


Make Reservations Now 
to Insure Acceptance 


The first Summer Workshop attracted approxi- 
mately 350 people, when 150 to 200 were expected, 
so that facilities were taxed to the limit. Last year 
sessions were moved to the Palmer House’s Grand 
Ballroom and Red Lacquer Room, two of the largest 
rooms in Chicago, but an increase of more than 125 
participants again stretched facilities to near-capacity 
levels. 

Only 500 can be accommodated; last- year 475 
attended. So it is essential to get reservations in early 


to assure a place. Reservations are cancellable and 
fees returnable until July 15. 


Mail the coupon today. 
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Idea-Filled Sessions Will 


Recharge Your Creative Batteries 


The Workshop starts Tuesday evening, Aug. 2, 
with registration and an informal get-together of 
participants starting at 5 p.m. The first formal ses- 
sion is at 8 p.m. Arthur C. Mayer, copy chief of 
Hicks & Greist, New York, is gathering the “year’s 
best” radio commercials, tv films and print ads from 
smaller agencies all over the country. He will show 
the pick of the crop, analyzing the problem and the 
sales results, to demonstrate that “You Don’t Need 
Big Billings to Produce Really Big Ideas.” 


Much exciting and unusual advertising has been 
coming from the West Coast. First thing Wednes- 
day morning, Aug. 3, Walter Guild of Guild, Bas- 
com & Bonfigli, San Francisco, whose agency turns 
out off-beat advertising for such clients as Skippy 
peanut butter, Ralston cereals and Rival dog food, 
will discuss what it takes to make off-beat advertising 
really sell. . 


Review 100 Print Ads 


The remainder of Wednesday will be devoted to 
a review and analysis of “The 100 Notable Ad Cam- 
paigns of 1960,” under the general direction of 
Draper Daniels, executive vice-president in charge 
of creative services of Leo Burnett Co. Under his 
direction, a panel of leading creative directors from 
coast to coast will select 100 notable advertising 
campaigns of 1960. Each of the examples will be re- 
produced, in large size, in the workbook supplied to 
each Workshop participant. The ads will also be 
shown on a screen, with background information on 
the campaign of which they are a part, and partici- 
pants will be asked to score each ad for general 
excellence. 


The panel of creative directors selecting the ads 
to be discussed and voted on is composed of: 


Mrs. Jackie Agnew West, vice-president and copy super- 
visor, Cunningham & Walsh, New York. James F. Egan, 
senior vice-presicent in charge of creative services, Doherty, 
Clifford, Steers & Shenfield, New York. Mary E. O'Meara, 
vice-president, Young & Rubicam, New York. Howard 
Shank, vice-president, Grey Advertising Agency, New York. 
Whit Hobbs, associate copy director, Batten, Barton, Dur- 
stine & Osborn, New York. Mrs. Phyllis K. Robinson, vice- 
president, Doyle Dane Bernbach, New York. Robert T. 
Colwell, vice-president, J. Walter Thompson Co., New 
York. Barrett Brady, senior vice-president and copy director, 
Kenyon & Eckhardt, New York. Ernest W. Eversz, vice- 
president, Foote, Cone & Belding, Chicago. Albert A. Klatt, 
vice-president, Needham, Louis & Brorby, Chicago, James 
C. Nelson Jr., vice-president and copy chief, radio and tv 
director, Hoeffer, Dieterick & Brown, San Francisco. 
Howard L. Gossage, executive vice-president, Weiner & 
Gossage, San Francisco. Walter B. Booth, vice-president, 
Campbell-Ewald Co., Detroit. William L. Spencer, vice- 
president, Gardner Advertising Co., St. Louis. William D. 
Tyler, executive vice-president, Benton & Bowles, New 
York. Everett’D. Biddle, president, Biddle Co., Bloomington, 
Ill. James H. Henderson, president, Henderson Advertising 
Agency, Greenville, S. C. Wilson A. Shelton, senior vice- 
president in charge of creative dept., Compton Advertis- 
ing, New York. Kay Daly, vice-president, Norman, Craig & 
Kummel, New York. Donald G. Calhoun, vice-president, 
McCann-Erickson, New York. David F. Bascom, chairman, 
Guild, Bascom & Bonfigli, San Francisco. Edward G. Zern, 
vice-president, Geyer, Morey, Madden & Ballard, New 
York. Jeremy Gury, senior vice-president in charge of cre- 
ative operations, Ted Bates & Co., New York. 


Hold Workshop Sessions 


Following lunch (all meals are speaker-free, 
“mingling” sessions) participants will break into 
five workshop groups, each with a discussion leader, 
to analyze and review 20 of the ads for approach, 
headline, layout, copy, etc. Workshop discussion 
leaders will be Ernest A. Jones, president, Mac- 
Manus John & Adams, Bloomfield Hills, Mich.; Ray 
Mithun, president, Campbell-Mithun, Minneapolis; 
Wm. A. Marsteller; chairman, Marsteller, Rickard, 
Gebhardt & Reed, Chicago; Fairfax M. Cone, ex- 
ecutive committee chairman, Foote, Cone & Belding, 


Chicago; and Chester L. Posey, vice-president and 
manager, McCann-Erickson, Chicago. 


In an unusual panel, four important buyers of 
advertising will discuss the top campaigns of the 
year from their viewpoint. Panel members will be 
Franklin J. Lunding, chairman, Jewel Tea Co.; 
James S. Fish, vice-president and director of adver- 
tising, General Mills; William R. Farrell, director 
of marketing services, Monsanto Chemical Co.; Ray 
Weber, advertising director, Swift & Co. 


Wednesday evening, John D. Yeck of Yeck & 
Yeck Advertising Agency and Sales Counsel, Dayton, 
O., will lead a discussion and demonstration—with 
audience participation—on “How to Get Profitable 
Ideas.” He'll show a step-by-step procedure for idea 
development, and demonstrate how it works. 


. ae a 


Sal 


View of the stage at audience studio of WGN-TV as 1959 
Summer Workshop participants witnessed afternoon of 
demonstrations on production of commercials. 


Discuss Broadcast Ads 


Thursday, Aug. 4, will start off with a pungent 
discussion of advertising by Hal Stebbins, president 
of Hal Stebbins Inc., Los Angeles, and Printers’ Ink 
columnist. He calls it “Brave Bulls and Sacred Cows” 
and it’s guaranteed to stir the creative blood. 


Then the Workshop will turn directly to broad- 
casting with a critical review of current television 
commercials, by a panel of authorities headed by 
Harry Wayne McMahan, ADVERTISING AGE col- 
umnist, tv consultant and former agency tv director. 
On his panel will be Edgar Kobak, New York 
management consultant, former network head, radio 
station owner; E. H. Lotspeich, associate manager 
of advertising production for Procter & Gamble; 
Douglas L. Smith, director of advertising and mer- 
chandising, S. C. Johnson & Son, Racine; and Bea 
Adams, vice-president, Gardner Advertising Co., 
St. Louis. 


Thursday afternoon all Workshop participants 
will be transported to the studios of Fred A. Niles 
Productions, for an afternoon of 
actual practice and demonstration 
of television commercial produc- | 
tion techniques and ideas. Under 
the general direction of Hooper 
White, commercials production 
manager, Leo Burnett Co, New 
York, the demonstrations will start 
with three versions of “This Is the 


president in charge of tv commercial department, 
Leo Burnett Co., Chicago; and Marvin Rothenberg, 


vice-president in charge of production, MPO, New 
York. 


Following a demonstration on “How Long Should 
a TV Commercial Be?”, by Arthur Zapel Jr., tv 
group head, J. Walter Thompson Co., Chicago, a 
special crew from Video Tape Center, New York, 
will demonstrate “Planning and Producing a Com- 
mercial Idea on Videotape . . . From Storyboard to 
Show Time.” This is a behind-the-scenes look at the 
pre-preparation and final taping of a commercial 
idea, with lots of examples of the right and wrong 
ways to use tape and film. 


Fare for the Ears 


Back Thursday evening to the Palmer House for 
dinner and a highlight of the Workshop—"Listen- 
ing With Two Ears,” a discussion with all kinds of 
examples, of the use of music in radio and television 
selling, by a famous name in music—Mitch Miller 
of Columbia Records, critic, music commentator, and 


vocal exponent of the power of properly propor- 
tioned sound. 


Friday morning, Aug. 5, will start off with another 
exciting demonstration of sound-in-selling ... “A 
Lyrical Approach to TV-Radio Creation,” featuring 


p----n----- ---------- 


Name (please print or type) 


the team of Kenneth C. T. Snyder, vice-president 
and tv-radio creative director of Needham, Louis & 
Brorby, Los Angeles, and Jack Fascinato, famous 
music-man and composer whose television experi- 
ence goes "way back to the very early days of Kukla, 
Fran & Ollie. Working right out on our stage, prob- 
ably with audience help, this team will develop 
jingles and musical approaches to advertising prob- 
lems right on the spot, demonstrating their ideas of 
fitness, sales effectiveness and appropriateness. 


How I Would Have Done It 


The Workshop will come to an end Friday after- 
noon, Aug. 5, after two extremely important and 
valuable discussions of how to improve advertising. 


The famed Creative Man, whose “Corner” has 
been appearing in Advertising Age for more than 
15 years, will tackle “The Worst Ads of 1960,” a 
critical review of current ad campaigns which he 
considers bad or ineffective advertising. He will 
name names and give reasons for his choices. 


Stephen Baker, vice-president and senior art 
director of Cunningham & Walsh, New York, will 
wind up the Workshop with a thoughtful discussion 
of advertising art and layout, including a dozen or so 
examples of currently appearing advertising whose 
layouts and art treatments he would like to change. 
He will show the treatments he thinks would have 
been more interesting or effective in his discussion 
of “This Is the Way I Would Have Done These Ads.” 


In between times, at speaker-free luncheons, din- 
ners and informal get-togethers, Workshop partici- 
pants will meet people of similar stature, with sim- 
ilar problems, from all areas of advertising and from 
all sections of the country, for three days of stimulat- 
ing, idea-filled discussion. 
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Kenneth C. T. Snyder 


Hal Stebbins 
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Gordon Webber 
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Hooper White 


William R. Farrell 
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Enroll me for the ADVERTISING AGE SUMMER WORKSHOP ON CREATIVITY 
IN ADVERTISING, Aug. 2 to 5. My check for $110, covering complete registra- 
tion fee, including attendance and participation in all meetings and the cost 
of three luncheons and two dinners on Aug. 3, 4 and 5, is enclosed. (Or bill 
me [_]; bill my company [}). 


Way Id Sell It on Television.” Title 
Starting with a specific sales prob- Company 
lem, three outstanding admen will 

Address. 


demonstrate’their solutions: Gor- 
don Webber, vice-president, di- 
rector of broadcast commercial 
production, Benton & Bowles, 
New York; Don Tennant, vice- 


EE 


STREET CITY 


MAKE YOUR CHECK PAYABLE TO SUMMER WORKSHOPS, AND MAIL TO 
SUMMER WORKSHOPS, c/o Advertising Age, 200 E. Illinois St., Chicago 11, Ill. 


CI 


ZONE 


If you want information and reservation forms for the 
Palmer House during the Workshop, check here 


STATE 
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BBC Scores Smashing Success wit 


Telecast Coverage of Royal Wedding 


Radio, TV Networks Reap 
Financial Harvest as 
Advertisers Stand in Line 


New York, May 12—The odds 
are that honors for the television 
spectacular of the year will go to 
Princess Margaret, Antony Arm- 
strong-Jones and the _ British 
Broadcasting Corp. 

The principals in the May 6 
royal wedding, seen around the 
world by an estimated 300,000,000 
viewers, couldn’t have been better 
had they been cast by J. Arthur 
Rank. They inspired superb cam- | 
era work and direction on the part | 
of the BBC staff, which provided | 
much of the tape and film footage 
for worldwide circulation. 

Only the BBC cameras were 
permitted inside Westminster Ab- 
bey for the actual ceremonies, 
though the commercial British 
telecasters and U. S. and other 
companies had their own cameras 
at points outside the abbey. 


@ Never has tv’s constantly im- 
proving speed in this age of jet 
planes and fast tape machines 
been more dramatically demon- 
strated. Thanks to a jet assist 
from Canadian Broadcasting Corp., 


Business Paper Ad 
Volume Rose 4% in 
April, ‘IM’ Reports 


Curcaco, May 10—Ad volume 
is up 3.9% for the first four 
months of this year compared with 
the same 1959 period for the 350 
business publications which report 
their ad page volume to Industrial 
Marketing. April volume for these 
publications is up 4.2% over last 
year’s figure. 

Leading all industry groups are 
publications in the farm equip- 
ment and supplies division, which 
posted an 11% page gain this 
month over April, 1959. On a year- 
to-date basis, however, the same 
publications are down 1.1%. 

In the transportation field, 33 
publications reported the second 
highest monthly gain, with a 
10.2% increase over April, 1959, 
volume. In the year-to-date col- 
umn, these publications rank first, 
with an 8% gain over the total 
pages they reported for the first 
four months of 1959. 

Export-import publications— 
represented by 22 business papers 
—showed an 8.7% page increase 
for April this year, compared with 
the same month last year, but on a 
year-to-date basis they are still 
1.8% under the four-month total 
for 1959. 


® Manufacturing industries pub- 
lications are in second place for 
year-to-date gains, with 126 pub- 
lications collectively reporting vol- 
ume 6.8% higher than the four- 
month figure for 1959. 
publications’ April, 1960, volume is 
5.5% higher than last year. 
Institutional market publica- 
tions’ collective April page volume 
is 6.6% up this month over April, 
59. Construction industries pub- 


These | 


the tapes of the wedding, con- 
verted for telecasting on the Cana- 
dian and U. S. systems, were in 
Canada a few hours after the 
start of the carriages from Clar- 
ence House ana Buckingham Pal- 


Now -Lowe Brothers makes house painting 
easy as wall painting with 
NEW 
LATEX 


HOUSE Paint 
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ace. From Canada, the tapes were | 


immediately fed to this country. 
NBC helped speed the tv record 
of the wedding to Australia by 
way of California. 
Later ABC, CBS and NBC flew 
in their own tapes from London. 
The BBC coverage was fed di- 


rect via the Eurovision link to) 


stations in Austria, Belgium, Den- 
mark, Finland, France, West Ger- 
many, Italy, Luxembourg, Monte 
Carlo, Netherlands, 
Sweden and Switzerland. Film 
versions were flown to Hong Kong 
and Nigeria and other distant 
points. 


# Fast as tv was, radio was first 
with the coverage in North Amer- 
ica and other points still too dis- 
tant for a direct workable tv hook- 
up with London. Despite the early 
hour—approximately 5:30 a.m., 
EDT—some U. S. stations broad- 
cast the wedding as it took place, 
again courtesy of the BBC. It was 
the biggest radio broadcast from 
London since the coronation of 
Princess Margaret’s sister as 
Queen Elizabeth II. 

From every point of view the 
wedding was a huge radio-tv hit 
in this country. It was an effective 
lure for advertising revenue for 
stations and networks. It was the 
kind of talk maker that broad- 
casters love. And preliminary re- 
ports indicate, as would be ex- 
pected with such a_ headline 
maker, that it was quite a rating 
puller. 

All the major radio and tv net- 
works had sponsors for their cov- 
erage except CBS-TV, which per- 
mitted the stations to sell its 
wedding special on a co-op basis. 
Pepsi-Cola (through Kenyon & 
Eckhardt) presented the ceremony 
and a variety of Princess Margaret 
nuptial features on three radio 
chains—ABC, Mutual and NBC. 
The commercials were built 
around Pepsi’s favorite “Be soci- 
able” theme. Some of what was 
described as strictly soft sell was 
handled by Mary Ann Mobley, a 
former Miss America, who was in 
London to help with the color 


{commentary for the Mutual broad- 


casts. Elgin National Watch Co. 
(J. Walter Thompson Co.) spon- 
sored the ceremony and highlights 
of the wedding pageantry on CBS 
Radio. 


= For network tv the sponsor line- 
up was Yardley (N. W. Ayer & 
Son) on ABC and Frigidaire (Dan- 
cer-Fitzgerald-Sample) on NBC. 
Yardley’s two commercials for the 
30-minute afternoon telecast were 
presented with British restraint. 
There was very little audio— 
about one minute and 10 seconds 
out of three minutes—by an an- 
nouncer with a British accent. 
The commercials began with a 
scene of stately closed doors that 
slowly opened into a long marble 
hall with columns. On four of the 
columns were Yardley’s Red Roses 
perfume, After-Bath Freshener, 


Norway, | 


LATEX—Lowe Bros. Paint Co., Day- 
ton, O., will introduce its new latex 
| house paint with this b&w page ad 
jin the May 21 Saturday Evening 
| Post and the June 27 Life. Kircher, 
Helton & Collett is the agency. 


closing scenes were from a formal 
rose garden. There was no inter- 
ruption of the show. 

The wedding led all the com- 
petition in this late afternoon time 
period, with ABC getting a Trend- 
ex multi-city rating of 10.2, 
against 6.1 for CBS and 4.7 for 
NBC. 


® Frigidaire sponsored portions of 
the early afternoon coverage on 
NBC as well as the full hour this 
network carried in prime night 
time. Dave Garroway provided the 
transitions to these commercials 
as he led into vignettes about the 
featured products and then came 
back to present a few sales points. 

There were four 90-second com- 
mercials on the nighttime program, 
with only two interruptions of the 
hour’s entertainment. As meas- 
ured by Arbitron’s seven-city re- 
port, the wedding was ahead in 
the afternoon time periods. The 
evening score was an impressive 
one, with a rating of 16.1 for the 
first haif-hour against 8.2 for CBS 
and 7.2 for ABC, and 17.1 for the 
second half-hour, against 10.3 for 
CBS and 9.3 for ABC. 

CBS-TV’s late evening wedding 
special was not sold on a network 
basis; the stations were permitted 
to offer it to local and national 
advertisers on a co-op basis. The 
backer on WCBS-TV, New York, 
was Colgate-Palmolive Co. 

So far there have been no com- 
plaints of over-commercialization 
or poor taste against U.S. televi- 
sion’s handling of this event. Tele- 
casters appear to have profited 
from criticism leveled against 
some segments of the industry for 
their coverage of the coronation 
of Queen Elizabeth in 1953. + 


Krause Agency to 
Absorb Lair June | 


MINNEAPOLIS, May 11—Two for- 
mer associates in the Minneapolis 
office of Bruce B. Brewer & Co. 
will merge their agencies June 1, 
it was announced today by Jesse 
Lair and W. A. Krause. 

The new organization will be 
known as W. A. Krause Inc. and 
will have annual billings of close 
js $1,000,000. Mr. Krause will be 
president and Mr. Lair vp. Offices 
will be in the Foshay Tower. 

Mr. Krause formed his own 


‘Nielsen Network TV 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Honea caanen ee Ura pM 
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Two Weeks Ending April 17, 1960 


Homes 
Rank Program (000) 
1 Academy Awards (Academy of Motion Picture Arts 
OB ES RS. ee ee a a 23,911 
2 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 19,978 
3 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) «0.0.0.0... 18,170 
4 Oscar Night in Hollywood (Procter & Gamble, NBC) ................ 15,187 
5 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) ...................-. 15,142 
6 77 Sunset Strip (Several sponsors, ABC) ..............ccc00000 a. 8B07 
7 €d Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) .... 15,052 
8 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 14,916 
9 Price Is Right—8:30 p.m. (Lever Bros., Speidel, NBC) ................ 13,605 
10 Danny Thomas Show (General Foods, CBS) ..............ccc:cccceeeeeeeee 13,560 
PER CENT OF TV HOMES REACHED} 
Homes 
Rank Program (%) 
1 Academy Awards (Academy of Motion Picture Arts 
NIELS HUIELD dchusédedclnpacturcaveinenetiedtancisidiaiiminaininnibedadeciqvestes 53.6 
2 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 44.8 
3. Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............:cccceeeee 41.0 
4 Oscar Night in Hollywood (Procter & Gamble, NBC) ................ 35.8 
BS FF Siedat Sori Gwar GMNGG, BIC) onccscsncscscccccesessccesecevecesesee 34.7 
6 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) 34.4 
7 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) .... 34.1 
8 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 33.6 
9 Price Is Right—8:30 p.m. (Lever Bros., Speidel, NBC) ................ 31.1 
10 Perry Mason Show (Several sponsors, CBS) .........ccccccccccceeeceeeeeees 30.7 
Nielsen Average Audience** 
TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 Academy Awards (Academy of Motion Picture Arts 
Re eS eee Fe 20,430 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .........cccceeee 16,995 
3. Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 16,182 
4 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) .............. 14,148 
5 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) ...................0 13,967 
6 Oscar Night in Hollywood (Procter & Gamble, NBC) ................ 13,424 
7 Danny Thomas Show (General Foods, CBS) ..........ccccccsesseeeeeees 12,556 
8 Price Is Right—8:30 p.m. (Lever Bros., Speidel, NBC) ................ 12,340 
9 77 Sunset Strip (Several sponsors, ABC) ..........cccccccccseessseeeseeeeeeee 12,294 
10 Father Knows Best (Lever Bros., Scott Paper, CBS) «0.0.0.0... 12,249 
PER CENT OF TV HOMES REACHED} 
Homes 
Rank Program (%) 
1 Academy Awards (Academy of Motion Picture Arts 
ie: NR ID « siicssghcaecsnsseabitehanheneanssneneepistiainciuinoscoteidsssatenes 45.8 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...........ccceee 38.4 
3 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 36.3 
4 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 31.9 
5 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) ................. 31.7 
6 Oscar Night in Hollywood (Procter & Gamble, NBC) ................ 31.6 
7 Danny Thomas Show (General Foods, CBS) 28.3 
8 77 Sunset Strip (Several sponsors, ABC) ...........:cccccccccsseeeeseeeeeees 28.3 
9 Price Is Right—8:30 p.m. (Lever Bros., Speidel, NBC) ................ 28.2 
10 Father Knows Best (Lever Bros., Scott Paper, CBS) .................... 27.7 
* Homes reached by all or any part of the program, except for homes viewing only 
one to five minutes. 
**Homes reached during the average minute of the program. 
+ Percented ratings are based on tv homes within reach of station facilities used by each 
program. 
RCA Victor, Budweiser with him, to open his own agency, 
Otter Record-Beer Mug Pack MacLellan Associates, with offices 
RCA Victor, New York, and at 2500 Maryland Ave., Baltimore. 
Anheuser-Busch Co., St. Louis,|4ccounts which Mr. MacLellan 
brewer of Budweiser, have devel- | >rought with him, all of Baltimore, 
oped a joint promotion offering|@™@ Burns & Russell Co.; Flight 
consumers an “everything but the |Refuelling Inc.; Production Ma- 
beer” package containing two chinery Inc., and Wm. G. Wether- 
record albums of Boston Pops/|@ll Inc. James A. Holechek, form- 
classical and contemporary tunes, |¢Tly advertising and pr director of 
plus two beer mugs for $9.98. Flight Refuelling, has been named 
The package is being advertised | @ccount executive. 
by RCA Victor in Esquire, Hi-Fi 
Review, High Fidelity, Saturday |Heiland Uses Insert 
Review of Literature, Schwann,| The Heiland division of Minne- 


|The New York Times, The New 
| Yorker and Time, plus a minute 
‘commercial on NBC-TV’s “Bon- 
lanza.” The record company has 
developed a variety of point of sale 


apolis-Honeywell Regulator Co., 
Denver, used a 36-page four-color 
and b&w insert in the April 
Research/Development to point up 
the applications of its direct-re- 


lications scored a page gain of| 


|agency last September, when the 
5.6% over April, 1959. + | 


| Minneapolis office of Brewer was 
e ‘ m purchased by John W. Forney Inc. 

n Susiness rapers |Principal accounts are Red Star 
April Ad Volume in B Pap | 


Yeast, American Crystal Sugar Co. 


bath soap and Spray Mist. The materials. RCA Victor distributors 


and Budweiser beer wholesalers 
will work together on special pro- 
motions at the local level. The 
national advertising was placed by 


cording Visicorder oscillograph. 
Tool & Armstrong, Denver, agency 
for the division, prepared the in- 
sert. 


April/Volume 4.2% (in pages) over 1959 Year to date/Volume 3.9% (in pages) over 1959 
Page 


ae ret and Schweigert Meat Co. Grey Advertising Agency, which 
—— | oS ee Mr. Lair has operated his own |handles the RCA Victor account. Crisp to Open Consultant 
Transportation 390 3500+ 381+ 102 » wie soa + i + 0 advertising and marketing con-|The Budweiser agency is D’Arcy| Richard D. Crisp, vp and mar- 
Mining ™ © - © — 270 8 — 12 sultant business in Minneapolis} advertising Co. keting director of Guild, Bascom & 
eee aaa +|since September, 1957. A year| Bonfigli, San Francisco, has re- 
aa | K) ‘ssa + +710 ~= earlier he had left Brewer to join| MacLellan Opens Offices signed to reenter the consulting 
Secvices & disinbulion 4769 4056 — le? — 38 Services Sdisiribuion 18872 1e6e2 + 19 + 19 | Teo Burnett Co., Chicago. AtW.A.| G. Richard MacLellan has re-|field. Mr. Crisp will open offices 
instwnional a ES > Krause Inc. he will head a new|signed as vp and account execu-|as the Richard D. Crisp Co. at 
SS Ta0 1i7e + 10a + 87 is is — ~~ 18 non-food consumer products de-|tive of Emery Advertising Corp.,|1126 Broadway, Burlingame, Cal., 
Farm eqpat duuba. 263 os3 + ~~ + 110 Farm eqpmi. disbn. 1065 107 — 12 — 11 | partment. # Baltimore, taking four accounts|on June 1. 
Total ais e010 + wa + a Total wm ae + + 
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HARD PEOPLE, SOFT PEOPLE OR REAL PEOPLE ? 


Who watches TV’? 


That’s right. Real people. There aren’t any hard and soft people. Oh, there are people 
who make hard goods, like TV sets, and people who make soft goods, like TV snacks. 
But real people buy and use both. See what we’re getting at? People who buy things can’t 
be classified the way people who make things are. HJ Why, we even get called ‘“‘Hard Goods 
People”’ or ‘Soft Goods People’? by people who find out that we advertise batteries, for 
example, or beer. But we don’t make products. We make products interesting. We make 
advertising, like TV commercials. And, although our 700 people can come up with all kinds 
of product experience (including TV sets and snacks), it’s the kind of commercials and the 
kind of shows they come up with that count. Hi You may (or may not) be interested in the 
fact that last year Campbell-Ewald TV programs won the following awards*: “Woman of the 
Year,” Dinah Shore; ‘‘Man of the Year,” Art Carney; ‘““Comedy Show of the Year,’’ Small 
World—lIsn’t It; ‘““Color Program of the Year,’’ The Dinah Shore Show; and “Best Public 
Service Programming,” Eyewitness to History. All in the interests of our clients. Hi The 
point? Please don’t decide that we wouldn’t be interested in advertising your product, or 
wouldn’t know how. The only thing we specialize in is advertising . .. whatever you specialize 
in making. What do you specialize in making? Our president, Tom Adams, TR 2-6200, 
Detroit, would like to know. 


CAMPBELL-EWALD ADVERTISING G 


DETROIT 2, MICH..NEW YORK*CHICAGO*LOS ANGELES: HOLLYWOOD:SAN FRANCISCO* WASHINGTON* DENVER: ATLANTA*DALLAS* KANSAS CITY*CINCINNATI 


*All-American Awards of the Year, as selected by the nation’s top Radio-T’V editors and reported by RADIO DAILY-TELEVISION DAILY. 
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NEW LOOK—This three-color 1,000- | 
line newspaper ad ran in the 
Washington Post May 5 and will| 
run in the Post again May 26 and 
the Washington Star on May 19 as | 
part of a revamped advertising | 
program for County Fair Bakery, | 

Washington, D. C. 


County Fair Bakery — 
Expands Ads to Build 


Identity, ‘Excitement’ | 


WASHINGTON, May 10—Late last | 
year County Fair Bakery acquired | 
the services of Ketchum, MacLeod 
& Grove, its first agency, and start- 
ed 1960 with a revamped advertis- 
ing approach. The result: Its first 
campaign of the year, for its king- 
size white loaf, scored a good sales 
increase, the advertiser reports. 

Early market studies and con- 
sumer surveys made by the agen- 
cy showed the company needed a 
“stronger corporate identity, added 
visual impact in the market and a 
generally heightened level of ad- 
vertising excitement.” , 

Among the moves taken to solve 
these problems were (1) the de- 
velopment of the theme, “Baked 
with care,” to apply to all the com- 
pany’s breads, rolls and sweet 
goods: (2) increased use of spot tv, 
and (3) the addition of three-color 
newspaper ads and 24-sheet post- 
ers. 


® Following the success of its first | 
“new look” product push in Febru-| 
ary, the company is now moving} 
into a second product push featur- 
ing hot dog and hamburger cluster 
rolls. A carnival theme in keeping 
with the County Fair brand name 
will be featured in tv spots on the 
four Washington stations, WMAL- 
TV, WRC-TV, WTOP-TV and 
WTTG-TV. The shots show the 
County Fair products against a 
background of balloons and car- 
rousels. 

Poster-style 1,000-line newspa- 
per ads in three colors are run- 
ning in the Washington Post and 
the Washington Star during May, 
while 24-sheet posters will be 
posted in June in the District of 


ELECTRIC 
CAN 
OPENERS 
GREAT for premiums, contests, 
sales incentive programs. 
Available in all price ranges! 
For complete details contact: 


BURGESS VIBROCRAFTERS, INC. 
Dept. A-60 * Grayslake, Hl. 
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| Wonder Bakery 
| Ketchum, MacLeod & Grove is also 


ge i 


|Columbia and surrounding Mary- 
jland and Virginia counties. The 


company also is sponsoring “‘Tomb- 
stone Territory” (with Brown & 
Williamson). and running a con- 
centrated radio spot schedule on 
WUST, Negro radio outlet. 

County Fair is a division of Con- 
tinental Baking Co., New York, 
and competes with Continental’s 
in Washington. 


the agency for another Continental 


Baking division, 
Co., Pittsburgh. # 


Braun Baking 


General Mills Promotes Two 
W. B. Cash, formerly assistant to 

the grocery products division man- 

ager in charge of operations of 


rector of flour and mix products 
marketing. He will now direct 
merchandising and advertising ef- 
forts on Gold Medal flour, Bis- 
quick, Betty Crocker mixes and 


potato products. General Mills also 
announced the promotion of L. H. 
Crites, formerly marketing manag- 
er of cereals, to director of cereals 
marketing, where he will super- 
vise merchandising and advertising 


|of cereals, refrigerated foods, pet 
General Mills, has been named di- | 


foods and household products. 


Chilton Names Ives 

George R. Ives Jr. has been ap- 
pointed midwestern regional man- 
ager of Motor Age, a Chilton Co. 


Advertising Age, May 16, 1960 


publication, with headquarters in 
Chicago. He formerly was western 
advertising representative for Pop- 
ular Mechanics. 


Jobson Joins McGraw-Hill 

Robert A. Jobson, formerly with 
O’Mara & Ormsbee, has joined 
McGraw-Hill Publishing Co., New 
York, as Great Lakes district man- 
ager of Purchasing Week in De- 
troit. He succeeds William Kerns 
Jr., who has resigned. 


To control your Co-Op Dollars, you need 
ACB Audit Service now being used by 


spending over 


ACB audits are better and 
cost less than a company 


staff... better because they 


accurate... never swamped 


$16,000,000 


can do with its own 
are prompt and 


by peak loads of 


seasonal campaigns. 


RETAILER 


ypnvFACTURER 


DVERTISING CHECKING BUREAU audits the 
A co-operative advertising of more than 113 
leading companies. Due to its unique organiza- 


tion and its complete files ACB can audit co- 


sales force. 


operative advertising more cheaply than the 
manufacturer can do the same job with his 


The ACB Co-Op Advertising Audit Service 


does the job equitably for all concerned. The 


use of ACB audits is one of the best indications 
that the provisions of the Robinson-Patman Act 
are being complied with. 

Several co-operative advertisers for whom 
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Feltis Expands, Incorporates 
Hugh Feltis Associates, Seattle, 
radio-tv representative, has added 
a new marketing division and in- 
corporated under a new name. 
The new company, Feltis/Dove/ 
Dever/Cannon, will continue to 
headquarter in Seattle, with a 
Portland, Ore., service office. Of- 
ficers of the new company include 
Hugh Feltis, president; Doug Dove, 
vp—regional sales; Danny Dever, 


vp—station services, and Wynn 
Cannon, vp—marketing division. 


Eastman Appoints Maier 
Robert Maier, previously a sales 
representative at KWK, St. Louis, 
has joined Robert E. Eastman & 
Co., New York, radio station rep- 
resentative, as manager of its St. 
Louis office, a post which has been 
vacant since last fall. The East- 
man company has been named na- 
tional representative for WTIX, 


New Orleans, which was formerly 
handled by Adam Young Inc. 


Heyn Joins D'Arcy Advertising 

Robert Heyn has joined D’Arcy 
Advertising Co., Los Angeles, as 
assistant to the regional account 
executive on the Royal Crown Co- 
la, Studebaker-Packard and Aero- 
jet-General accounts. Mr. Heyn 
was formerly account executive 
for the Los Angeles Examiner’s 
Sunday Pictorial Living Magazine. 


‘Ag Banker’ Names Rep 


Agricultural Banker, Chicago, 
has named Dean & Slaughter, Min- 
neapolis, as representative in the 
west north central and west south 
central states. 


KMOX Appoints Dean 

William T. Dean has been named 
sales manager of KMOX Radio, St. 
Louis. He has been an account ex- 
ecutive at the station since 1957. 


118 Companies 


yearly 


ACB audits spend upwards of one million dol- 
lars a year on co-operative advertising. For a 
number of manufacturers ACB not only audits 
but disburses by check the amount its audits 
show is due each retailer and mails it to him. 

Contact your nearest ACB office for full in- 


formation. 


Offices and 
Workrooms at 


ROB Co-op Audit Service 


Simplified Operation + STEP-by-STEP 


te kee iS 


ACB P.0. Box 
(see note") 
3 He, EES aie A mye Ce 
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] ACB Co-op Mail Room fe 


weeny $e SER 


Mailing Department | 
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*HOTE: Many monufacturers prefer to rent a Post Office Box 
Be to which retailers mail their invoices for pick-up by ACB each 


New York (10) 353 Park Ave. South 
Chicago (3) 18 South Michigan Avenve 


Memphis (3) 161 Jefferson Avenue 
Columbus (15) 20 South Third Street 
San Francisco (5) 51 First Street 


Tte ADVERTISING 
Serving the Publishing, Merchandising and Advertising fields since 1917 


eee 


@ Checking-Proof Clearing House for Newspaper Publishers 


© Advertising 


© Newspaper Advertising Research Services for Advertisers & Agencies 
© Cooperative Advertising Audit and Disbursement Services 
ency Checking Department Services 


ape i gala 


CHECKING BUREAU, inc. 
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‘Puck’ Offers Cars 
to Winning Teams in 
Art-Copy Competition 


New York, May 11—Puck—The 
Comic Weekly this week an- 
nounced a $25,000 creative contest 
open to agency copywriters and 
artists. 

Under the rules of the competi- 
tion, which runs from May 11 to 
July 5, two-men “creative teams” 
may submit completed ads de- 
signed for use in Sunday comics 
sections. 

According to J. Hugh E. Davis, 
vp and general manager of Puck, 
entries will be judged for original- 
ity, professional skill and “prob- 
able sales impact.” The panel of 
judges includes John Orr Young, 
Walter O’Meara, Albert Dorne, 
Milton Caniff and Tom Johnstone. 

Winners of thé contest will re- 
ceive as first prize a new Ply- 
mouth station wagon; artist and 
|writer in the runner-up position 
| get a new Valiant sedan. Puck also 
will award 36 additional prizes— 
stereos and tv sets—to other top 
entries. 
| Brochures and information 
sheets on the contest are available 
at Puck’s New York office, 575 


| Lexington Ave., or at Manchester 
|& Kreer, 7 S. Dearborn St., Chi- 
| cago. # 


WGN-TV Appoints Berentson 
General Sales Manager 

Ben Berentson, eastern sales 
manager of WGN Radio, has been 
appointed gen- 
eral sales man- 
ager of WGN- 
TV, Chicago. 

Mr. Berent- 
son, who has 
been a member 
of the WGN 
sales depart- 
ment since 1940, 
joined the Chi- 
cago Tribune in 
1932 as an ad- 
vertising sales- 
man. He was 
named assistant sales manager of 
WGN in 1946, and in 1948 was ap- 
pointed eastern New York sales 
manager. 


Ben Berentson 


Keating Heads Broadcasters 

Dick Keating, of Bolling Co., 
Boston, has been elected president 
of the Broadcasting Executives 
Club of New England. Other new 
officers are Franklin Browning Jr., 
Badger, Browning & Parcher, vp; 
Tom Gorman, WEEI, Boston, 2nd 
vp; Myron Eastwood, Hoag & Pro- 
vandie, treasurer, and Alice Lid- 
dell, Kenyon & Eckhardt, secre- 
tary. 


\NBP Adds Canadian Affiliate 


| Hospital Administration & Con- 


struction, Don Mills, Ont., a Hugh 
| C. MacLean Publications Ltd. pub- 
| lication, has become a Canadian 
ee of National Business Pub- 
| lications. 
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A NEW STANDARD | 
FOR MEASURING THE 


EFFICIENCY OF THE 
ADVERTISING DOLLAR 


“OIL ano GAS 
JOURNAL 


TULSA, OKLAHOMA 
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LIFE STORY—The newest twist in Har 


effort to sell shirts by dramatizing them in absentia 


Treatment Changes, but Appeal Stays 
Same as Hartog Girls Begin 9th Year 


Famed Trade Ad Series 
Established L.A. Brand 


—Sells Calendars, Too | 

Los ANGELES, May 12—It’s been | 
eight years since Hartog of Cal- 
ifornia first set the men’s sports 
shirt trade agog with its ads fea- 
turing cheesecake. 

In case there’s any doubt, cheese- 
cake in advertising will stand the 


y 
« >. 
- 
A 
HARDY PIONEER—This was the} 
epoch-making inaugural ad in the, 
Hartog divesture campaign. 


WwItH 


tog’s continuing 
the models. 


test of time. Although Hartog from 
time to time has changed its illus- 
trative technique, the company’s 
once-a-month ads in Men’s Wear 
are still titillating buyers and re- 
tailers. 

When the Hartog series started 


START 
THE DAY RIGHT 


Prasiteg | 


in February, 1953, the objective 
was to make the brand stand out| 
among the hundreds of sports| 
shirt manufacturers in Los An- 
geles. In just six months Hartog 
got a brand recognition and ac- 
ceptance it had not been able to) 
attain in its previous six years. 

had 


s Henry Daniels, president, 


brought his problem to Carson/-' 


Roberts, and the agency’s creative 
director, Jack Roberts, came up 
with this answer: Don’t show 
shirts at all; show girls, and real- 
ly show them. When Mr. Daniels 


bought the idea, Mr. Roberts and) 


photographer Hal Adams started 
collaboration that still continues. 

The first ad showed a lovely 
girl in the act of removing her 
blouse. It was cheesecake, 
done with a high fashion tech- 
nique. The single line of copy 
read: “Keep your shirt on till you 
see Hartog.” 

Trade reaction was immediate. 
Six months after the first ad, 
when Henry Daniels went to New 


but | 


includes these two ads using vignette treatment of 


York, one trade paper reported 
that “the man with the ad is in 
town.” There was no further iden- | 
tification, but his New York | 
phone rang for two days. 
s Hartog representatives report | 
that the trade still watches for 
the ads and comments on them. 
Sales volume is as big as the 
company can handle without ex- 


'@ The result is the current series 


Advertising Age, May 16, 1960 


MULTIPLICITY—In Phase 3 of its ad chronology Hartog tried to add 


impact by adding girls. 


look.” And, apart from this, Mr. 
Daniels says, “If you give a guy 
nothing but steak, he gets tired of 
ss.” 


in Men’s Wear; it represents the 
fourth stage in the series of 
changes made in art treatment: 

e 1. The model in a situation com- 
plete with a pun meaningful to the 
wholesale shirt buyer. | 
e 2. The addition of a masked or | 
faceless man. 
e 3. Use of more than one model | 
—in one case, a whole chorus line. | 
e 4, The current sequence of photo 
“stories” begun this year. In these 
the model again is shown alone. 


# One of the sidelights in the se- 
ries has been a steady stream of 


«< 


MAM TOO BRITS THALRRUN won on wy MIMD nrc 


DUAL IMAGE—In most of the ads in Hartog’s Phase 3 two models ap- 


peared—either a pair of girls, as 


in the December ad (left), or the 


same one twice. 


pansion, Hartog says. 

This continuing interest has 
been maintained, it is felt, by 
striving for fresh approaches and 
new techniques of presentation. 
Other companies have taken up 
what is felt to be the “Hartog 


For Mid-America Advertisers . . . 
[hi 
BUY 


The COLORful family 


Pinte) te 


of The Lutheran Church 
-Missouri Synod. 


eens Ras 


LOW COST 


magazine monthly. 


. This Day 


a MA sag ad lak SN 
PERS Te et ey ee ae 


GREATER ACCEPTANCE 


This Day is read thoroughly and with be- 
lievability and confidence. Surveys reveal that 
52.2% of the subscribers spend 2 to 3 hours 
reading This Day! 


CONCENTRATED MID-WEST MARKET 


Total paid circulation more than 105,000. 
More than 62,000 subscribers in these eight states: 


Tllinois Minnesota 
Indiana Missouri 
Iowa Ohio 
Michigan Wisconsin 


Full page only $360 (12 ti. rate) 


COLOR IMPACT 


Print in four colors . . . full range! Beautiful, 
full-color illustrated 


editorial content. Published 


Concordia Publishing House 
3558 S. Jefferson Avenue 
St. Louis 18, Missouri 


aceon a alli 


ane peel 


requests for reproductions of the 
ads. In addition to shirt buyers 
and retailers, the requests come 
from all types of industries, ad- 
vertising agencies, universities 
and other institutions. To handle 
these, Hartog puts all of its ads 
in a calendar. The 1960 calendar 


MAR TOR SHIRTS THALSOUN won omcmneot woos OY ARIE irene wince 


a story “plot” in the scene. 


is the seventh. Each year, 3,000 
are printed; Hartog distributes 1,- 
000 to the trade, and Carson/Rob- 
erts distributes or sells the re- 
mainder for $2 each. + 


SAN 
DIEGO 


CALIFORNIA 


BUYS 


| 
| 
} 
| 


PLOT—In Phase 2, Hartog used an 
anonymous male figure as a foil) 
for the shirt model to help create 
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Information for Advertisers 


Bodden & Dechy, Brussels, has 
published “The Belgian Market” 
in three languages (French, Eng- 
lish and German). The _ report 
gives statistical and economic data 
on production and consumption for 
use of the promotion and control of 
sales. Additional information is 
available from Fernand Hourez, 
Bodden & Dechy, 67 Rue du Lom- 
bard, Brussels 1, Belgium. 


e “Printing of Polyethylene,” a 
16-page booklet which discusses 
methods of film treatment, print- 
ing techniques, printing inks and 
field test procedures, has been 
published by U.S. Industrial 
Chemicals Co. Copies are available 
from U.S. Industrial Chemicals Co., 
99 Park Ave., New York 16. 


published a “Liquor Analysis” of 
the Springfield metropolitan area, 
listing brands stocked, brands not 
stocked, percent of distribution, 
and sales. Additional information 
may be obtained from Springfield 
Newspapers, Springfield, Mass. 


e A. C. Nielsen Co. has published 
its sixth annual summary of tele- 
vision and radio audiences. ‘“Tele- 
vision 60” contains data on the 
total consumer market, tv set own- 
ership, facilities, home viewing 
patterns, and home viewing by 
program type, type of family, by 
day and by season. “Radio 60” also 
contains data on total consumer 


market, radio ownership, and radio 
\listening by hour, by season, and 
|by day of week, plus auto-radio 
|listening by hour. The two reports 


A. C. Nielsen Co., 2101 Howard St., 
Chicago 45. # 


Diamond Gardner Sets Push 

Diamond Gardner Corp., New 
York, plans to use about 20 radio 
spots per week in each of some 30 
markets to promote Neet-Heet 
charcoal briquets. The schedules, | 
starting late in May in most mar-| 
kets, will vary between one and 
four weeks. Newspapers will be 
used in about the same number of 
markets. Gardner Advertising Co. 
is the agency. 


Howard Zink to Eisaman 
Howard Zink Corp., Long Beach, 
Cal., has appointed Eisaman, Johns 
& Laws Advertising, Los Angeles, 
to handle broadcast advertising 
and sales promotion for its Sure- 
fit division. The company, which 
manufactures automobile parts 
}and accessories, is expected to 


|spend about $350,000 in media. 
|Max Becker Advertising, Long 


e Springfield Newspapers has are available from Wyn Bussmann, | Beach, was the previous agency. 


; 


tiated Saag. nil 


Blue Cross Buys TV Series 
Associated Hospital Service has 
purchased Screen Gems’ “Medi- 
cine 1960,” a series of 12 one-hour 
documentaries, for showing in 
Anderson, Charleston, Columbia, 
Florence, Greenville and Spartan- 
burg, S. C. The first of the series 
will be shown about mid-October 
in each market. The order was 


placed direct by the Blue Cross 
organization. 


S-F-W Names Hadden VP 

Sawyer-Ferguson-Walker Co. 
Detroit newspaper representative 
has named Thad S. Hadden a vp. 
He joined the company in Los 
Angeles in 1950 and has been in 
Detroit eight years. 


Switch to Lake Shore 
for faster service! 


ELECTROTYPES * NEWSPAPER MATS 


REILLYTYPES * 


PLASTIC PLATES 


LAKE SHORE ELECTROTYPE DIVISION 
1224 W. VAN BUREN - CHICAGO 7, ILL. - SEeley 8-1010 


- Cameras...and cashmer 


EVERYTHING 
UNDER 
THE SUN! 


RETAIL SALES in the San Diego metropolitan market totaled $1,268,225,000* 


m é if es, 
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es...and catamarans... ! 


last year — an all-time high. Population, employment, and personal income 


also climbed to record-breaking levels. During the 1950's, San Diego’s 


aggregate business activity rose almost 200 per cent. 


Two metropolitan dailies serve and sell the market: The San Diego Union and 


Evening Tribune. Combined daily circulation exceeds 200,000 (220,667 ABC 9/30/59). 


‘dd 


“The Ring 


Readership percentage (Sunday-and-evening combination) reached 86.9 in 1959. 


The San Diego Union 


Source: Economic Research Department, Union-Tribune Publishing Company 


oop Napa 


EVENING TRIBUNE SELL SAN DIEGO 


15 Hometown Daily Newspapers covering San Diego, California — Springfield, Illinois — Northern Illinois — 
and Greater Los Angeles. Served by the Copley Washington Bureau and the Copley News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


Advertising Age, May 16, 1960 


FRINGE BENEFIT— 
Herbert D. Bissel, 
vp for market- 
ing, Minneapolis- 
Honeywell Regu- 
lator Co., shows 
special plaque 
and surrey he 
was awarded by 
the Associated 
Business Publica- 
tions to Lowell 
Thomas, master 
of ceremonies at 
the presentation. 
Mr. Bissel’s com- 
pany — which 
spent 50% more 
in business papers 
in 1959 than it 
had in 1958—was 
chosen as the 
company that 
“was really ex- 
cited about its 
business adver- 
tising program.” 


TAKE MORE SUN 


GET MORE TAN be 


Kracht Newman Madden Storz Skelton DeWolf 
AIA AWARDS—The Assn. of Industrial Advertisers, were presented by George Skelton of Petroleum 
New York chapter, named Mel G. Storz, Aviation Refiner, and Alvin Kracht of J. M. Mathes Inc., 


Week space representative, to be “Space Salesman 1959 “salesman” and “space buyer,” respectively. DRIVE FOLLOWS SUN—Shulton Inc., New York, is using 600 of these 
of the Year,” and Joseph H. Newman, media direc- John DeWolf, vp, G. M. Basford Co., presented posters in a $100,000 outdoor campaign to plug Bronztan sun tan 
tor, O. S. Tyson & Co., to be “Space Buyer of the Steve Madden, assistant ad manager at Babcock & lotion. The drive began in January in Florida resort areas and will 
Year,” at its May meeting (AA, May 9). Awards Wilcox, a gold watch as outgoing chapter president. “follow the sun” northward in resorts and nearby metropolitan 


areas through September. Wesley Associates is the agency. 


SSS ee trae mam 


Cavanaugh McClanahan Burum _Yoffie Taylor Fuhrmeister Milburn Truax Lindsey Bach sTOoP—A battery-powered Shelf 


AT NNPA CONVENTION—Looking over some outstanding newspaper adena, Cal.; Ralph Taylor, Independent Press-Telegram, Long Beach, Stopper, revolving shelf displayer 
promotion campaigns at the 30th annual convention in Phoenix of Cal.; Din Fuhrmeister, Tacoma News Tribune; William Milburn, designed to draw shopper’s atten- 
National Newspaper Promotion Assn. are Laurie Cavanaugh, Minne- Tucson Daily Citizen; Earl Truax, St. Paul Dispatch and Pioneer tion to featured products, has been 
apolis Star and Tribune; Ed McClanahan, Denver Post; Don Burum, Press; Dave Lindsey, Chicago Sun-Times and Daily News; and Leon- developed by Storecast Corp. of 
Honolulu Star-Bulletin; Norwin Yoffie, Independent Star-News, Pas- ard Bach, Philadelphia Inquirer. America, 11 W. 42nd St., New York. 


“ROTI Sate: Sai ay TRE eat 2 
4867 826 circulation 
n these 189 fine Newspapers 


‘ots? 5 eS oS 
Flint Smith Reap Davenport Fairley Reese Jeffrey Dreyfus Tedesco Eager Mclellan 
GAB SESSIONS—Chatting between business sessions at 30th annual national convention 
of National Newspaper Promotion Assn. in Phoenix are Richard Flint, Reporter- 
Telegram, Midland, Tex.; Richard Smith, Miami Herald; Edward Reap, Los Angeles 
Times; John S. Davenport, Scripps-Howard Newspapers; William Fairley, Fort Worth 
Star-Telegram; Robert Reese, Detroit News; Richard Jeffrey, Dallas Morning News; 


Treat Suft Croker Lynch 
Walter Dreyfus, Consolidated Book Publishers; George Tedesco, News-Dispatch, Mich- 
igan City, Ind.; W. S. Eager, Montreal Star; Chuck Treat and Walt Suft, Arizona Re- 
public and Phoenix Gazette; Al McLellan, Vancouver Sun; William Croker, Telegraph- 
Herald, Dubuque, Ia., and Joseph Lynch, Washington Post & Times-Herald. NNPA’s 
1961 convention will be held in New York in the Waldorf-Astoria Hotel. 
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The most important advertising — 
target you have is customers 


You can profit from a new series of market studies which 
focus on customers for a score of key products and 
services, family bought and company bought. 

For example, take just one area of consumer spending 
power—vacation travel. Only 29% of the nation’s vaca- 
tioning families travel by plane, train or ship. Yet, this 
small group will account for 55% of the vacation dollars 
spent. 

Who are these relatively few families—the real vacation 
customers? 

Income and occupation quickly identify these 7,500,000 
who spent some $6 billion vacation dollars. 

Wi Only half of the nation’s families—those with incomes 
of $5,000 or more—will spend 94% of the total vacation 
dollars. In fact, just a fourth of America’s families—those 
with incomes of $7,500 or more—will spend 82% of this 
total outlay. 


@ Managerial and professional families provide 79% of 
the vacation dollar volume. 

It is not surprising then, that the three news magazines, 
which concentrate on high-income people of responsibility, 
provide the best coverage of this consumer bull’s-eye. 


And among these magazines, “U.S. News &World Report” 
emerges as... 


The most important magazine of all 


U.S.NEWS & 
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The new study shows that ““U.S.News & World Report” 
alone covers better than a fourth of the 7,500,000 families 
buying tickets on planes, trains or ships. And of the 14 
major magazines studied, it covers these known travelers 
at lowest cost per thousand. 

It’s another case where customer and audience character- 
istics match. Nine out of ten “U.S.News & World Report” 
family heads hold managerial or professional positions. 
Their family incomes average $15,496—highest of all 
magazines with more than 1,000,000 circulation. 


These are the kind of people who depend the most on the 
essential news of national and international affairs which 
“U.S.News & World Report’ gives them every week, to the 
exclusion of all that is trivial or superfluous. 

Ask to see the new 19-minute film report of the study, ‘‘Today’s Vacation 
Travelers by Plane, Train and Ship.” It is one of six such special film 
reports based on ‘‘U.S.News & World Report’ market studies that are now 
ready—corporate stock, business travel, hi-fi and stereo equipment, home 
air conditioning and car rental. Contact your advertising agency or any of 
our advertising offices listed below. 


America’s Class News Magazine 


Now more than 1, 1 50,000 Net paid circulation 


Advertising offices at 45 Rockefeller Plaza, New York 20, N.Y. Other ad- 
vertising offices in Boston, Philadelphia, Pittsburgh, Cleveland, Detroit, 
Chicago, St. Louis, Los Angeles, San Francisco, Washington and London. 
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CAN YOU TELL “THE SMELL”?" 


The Chemical Process Industries got top billing on Broad- 
way when Mike Todd Jr.’s new movie opened — “Scent of 
Mystery”, filmed in glorious “Smell-O-Vision”. Amazing, 
isn’t it, how fast CPI-Management maneuvers new markets? 
A few years ago, who’d dream show business held potential 
new millions for the fragrance producers? 


In the same issue CHEMICAL WEEK bannered, “Scentmakers 
Trix Put New Kix in Piz’, it also flashed news of .. . the 
plastic makers’ scramble for new polyformaldehyde markets 
—a new development in computer control —the big boost in 
CPI capital spending ... page after page of meaningful, in- 
terpretive news to back up executive decisions at every level. 


That’s why CHEMICAL WEEK keeps 34 full-time editors on 
the job... plus an army of correspondents from Broadway 
to Bangkok. That’s why it alone has earned the right to be 
called “industry-spokesman”. That’s why ... whether you 
sell “‘p.a.’s” or presidents, men who manage giant research 
projects or run entire plants... your first, most significant, 
sales job starts here. 


Yes, right here! You’ll move more products faster . . . where 
the editors match the mind, mood and minutes of manage- 
ment... inside CHEMICAL WEEK! 


Chemical Week 


A McGraw-Hill Businesspaper (ABC-ABP) 
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*ANSWERS 


1. 


Peter Lorre, Denholm Elliott and their first whiff of the 
rare scent the mystery woman is wearing. 


. Banana — yes, hero slips and almost falls on peel of. 
. Pipe tobacco. Sniff, sniff! A clue to possible foul play. 


Wrong! No smell — just to throw you off the scent. 


. Could be Scotch. Brandy? Hey, bartender! 
. Did you ever smell a burro? 
. Cement. Now, what does cement smell like anyway? 


We don't know. Go see (we mean smell) the picture. 


. Care for a fresh peach? 

. A sniff for a whiff of the heroine’s bewitching perfume. 
. He looks like he’s trying not to smell something. 

. This is it. A whole bottle of clue. That exotic, exciting 


“Scent of Mystery’. 
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Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Feature Section 


McMahan on TV Commercials... 


Picking ‘Typical’ TV Spots for Britain 


Harry McMahan, tv consultant, comments each month on new 
commercials, trends and techniques. He is the author of the new 
book, “TV Tape Commercials” (Hastings House, $4.50) and has just 
returned from speeches in London and on the continent in connection 
with the publication of the book there. He brings back a new collec- 
tion of European commercials which will be reviewed in his next AA 


column, scheduled June 20. 


By Harry W. McMahan 

What American commercials would you 
screen for the British television industry 
as “typical” of the medium in the U.S.A. 
today? 

No, not necessarily the “best’—but the 
most interesting, the 
most representative 


of our current 
trends and_ tech- 
niques. 


Well, I had taken 
American reels over 
in 1955 and again in 
1958 to screen for 
the London Televi- 
sion Circle and this 
time they wanted to 
see both videotape 
and film. 

I'll list the first ten of my film spots 
and the first six of the tape commercials 
(with my reasons for selection). See what 
you disagree with, and what you’d add for 
the other ten on the reel: 

1. Bell & Howell “Zoomatic Camera” 
(best demo in months). 


2. Piel’s “Bert & Harry” (the series 
that changed tv advertising). 

3. Gillette “Conga” (trick animation re- 
verse technique—from America’s most 
versatile tv advertiser) . 

4. Olin Mathieson “Small World” title 
(great Saul Bass design). 

5. Kellogg’s “Yogi Bear” (it makes to- 
day’s kid jargon). 


6. King Cotton Sausage (tempo track, 
tricky design). 


Harry W. McMahan 


7. Muriel “Coronella” (intriguing ‘“vis- 
ual squeeze” work). 


8. Nestle’s Quik (elastic lens tech- 
nique). 

9. Mr. Clean (great success story). 

10. Anacin (voted “America’s worst 
commercial”—is it?). 

—And there were ten more film com- 
mercials. Here are the first six on the vid- 
eotape reel I took: 

1. Zest “experimental” (because it 
proves that tape can do almost all the 
tricks of film). 

2. Chevrolet “pixie announcer” (great 
electronic matting) . 

3. Dutch Masters “Ernie Kovacs” (hu- 
mor and non-verbal communication in the 
European style). 

4. Permalift (most artistic low budget 
tape spot I’ve seen). 

5. Speedway gasoline (good local use of 
mobile equipment). 

6. Revlon “Pinkissimo” (most glamor- 


Mr. McMahan will speak May 19 at the Ameri- 
ean Festival, Hotel Roosevelt, New York, on 
“New Trends in European Commercials.” 
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ous tape commercial yet). 
—And six more tapes, ‘added to these. 


Would you have done it differently? 
What would you pick? 


Jell-O, Steady as a Rock 

One of the film spots on the London 
list, we might add, is a current Jetl-O 
spot. The British are rather avid fans of 
the Jell-O tv fun (aren’t we all?). The 
first trip in 1955, I had taken Jell-O’s 
“Busy Day,” the wild Steinberg spot. 
Then, in 1958, I took the “Chinese Baby” 
award winner. 

This time it was a new one in their 
happy series on “—Weeks”’: 

“National Nutty Jell-O Week.’ One 
point of interest in this one is the Xerox 
process art work (reproduced photo- 
graphically from the “loose” original 
drawings, not copied on cels). Jack Side- 
botham of Y&R is the mad designer here 
with Ray Patin, Hollywood, executing. 
It’s Barbara Demaray’s script. And she 
has shrewdly put some appetizing live 
action scenes in with all the fun and 
foolishness too. 


Gas & Oil & Open Road 

Elsewhere on the American scene, the 
new spring-summer product is beginning 
to hit the airlanes. 

Standard of Indiana has just pre- 
viewed a whole passel of new commercials 
calculated to stir the yen for the open 
road. Three I especially like: 

“Sports Rallye,” with an on-the-spot 
excitement and flair; “Answers, An- 
swers,” a jingle treatment for Stand- 
ard’s local travel information service; 
and another idea that tied in cartoon tv 
with Standard’s outdoor posters. This is 
the kind of integration more advertisers 
should have (I’m convinced outdoor and 
tv are well-wed media). 

Screen Gems, Hollywood, produced the 
series under the supervision of Russ 
Young, tv head for D’Arcy, Chicago. Bill 
Juhré wrote the “Sports Rallye” script, 
Bill Walker the jingly music. Bob Clark 
story-boarded. 

Fill ’er up. 


Western Duel at High Noon 

The best western duel in Hollywood 
lately has been between the Blue and 
the Green trading stamps. The Blues 
were sorta takin’ over most of the town, 
pod’nuh, when ol’ S&H Green put on its 
six-guns and got ready for the show- 
down. 

Before the shootin’ was over, ol’ S&H 
had shot 68 commercials. And the thing 
that fooled the villagers was the new- 
fangled shootin’ iron—somethin’ called 
videotape. S&H packed it around on 
wheels, too—coverin’ some ten towns in 
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General Foods 


Standard. Oil Co. (Indiana) 


a mat 


Salesman’s Status Changes: Weiss 
Report on a Trademark Infringement 
How to Age Printing Paper 


Six Ads Are ‘Tops’ for Woolf 


ten days of shootin’. 

The barroom beauty—excuse me—the 
pretty gal for S&H turned out to be 
Elsye Knox. Mobile Video Tapes drove 
the stage. And SSCB was the deputy. 
Quite a fracas! 


Hope Springs External 

By and large, Hollywood’s tape work 
on commercials is coming along more 
slowly than New York’s. The mobile tape 
units, such as MVT’s, are beginning to 
break down some of the film-oriented 
Hollywood resistance, but it goes slowly. 

Mobile Video Tapes has gone on loca- 
tion for such gasoline companies as Un- 
ion Oil and Mobilgas and such automo- 
tive accounts as Valiant (to Palm Springs 
and San Francisco). 

Buick, too, for the Bob Hope shows, 
has ventured out of the studios for a fling 
with the live cameras and magnetic 
picture recorders, too. NBC-Telesales is 
handling this series with MVT equip- 
ment for McCann-Erickson. 


PPG Goes Back to Film 

You can count Pittsburgh Plate Glass, 
though, as one sponsor who isn’t deserting 
film—or Hollywood—entirely. After many |] 
early tape commercials in New York last 
year, PPG has just returned to Hollywood jf 
for six new minutes on film. Gordon 
Mitchell’s All-Scope Pictures produced for 
BBDO. 

Since they use the reflection in the 
mirror to tell the basic story, this spon- 
sor strikes me as better off on film. 
PPG has done some exceptionally good | 
tape commercials for the Garry Moore 
show. But the product’s needs for complete 
control on lighting, staging and editing all 
favor the sprocket hole route for PPG, 
methinks. 


Announcer’s Business to the Dogs 

In the last few months, we’ve seen car- 
toon dogs take over the announcer’s role 
for cars (Ford), beer (Gunther), deodor- 
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ants (Trig), so it’s something of a switch 
when they get back to selling dog food. 

It’s pretty doggone funny the way 
they do it in this new Friskies spot for 
the dog food made by the contented cow 
company. There’s a minute and a 20 to do 
the job in a 70-market West and Mid- 
west campaign for Carnation. 

EWRR is the agency, with Ed Morgan 
the supervisor. Playhouse Pictures, Holly- 
wood, produces, with Bill Melendez as the 
able animation director. Good fun and 
good sell. 


TV and the Packaging Story 

When it comes to a new packaging 
story, there’s nothing like television to 
get the story across. 

Good example: Hudson Paper’s new 
“Golden Showcase” tissue. This commer- 
cial opens with a “some people hide it in 
drawers” gambit toward other tissue 
packages, then neatly demonstrates how 
Hudson’s new box lets you “slip off*the 
wrapper ...and the printing comes with 
it.” Then, for the product itself comes a 
“gentle as a snowfall” sequence, in stop 
motion. 

Elliot, Unger & Elliot has done a very 
tasteful job in mounting this production 
for Grey. Bob Haig and Don Stone are 
credited with the script. Catherine Pitts is 
the agency producer—again proving we 
need more good gals like her in the busi- 
ness. 


Design from Dallas 
When you go outside the big produc- 
tion centers, it is still possible to find 


Carnation Co. 


good animation—but harder still to get 
good design to go with it. 

Down in Dallas a few weeks ago we 
took a good look at some of the new 
work at Keitz & Herndon, the young 
animation house there. They have a new 
plant, very modern, and some new com- 
mercials to match. Something we especi- 
ally liked was a series of :10 IDs for 
General Mills on Portein Plus and Hot 
Toasted 40% Bran. 

Credit, too, to Lawrence LaBelle, art 
director and producer for Knox Reeves, 
Minneapolis. Good work. 


Festival Opens Next Wednesday 
After many good regional competitions 
during television’s first dozen years, we 
now have our first national all-industry 
competition opening next Wednesday 
(May 18-20) in New York at the Hotel 
Roosevelt. It’s called the American TV 


Hudson Paper 


Commercials Festival & Forum. More than 
1,000 commercials have been entered, 
with the 40-odd judges trimming this list 
down to about 250 “finalists.” 

It should be a good show. The important 
thing is that it gives everyone in the busi- 
ness a chance to see all the best commer- 
cials of the year. # 


Advertising Age, May 16, 1960 


General Mills 


Hudson Pulp & Paper Corp. 


On the Merchandising Front... 


The Waning Role of the Salesman 
—As a Salesman 


By E. B. Weiss 


On balance, for the last 50 years, the 
role of the manufacturer’s salesman—as a 
salesman—has been waning. 

The trend started when the first few 
manufacturers established a brand with a 
degree of pre-sell- 
ing. Ever since, the 
strictly traditional 
selling role of the 
salesman has been 
declining. 

The last decade 
brought the role of 
the salesman—ds a 
salesman—to a new 
low in such pre-sold 
categories as food, 
health aids, and cer- 
tain hard and soft 
classifications. The decade of the 1960s 
will shrivel still further the traditional 
selling role of the salesman in still more 
categories. More and more reliance will 
be put on advertising to do larger parts 
of the selling job. Moreover, in the com- 
ing decade the waning selling function 
will skid for an additional reason, to wit: 
Other occupations will prove more attrac- 
tive both financially and as a pattern of 
living. 


E. B. Weiss 


‘s Now before moving further into this 
analysis I must anticipate the ‘opposi- 
tion.” I will be charged with predicting 
the death of the salesman—everywhere, 
and for all time, and for all purposes. 
And it will be remarked: “What else 
would you expect from an advertising 
agency man?” 

Obviously, that is not my position at all. 

What I contend is that on balance, 


the role of the salesman, as a salesman, 
and as selling has been traditionally de- 
fined, has been waning. And I also con- 
tend that this trend will pick up still 
more momentum. 

When one strikes a balance, one is 
weighing both plusses and minuses. Thus, 
when I remark that the role of the sales- 
man, as a salesman, has been declining 
“on balance,” I am saying that in some 
fields his selling role is definitely more 
important than ever. But my conclusion is 
that the role of the salesman, as a sales- 
man, has declined more broadly than it 
has gained stature in our total economy. 
And I believe this trend still has a long 
way to go. 


® I am also contending that it is only in 
his traditional role of selling that the 
salesman has declined in status. This is 
not to say that he may not have new, 
and in some instances even more im- 
portant, roles to play. But these new roles 
tend not to be selling as the selling func- 
tion is traditionally reviewed. 

And right here is the crux of this situa- 
tion. In other words, there continues a 
tendency to think of salesmen as personnel 
performing the traditional selling func- 
tions even in fields where these traditional 
selling functions have faded, in varying 
degrees, in importance. To express it dif- 
ferently, there is a tendency for sales 
management to maintain tradition with 
respect to the role of personal selling. 


s This is exactly what happened in mass 
retailing. Originally, the retail salesperson 
was a salesperson. But with self-service 
and self-selection, floor personnel became 
attendants, not salespeople. Their func- 
tions changed, but the semantics didn’t— 


they were still called, and are still called 
“salespeople” and managed as such. 

Similarly, in too many instances, the 
manufacturer’s representative who calls 
on the trade—wholesale or retail—con- 
tinues to be called a salesman, even 
though more often than otherwise his 
functions bear only a remote resemblance 
to creative selling. And he, too, tends to 
be hired, trained, compensated, routed 
and managed as a salesman when his 
present-day functions may be little more 
than that of a “trade attendant.” 

Yet our giant retailers are all turning 
to a committee system of buying. The in- 
dividual buyer, in giant retailing, has 
been shorn of much of his original au- 
thority, and this process continues. Man- 
ufacturers’ salesmen rarely can get into 
a buying committee meeting, and surely 
the printed form that the salesman fills 
out under these circumstances hardly 
comes under the role of selling. 


= Giant retailers are taking over mass 
retailing. Some 50 giant retailers right 
now control 35% to 85% of the total vol- 
ume of an amazing number of our manu- 
facturers of pre-sold brands. This process 
of concentration of retail power continues 
apace (interestingly, when I first an- 
alyzed this trend some 20 years ago, I re- 
ported that 400 giant retailers were the 
major outlets for most pre-sold brands; 
soon the figure will be down to 40). 

And giant retailers will buy, increas- 
ingly, through a committee that puts up 
an impenetrable wall between its deliber- 
ations and the manufacturer’s salesman. 

What is true of giant retailing is equal- 
ly true of giant wholesaling—step by 
step and point by point. 


# Even in industry more and more buy- 
ing is being decided by executives sel- 
dom contacted by the industrial sales- 
man. Thus, the Research Institute of 
America, in a late 1959 report, makes 
the point that, in industry, top manage- 
ment’s role in purchasing is growing. I 
quote the following from that excellent 
RIA study: 


“Was it the buyer or purchasing agent 
that first sensed the need for your prod- 
uct—then determined that your brand 
was best—and finally approved the pur- 
chase? No to all three questions, say 
the top executives of most firms. 

“These facts aren’t changed by the 
realization that all of the orders you re- 
ceive are signed by the buyer or purchas- 
ing agent—that the bulk of your sales- 
men’s calls are made at that level—and 
that the purchasing man, as a specialist, 
is and should be a key man in the trans- 
action. 


s “The real problem is posed by a grad- 
ual but significant shift in buying proce- 
dures; one which can endanger your 
chances of holding your most important 
customers or gaining new ones if it is 
not recognized and met. 

“The signs all point one way—toward 
increasing management participation in 
buying decisions even among large com- 
panies. 

“You’ve probably run into some evi- 
dence of the change already. Your ad- 
vertising and sales promotion may be just 
right, your salesman working as hard as 
ever. Yet, suddenly, the purchasing agent 
of a major account may tell him, some- 
what embarrassedly, that he’s switching 
part of the business to a competitor. 
Your salesman may not even be told; the 
orders merely begin to decline. 

“Chances are the suggestion or order 
to switch the business came from ‘up- 
stairs’ and the salesman, by himself, is 
almost powerless to overcome the com- 
petitor’s edge.” 


s This same “management participation” 
in buying is, of course, equally true with 
respect to our giant retailers. Or maybe 
“top level executive participation” would 
be a better description with respect to 
some of our giant retailers. As in all 
committees, the executive who sits at the 
head of the table tends either to make, 
or strongly to influence, the ultimate 
buying decision. Some tape recordings of 
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CONCENTRATION 
“AND 


All percentages computed from these sources: Sales Management's “Survey of Buy- 
ing Power” (5/10/59) and ‘Survey of Industrial Buying Power’ (7/10/59) and latest 
available publishers’ reports: time (3/23/59) « Holiday (March 1957) « Life 
(10/26/59) * Sports Illustrated (3/2/59) « U. S. News & World Report (3/28/58) « 
Reader's _o- (April 1959) « Newsweek (3/23/59) « Look (3/18/58) « Better Homes 
& Gardens (April 1959) « Saturday Evening Post (3/14/59) 


Concentrate on enough of the right prospects — and 
you've got the kind of coverage that counts. @ Which is 
exactly what TIME—TIME, The Weekly Newsmagazine 
—does for you. @ The audience of TIME? It’s the execu- 
tive and professional families of America. .. with 
income, education, business success and community 
influence far, far above the average. The active and 
the informed people who make big buying decisions for 
their businesses and for their families. & For instance, 
in the top 100 U. S. counties in retail sales (accounting 
for 51.6% of all such U. S. sales) TIME concentrates a 
greater percentage of its circulation than does any 
magazine of half million or more circulation. @ This is 
TIME and the value of advertising in TIME: concen- 
tration and coverage of your best customers and most 
likely prospects. 
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the proceedings of food super buying com- 
mittee meetings taken by Supermarket 
News tend to bear this out. He may be a 
management executive or a top level 
executive, but the point is that this 
executive is seldom contacted by the 
manufacturer’s salesman either before, 
during, or after the buying committee 
meeting. 

I might also point out that a mounting 
percentage of what could really be called 
“selling” to giant retailers is done these 
days by meetings between top execu- 
tives—a top executive of the supplier 
and a top executive of the giant retailer 
(or giant wholesaler) . 

As an example of how the original 
meaning of the word “salesman” can 
mislead, I cite a release issued by an 
association of wholesale distributors 
which pointed out that its “salesmen” 
spend some 68 minutes each day with 
retailers and have to average very close 
to $1,000 in sales to pay their way. But 
these salesmen will make from 20 to 30 
and more calls per day—so, actually, they 
may be with a retailer for no more than 
several minutes per call. How much 
true selling can be done in from two to 
three minutes? 

This is not to say that the role of these 
men is not important. Their role definite- 
ly is important. But it is not a selling role, 


as selling is traditionally defined. 

Of course, in the food and drug fields— 
some others, too—a number of long-es- 
tablished national advertisers years ago 
recognized the downgrading of the tradi- 
tional personal selling function that I 
have sketchily described. These manu- 
facturers reorganized their sales organiza- 
tions accordingly. 

But many more manufacturers who 
have begun to pre-sell their brands in 
more recent years have too often failed 
to apply rational reorganization plan- 
ning to the personal selling function. 
Their sales organizations have not been 
brought into conformance with the new 
buying setup of our giant retailers nor 
into conformance with the specific per- 
sonal selling requirements of the pre- 
sold brand. Obviously, this is hardly like- 
ly to be the same kind of personal selling 
required when brands were not pre-sold. 


# One consequence of this situation is 
that the advertising percentage remains 
stationary or even declines, while the 
selling percentage rises. This is poor 
strategic planning. 

Moreover, these salesmen are being 
poorly trained to perform their new func- 
tions. How could it be otherwise when 
their new functions have so seldom been 
clearly delineated? # 


What's Doing on the Legal Front... 


Trademark Infringement in the 
Mattress Industry 


By Sidney A. Diamond 
Member of the New York Bar 


There have been a number of trade- 
mark conflicts recently in the highly com- 
petitive mattress industry. Sealy Inc., after 
settling disputes with both Serta and Sim- 
mons, took Wyandotte Mattress Co. to 
court and succeeded 
in obtaining an in- 
junction and 
an award of dam- 
ages for trademark 
infringement. 

The Sealy brands 
involved in the case 
were “‘Posturepedic,” 
introduced in 1950, 
and “Golden Sleep,” 
which goes back to 
1938. Both of these 
are registered trade- 
marks. Wyandotte started to use “Proper- 
Pedic” and “Golden Fleece” in 1954. Its 
trademarks are not registered. 

Sealy found out about Wyandotte’s use 
of “Proper-Pedic” when one of its fran- 
chised distributors mailed in a tear sheet 
from Life magazine containing a Wyan- 
dotte ad just one-column inch in size. 
This advertisement contained the trade- 
mark “Proper-Pedic” with the familiar 
circle-R notice, which is the legal equiv- 
alent of “Reg. U. S. Pat. Off.” Sealy 
opened correspondence with Wyandotte 
by requesting the registration number. 
There was none, because Wyandotte’s 
trademark was unregistered, and Wyan- 
dotte dropped the circle-R notice from 
subsequent advertising material on advice 
of its counsel. 


Sidney A. Diamond 


@ The one-column inch advertisement 
had additional significance in the case. 
On the basis of this insertion, Wyandotte 
started to attach “As Advertised in Life” 
labels to its mattresses. Sealy is an ex- 
tensive national advertiser, in Life as 
well as other media, and it had used the 
“As Advertised in Life” stickers and 
hang tags for years. 

Wyandotte was challenged about this 
at the trial and testified that buying the 


smallest possible space in Life magazine 
was not for the purpose of cashing in on 
the results of Sealy’s regular full-page 
advertisements, but was simply the be- 
ginning of Wyandotte’s’own advertising 
campaign. When asked why an essential- 
ly local concern should devote what was 
practically 100% of its advertising budg- 
et to a small, expensive national ad, the 
Wyandotte representative testified, ““You 
have to start somewhere.” The trial judge 
disbelieved this testimony and concluded 
that the Life advertising incident dem- 
onstrated an intention on the part of Wy- 
andotte to divert customers from Sealy. 
The U. S. court of appeals in Kansas City, 
which affirmed the decision unanimously, 
agreed specifically with this particular 
ruling, on the theory that Wyandotte’s an- 
nounced advertising approach “is con- 
trary to universal business logic.” 


s There was additional evidence tending 
to indicate a deliberate attempt to create 
confusion among customers. Sealy used 
a streamer bearing the Good Housekeep- 
ing Seal of Approval. Wyandotte put an 
approved material known as “Tufflex” 
into its mattresses and, on the strength of 
that, also used Good Housekeeping Seal 
of Approval streamers. 

Evidence of this sort always is some- 
what equivocal. It may be a series of un- 
related circumstances explained by coin- 
cidence and entirely consistent with an 
innocent motive. Or it may show a pat- 
tern of imitation that points to the con- 
clusion that there was a deliberate at- 
tempi to deceive, and this intent will give 
legal support to the basic claim of trade- 
mark infringement in the case. 

Ordinarily, the appellate courts defer 
to the ruling of the trial judge in situa- 
tions like these, largely because the trial 
judge is able to observe the witnesses as 
they are testifying and form his own 
conclusion about how reliable they are. 
In the Sealy-Wyandotte dispute, the trial 
judge has said that, “taking it as a whole, 
all of the testimony and everything that I 
have seen, I think as a whole it was in- 
tentional.” And the court of appeals af- 
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your taste.” 


What's Accomplished? 


L&M seems to be riding the crest at the moment with a musical commercial 
that all the country is singing. But when the verbal part of this commercial is 
put into cold print, aside from reminding us of the commercial, we wonder 
just what is accomplished that is good for L&M. 

A headline announces that L&M has found the secret, as everybody is sing- 
ing, that unlocks the flavor in a filter cigaret. 


Why? Because, says a concluding piece of prose, “L&M’s miracle tip is so 
advanced ...fine tobaccos can be blended not to suit a filter...but to suit 


What’s this really mean? Or can it be argued that it doesn’t matter what it 
means? But if it doesn’t really matter, why even bring it up? 

How is it so advanced? Are tobaccos, in general, specially blended to suit a 
filter? And if so, how? And if L&M’s filter doesn’t require this special type of 
blending, why doesn’t it—and what kind of blending does it make possible? 

L&M and its agency can argue with us that nobody much cares, anyway. 
But as a surprising number of people are beginning to suggest, unbelievability 
exerts an enormous cost—not just on the campaign that stoops to it, but on all 
advertising. How much can be taken from the stock of believability on which 
advertising trades without eventually exhausting it? + 


eurer® 
evens 1000? 


a) 


eee Re Pn 0 


firmed this ruling also. 

Turning to the trademarks themselves, 
the court of appeals held that “Posture- 
pedic” and “Proper-Pedic” make similar 
impressions upon both eye and ear and 
carry similar connotations to the brain. 
As for “Golden Sleep” and “Golden 
Fleece,” the -court agreed that, upon 
careful analysis, they would be found to 
have different meanings; but concluded 
that the concepts are hazy and, when 
considered in connection with sleep 
equipment, both trademarks are designed 
to give the buyer the same notion of lux- 
urious rest. A prospective purchaser thus 
might be confused, especially when all 
the other similarities between the two 
products are taken into account. 

Wyandotte argued strenuously that 
confusion was not likely to occur because 
sleep equipment requires a compara- 
tively substantial investment, so that 
customers must be expected to exercise 
a considerable degree of care when mak- 
ing a purchase. The court disposed of 
this argument by pointing out that the 
customer buys infrequently and that the 
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construction of sleep equipment is not a 
matter of common knowledge. The pur- 
chaser therefore is forced to rely more on 
his memory than on his inspection for the 
recall of names, guarantees and endorse- 
ments he may be familiar with as the re- 
sult of advertising. “Under such circum- 
stances,” the court of appeals concluded, 
“confusion can easily arise.” 


= The question of damages in a trade- 
mark infringement case is highly tech- 
nical, and this is not the place to go into 
it in detail. At any rate, the trial judge 
has a great deal of discretion in decid- 
ing whether there shall be any damages 
at all and, if so, how much. Sealy proved 
that Wyandotte’s net sales under the in- 
fringing trademarks from 1954 to the 
time of the trial amounted to $20,000. 
On this basis, the trial judge awarded 
damages in the sum of $7,500. Both sides 
objected to this figure, Sealy claiming it 
was too low and Wyandotte arguing that 
it should be reduced to zero. On this 
point, also, the court of appeals affirmed 
the judgment, saying that “we conceive 
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Inauguration Day, 1953. 
“The day,’ says Harry 8S. Truman, 
“when Ike snubbed me.” 

Mr. Truman recalls it as he begins— 
exclusively in the current Look— 

a “‘plain-speaking”’ chronicle of his life 
since he left the White House. 

Blunt, frank, unequivocal, 

he lashes out at “relentless grudges” 
coloring the actions of our leaders... 
at trends in the new Administration... 
at how ‘Stevenson let me down.” 

Here are the often-caustic, 
always-human comments of a man 
making the transition 

from Mr. President to Mr. Citizen. 

An explosive yet moving chapter 

in the exciting story of people. 
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no reason for disturbing the considered 
discretion of the trial judge.” 

As a capsule summary, this case shows 
what can happen when a competitor tries 
to come as close as he can to one of the 
industry leaders in brand names and 
other markings—and goes too far. Re- 
cently, this column discussed another 
case which also involved elements of ap- 
parent imitation, but the decision went 
the other way. (“The Battle of the Hair 
Creams,” AA, March 14, 1960.) The big 


distinction between the two cases, accord- 
ing to the written opinions of the judges 
who decided them, is that the hair cream 
trademarks, “Brylcreem” and “Valcream,” 
were much easier to distinguish from one 
another than the mattress trademarks. 
Basic legal principles are well estab- 
lished in this field, but predicting the 
outcome is very hazardous because, in 
the final analysis, each trademark case 
depends on its own unique set of facts. # 


Production 
Man 


Widow. 


AD-VERSE REACTIONS 


“with charity toward none” 
By Draper Daniels 
The production man sits in his place 
With small deadlines etched on his face. 
His life is sad; he’d leave it, kiddo 
Except that death might cause a 


Salesense in Advertising ... 


Let's Have Less Brilliance 
and More Common Sense 


By James D. Woolf 
Creative Consultant 


Recently an agency executive asserted, 
in a speech, that outstanding copy comes 
from the pens of brilliant men and wom- 
en. Lack of brilliance, he said, was the 
primary reason for so much mediocre ad- 


vertising. 
A brilliant copy- 
writer, I gathered 


from his remarks, is 
sharp as a tack. He 
is gifted with excep- 
tional brains, a su- 
perb mastery of lan- 
guage, sparkling 
wit, and unfettered 
imagination. He is, 
above all, “clever” 
and endowed with a 
fabulous sense of 
humor. In short, he is a genius. 

I don’t agree. I know intimately and 
have worked with a great many highly 
successful copywriters, and I can assure 
you that not one of them measures up to 
this conception of brilliance. And I can 
assure you further that, in my opinion, 
silly, smart-alecky advertising—the “clev- 
er” stuff—is dreamed up by alleged copy- 
writers who have deluded themselves into 
believing they are geniuses. 


at Fass 


James D. Woolf 


PICTURE IDEA 
OF THE WEEK 


Make your family “Easter parade’ come alive again—in movies! 
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EASTMAN KODAK COMPANY, Peover # 


Here is my conception of a competent 
copywriter: 

1. He is reasonably well educated and 
intelligent. 

2. His writing is better than average, 
but he is by no means a potential Shakes- 
peare. 

3. He has a feeling for people, instinc- 
tively knows what makes them tick. 

4. He respects the average consumer’s 
common sense. 

5. He has good taste. 

6. He believes in factual, informative, 
sensible copy. 

7. He is industrious, a hard worker, a 
digger. 

8. He believes that selling is a primary 
function of advertising. 

9. He doesn’t think of himself as being 
brilliant, and he isn’t. 

10. He doesn’t wear gray flannel suits. 

I maintain that in some quarters copy- 
writing is vastly overrated as an awe- 
somely difficult and mysterious art that 
only inspired brilliance can cope with. 
Poppycock! Actually, in my opinion, the 
art of copywriting needs less “brilliance” 
and more hardheaded common sense. 

Shown here are six advertisements that 
are tops in my book. Such advertisements 
as these are good for the products they 
advertise and good for the advertising in- 
dustry. + 


This is the Hammend Chord Organ 
Not a toy —net a passing famey—bat the easiest to phry 
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How to Age Printing Paper 
in 32 Easy Lessons 


By Kenneth B. Butler 


Opening a direct mail selling piece the 
other day there fell out, among an assort- 
ment of color illustrations and swatches 
for neckwear and slacks, a slip reproduc- 
ing an early advertisement for “merchan- 
dize” and fabrics, dated 1825. In addition, 
to the quaint typography, my attention 
was held by the print paper which bore 
an authentic discoloration including soft 
brown spotting of the edges. 

I noted the items so appealingly pic- 
tured, and I also noted the advertiser, the 
Haband Co., of Paterson 2, N. J. 


= I thought my readers might like to 
know how to achieve this aging or an- 
tiquing process, for this is an art presum- 
ably known only to counterfeiters, and I 
was sure the Haband Co. had gone to some 
effort to reproduce this unique effect. 

The reply came promptly, proving that 
the Haband folks are on the ball, and the 
explanation came from none other than 
one of the principals of the business, one 
M. Habernickel Jr. I do not know whether 
he is a Harvard man, a Princeton man, or 
a Yale man...but he’s definitely ivy 
league. I strongly lean toward pinning the 
Princeton tag on him, since he resides in 
New Jersey. 

His partner is J. A. Anderson, and there 
you have the source of the firm name: 
HABernickelANDerson. Mr. Habernickel 
gave me information on the antiquing 
direct, as is indicated by the title signed 


beneath his name: “Chief Antiquer.” 

I cannot tell it as well as Mr. Haber- 
nickel and so I pass on his narrative to 
show you how this trick is accomplished: 


= “We don’t know ourselves. One guy said 
let’s pour coffee over the edge. We tried 
it, but it was no good. We made the 
coffee stronger, but still as above. We 
added Coca-Cola to coffee, still as above. 
We tried tea of all strengths, still as above. 
We tried machine oil (this smelled bad), 
same as above. We added iodine to coffee, 
still as above. We added iodine to tea, still 
as above. 

“At this point a pan full of the brew 
was spilled down the front of one girl— 
result: ruined dress and burned leg. But 
science marches on. 

“We added methyolite to coffee, still as 
above. We added Tintex to coffee, still 
as above. 

“But each time another 10,000 sheets 
came through—some better, some worse. 
We're still at it and our chemists will 
triumph in the end, even if they never 
know exactly what happened. P. S. At 
present they are top authorities on where 
to buy coffee cheapest. P. P. S. Whenever 
coffee is mentioned it might mean coffee, 
Sanka, Postum, Nescafe, drip-grind, or 
the 59¢ special.” 


Supplement to ‘Aging Report’ 
“In checking facts I am now informed 
that beer was also used. Bock beer 
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Your company’s printed messages and 
pictures about products, prices or procedures, 
deserve the prestige and protection of 


NATIONAL BLANK BOOK’S 
MODERN, VINYL DECORATED COVERS 


Virgin viny] plastic is first choice for decorated covers, and speci- 
fied by over half of National’s catalog customers. Virgin plastic 
outlasts all other plastics . . . reclaimed or intermediate grades. 
Almost a limitless range of decoration possibilities . . . silk screen- 
ing in one to four colors or more . . . 3-Dimensional applique of fe iat 
name or trademark in plastic, electronically welded on the rete ay * hier PAs he ye 
your he Pp y re it HebiMidbe neste Lota on. 
cover . . . traditional stamping and embossing. For modern design = oe provide’ embossed. effect 
, See ne : : hes With;S-dirisnglotal jetteri @ for ex- 
with built-in durability and economy, specify a National virgin 


* fe cmpeaia to oral areas: 
vinyl plastic binder for your next catalog, manual or handbook. 
SREP ARBSRRERKENTERSS SETHE eH RRR 


INiationaL BBLanKk = ooK COMPANY 
Dept. 2505, Holyoke, Massachusetts 


Please send Planning Manual for aid in designing loose-leaf binders with 
decorated covers {| 


Have your representative call |_| 


Typical stock, stiff ring binder of 
virgin plastic. 1” capacity, 11” x 64” 
sheet size. Avaliable in red, vie: 
biue and green. 
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Advertising Age, May 16, 1960 


specifically. That was cut out for obvious 
reasons, plus the fact that paper reeked 
forever after. 

“Big problem is drying the stuff, no 
matter what we use. Building superinten- 
dent has warned us he will not accept 
responsibility for all the paper lying 
around the boiler room for days on end, 
drying. (Fire hazard).” 


Learning from the Retail Ads... 


Chief Antiquer Habernickel ends his 
report on an alarming note. It appears he 
is deeply in trouble with the honesty-in- 
advertising authorities. As he puts it: 

“One government agency is on our 
neck complaining that these are not 
genuine antique papers and wants 
each sheet to carry a disclosure: 
NOT OLD—GENUINE FAKE.” # 


The ‘Universal’ Ad 


Vi ge | 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


We occasionally run in this hallowed 
space an ad that could go by the name: 
“Universal Advertising.” 

You create one ad and then use it year 
after year for any account that comes 
along. Any account that is, that will ac- 
cept such a vacuous substitute for “pro- 
fessional selling multiplied,” which is 
about the most defensible definition I 
know of for respectable advertising. 


, @ It is obvious that this same ad needs 
only the signature altered to work for 
FLIBBERTY SAVINGS & LOAN ASSN., or any 
other SALA or BANK anywhere. 

If you want to use it for FLUTTER MOTOR 
BOATS, change “when you save regularly 
at” to “to the man who owns a.” Then you 
can use it for PITTER PATTER POWER MOW- 
ERS, JAGGEDY RAZORS, Or OYSTER’S OIL BURN- 
ERS. 

I grew up at the wrong time. When I 
was gaining agency experience, I worked 


Employe Communications... 


life is just¥a bowl % 


» of cherries 


: ) when vou save 
regularly at 
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for accounts that were by-damn intent on 
sales and they expected their advertising 
to go to bat and enterprisingly engage the 
prospective customer and win his interest 
and then sell him. It was hard work but 
rewarding—for the advertiser too. 


= It seems to me lots of accounts got lots 
more for their 15% than many get today. 
Obviously, agencies that are doing a bang- 
up selling job for their “clients” won’t 
get sore at that remark, but the brilliant 
creative people who don’t know how 
to sell will get as sore as a Communist at a 
Storm Trooper meeting. 

Isn’t this sort of thing at all defensible? 
I think an ad might be made of it if really 
convincing copy were used to support the 
headline. Now it’s a billboard only, which 
is much easier to do. And I have always 
believed that advertisements which write 
the newspaper down to the level of a bill- 
board, shortchange the advertiser. (Might 
as well make the outdoor boys sore too.) 
The fact remains, the newspaper is a 
unique kind of medium and should be 
used for all its worth, not just as a token 
of “sellerability.” # 


New Look for the Employe Report 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Each year, for the past seven years, 
the authors of this department have 
sponsored—through their own manage- 
ment newsletter, “The Score”—a contest 
to determine the best reports for em- 
ployes published by business and indus- 
try during the year. Although the field 


of reporting to employes will never be- 
come as important (perhaps regrettably) 
as the field of reporting to stockholders, 
still there is a continuing surge of in- 
terest on the part of American manage- 
ment. 

Historically it is the large companies 
that issue reports; only in the past two 
or three years have smaller concerns 
taken the time and trouble to tell the 
employes how the score looks for the 


year. Last year Shell Oil took first place; 
the year before a smaller concern—Pit- 
ney-Bowes. Aluminum Co. has won 
twice; General Motors tied for first with 
Pitney-Bowes another year and in still 
another year Erie Railroad, Esso Stand- 
ard Oil and Revere Copper & Brass fin- 
ished nose to nose. 


s Within the seven-year span, there 
have been a lot of changes made in an- 
nual reporting to employes. For example, 
the “annual” aspect of reporting is being 
modified; many companies report on pro- 
gress more frequently. They use more 
than one medium—the motion picture 
and slide film are coming into greater use 
as a means of reporting, for example. 
Seven years ago most reports were 
carried as sections of the employe maga- 
zine or newspaper and appeared prin- 
cipally as watered-down versions of the 
stockholder report. Today more and more 
companies issue separate reports; a few 
are ornate, but the majority tend toward 
the conservative. Most are now mailed 
directly to the employes’ homes. 
Companies in many cases use the 
stockholder report for distribution to the 
employes, and hence have no separate 
report for employes. This method has the 
virtue of economy, but the craftsmen of 
report preparation seriously question the 
extent of employe penetration. Many are 
now saying, “We issue a separate report 
for employes, but we make the stock- 
holder report available to employes if 
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they want to see that also.” 

Are employe reports fairly forthright 
in discussing the company’s business 
affairs, or are they still reluctant to deal 
in more than generalities? If an answer 
is possible, it probably is that they are 
more forthright; managements appear to 
view reporting to employes realistically, 
recognizing that if it’s in the stockholder 
report, it’s pretty hard to keep it away 
from employes. They admit further than 
the economists in the union hall are 
quite competent when it comes to analyz- 
ing a report, and that if they find some- 
thing questionable, they lose little time 
in relaying that doubt to the rank-and- 
file member. 


# Profit is something the reports con- 
tinue to shy away from, although more 
companies are now not only openly dis- 
cussing it but making no apologies for it. 
(Why companies ever needed to feel em- 
barrassed about making a profit is some- 
thing this battery of scriveners could 
never understand! ) 

Are there ground rules for the inex- 
perienced? Perhaps these might help: 

Keep the text simple, and avoid the 
accounting language; don’t be patroniz- 
ing in copy; don’t be too lavish in your 
use of design or color—in short, don’t 
give it that “expensive look”; use plen- 
ty of supporting graph and chart illustra- 
tions, and remember that the old pie 
chart is still the best of all. And mail it 
to the employes’ homes. # 


From an Art Director's Viewpoint... 


Le Melange Automotif 


2 LA REVOLITION DE LAU TOMOBILE of how aor, 
nd and more Ainern ais bene made thee drning fan agen . 


By Andy Armstrong 


Is there a conspiracy afoot to submerge 
the identity of imported compact cars? 
Anglia, Renault and Peugeot are appear- 
ing in nearly identical formats. Deeply 
banked copy above, full width of the ad. 
Outlined picture be- 
low. With a little 
study you can fix on 
a few visual differ- 
ences. Anglia carries 
its name at the start 
of the text, while 
Peugeot and Renault 
carry theirs just 
above the car. Re- 
nault runs in full 
color, while Anglia 
and Peugeot stick to 
black and white. 

Their copy approaches work harder 
than their graphics to give these brands 
separate identities. Anglia is pooka-ish 
and precious, calling a trunk a boot and 
ringing in other stage-English vernacular 
like wizard, cricket and chaps. Peugeot 
stays closer to new world language, and 
probably should, since the price is higher 
than the other two. But when you add up 
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Peugeot’s prose, you come out with the 
same data as Anglia’s. Plenty of room. 
Economy. Torsion bar steering wheel and 
so on. As for Renault—if anyone has man- 
aged to sweat all the way through that 
French-English mishmash, will he please 
dash off a translation and drop it in the 
post? 


s Different in copy or not, the graphics 
give a net impression of a similarity that 
seems contrived. In detail, the three pho- 
tographs lean heavily on kids. Three for 
Peugeot, four for Renault, and eight for 
Anglia. Is this a plot too? Is there any 
duplication? The faces are so small that 
you can’t be sure the same kids aren’t 
turning up in all three campaigns. Beyond 
the clouding of these brand images with 
similar kids, how about the association? 
Babes in-Toyland? Little make-believe 
cars for little make-believe people? 

If these are fine automobiles, only Peu- 
geot is saying so in a way you can under- 
stand—but when you have been an hour 
away from these ads, who said it? Cor- 
vair? 

Peugeot. Peugeot. Is that the one with 
the lion in the picture, or the one that 
talks broken French? + 
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FTC Will Make Intensive Probe of 
Ratings, Kintner Tells House Unit 


WaAsHINGTON, May 10—The Sen-| legislation tightening the commis- 
ate committee on interstate andj|sion’s authority over advertising. 
foreign commerce disclosed last) On two occasions he told the 
week that it has induced the Fed-|committee he would like adver- 
eral Trade Commission to go into|tisers to be more cooperative in 
an intensified investigation of ra-| discontinuing campaigns that the 
dio-tv rating services. |commission has questioned. 

The scope of the FTC effort was | 
not disclosed. But Chairman Earl) = “They may have a right to use 
Kintner assured the committee at|the material until the cases are 
a hearing last week that the work decided, and the media may have 
is going ahead rapidly, and that) the right to carry the ads, but they 
his investigators are continuing to ought to consider whether it is 
get new information. |good for advertising to insist on 

Discussion of FTC’s probe of | exercising this right. 
rating services was one of a vari-| 


‘or 


Advertising Age, May 16, 1960 


“People read about complaints, | have a responsibility that goes be- | however, the House committee on 


and they wonder why the ads are| yond what FTC can require, and 
still running.” that broadcasters in particular are 

Chairman Kintner said, “I have} displaying serious 
taken the position that the pru-|doing a better job. 
dent thing to do is for the adver- But, he reminded the committee, 
tiser to use a different campaign |‘“‘the man with the checkbook, the 
while the issue is being decided.| advertiser, has the greatest re- 
Surely there is enough ingenuity | sponsibility. The agency, the copy- 
in the advertising business to| writer who prepares the ad, has 
devise something which will sell|the second responsibility. Then 
the merchandise without raising|comes the advertising medium. 
questions of legality. We have never cited one, and we 

“If we ultimately dismiss the | hope we never have to.” 
complaint, the advertiser can then 
consider whether he wants to re- 
turn to the other campaign.” 


= The discussion of rating services 
was introduced by Sen. Warren 
Magnuson (D., Wash.), the com- 
s With respect to media responsi-| mittee chairman. 

bility, Chairman Kintner told Sen.| His committee started a ratings 
A. S. (Mike) Monroney (D., Okla.) | investigation two years ago and 
that broadcasters and other media| held brief hearings. More recently, 


intentions of | 


legislative oversight entered the 
picture by retaining the American 
Statistical Assn. to make an ob- 
jective investigation of rating 
service methods and operations. 
Under questioning by Sen. Mag- 
nuson, Chairman Kintner reported 
that the ratings investigation is 
moving ahead rapidly. He said 
FTC “is still getting leads” but 
that it expects to conclude the 
probe “in a reasonable time.” 


s The FTC chairman noted his 
staff has received material col- 
lected in the files on the commit- 
tee on interstate and foreign com- 
merce, and that Nicholas Zapple, 
the counsel for the subcommittee 
on communications, “has been 
very cooperative.” # 


ety of subjects reviewed as the} 
committee had an hour-long hear- 
ing on the appointment of Chair- 
man Kintner for a new seven-year | 
term at FTC. 
| 
® The Kintner nomination, which | 
is non-controversial, is one of) 
many which are before the com-| 
mittee. No appointments to regu-| 
latory agencies have been consid- | 
ered by the Senate this year, but | 
there has been no policy statement 
from the Democratic leadership | 
instructing committees to hold up} 
approval of appointments until | 
after the Presidential election. 
Committee members were uni- 
fofmly hospitable, with Sen. Gale | 
McGee (D., Wyo.), declaring, “y | 
have been impressed with the) 
increased tempo of activity at FTC | 
which coincides with your chair- | 
manship.” 
Chairman Kintner brushed off! 
the implication that his predeces- | 
sors permitted work to accumu- | 
late. “All institutions tend to be-| 
come encrusted and bureaucratic,” 
Chairman Kintner explained, “and 
there is a need to take inventory 
occasionally. For example, that) 
same need exists in the field of) 
advertising now, and I have been 
trying to urge them to look at 
themselves and make the changes 
that are needed.” 


® As for his own work at FTC, 
Chairman Kintner said his 11 
years on the staff were a great 
advantage in formulating a pro- 
gram. “I knew where the bodies 
were buried, and I had definite 
ideas of the role the FTC should 
play in our economy.” 

In response to questioning by 
Sen. John Pastore (D., R.I.), he | 
said that if FTC operates vigor-| 
ously, and advertising people) 
measure up to their responsibili-| 
ties, there is no need for more} 


don't count noses...count sales 


nd in Massachusetts 

@ Consumer Spendable Income — 
@ Retail Sales 

Springfield | 

ass. 


Newspapers 


says LEE R. CANFIELD 
Vice-President 
The Griswold-Eshleman Co. 


“Every issue of Industrial Marketing gets my cover-to-cover at- 
tention within hours after | receive it. | consider IM essential 


reading for keeping posted on important developments in my 
profession.” 


Mr. Canfield has racked up more than thirty years of industrial 
advertising experience since graduating from the University of 
Texas (B.S. in electrical engineering). His first positions were 
with advertisers—Westinghouse Electric and Copperweld Steel 
—but, twenty-four years ago, he switched to the agency field, 
joining The Griswold-Eshleman Co. as an account executive. He 
remained with that Cleveland concern and for the past six years 
also has served as a vice-president and group head. A leading 
agency in the placement of businesspaper advertising, Griswold- 
Eshleman invested more than $4,000,000 in the business press 
in 1959. Its clients include such industrial advertisers as B. F. 
Goodrich, Anaconda Aluminum, Lamson & Sessions, Warner & 
Swasey, Cooper-Bessemer, Tube Turns and Lincoln Electric. 


PRES BRREIS 
READING 


says E. V. FERRY 
Advertising Manager 
E. W. Bliss Company 


“Industrial Marketing is one publication that is thoroughly re- 
viewed by myself and others in the department. The articles in 
IM are evidence that the editors are well aware of the problems 
confronting industrial marketing teams, and as such are geared 
to help solve these problems. Many IM articles are filed for 
future reference.” 


Mr. ferry joined the advertising department of the E. W. Bliss 
Company right out of Kent State University. Less than a year 
later (March, 1956), he was promoted to advertising manager 
for the heavy machinery firm headquartered at Canton, Ohio. 
Established in 1857, the Bliss company produces mechanical 
and hydraulic presses as well as other products such as rolling 
mills and mill equipment, die makers’ supplies and container 
making machinery. Mr. Ferry reports that the major portion of 
the Bliss advertising budget is devoted to business publications, 
with about $200,000 being spent for that purpose last year, 
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Some Marketers Push Volume, Forget 


Importance of Profit, Balch Charges 


U. of Colorado Session 
Hears Housewife Panel 
Hit Aiming Ads at Kids 


BouLpER, May 10—A charge that 
many marketing people are more 
concerned with volume than with 
profit was made here by Wil- 
liam Balch, president of Realist 
Inc., Milwaukee camera manu- 
facturer. 

“There is a lack of orientation 
toward profit. Many merchandis- 
ing plans are but a sneaky way to 


cut the price,” Mr. Balch said, 
speaking at the University of Colo- 
rado. 

“Unless cut price can also guar- 
antee and deliver service,” he 
said, “you may continue to have a 
marketing problem and a profit 
problem as well,” adding that 
every revolution in retailing in 
history began on price but re- 
mained on service. 


s During a panel discussion 
“What’s Wrong with Advertis- 
ing?” it was suggested that one of 


the faults is that management does | 


not include advertising men in 
planning sessions. 

A housewives’ panel, “What 
Housewives Dislike About Retail- 
ing, Products, Advertising & 
Packaging,” produced much com- 
ment on advertising’s “unbeliev- 
ability.” The housewives particu- 
larly noted their dislike of (1) 
telephone campaigns, (2) con- 
trived spellings, (3) appeals to 
children and (4) increased sound 
volume during tv commercials. 

Among other dislikes: 

e Packages which are difficult to 
open. 
e Spray cans which stop working 


before the entire contents have 
been used. 


e Narrow-neck catsup bottles. 


e The standard size of frozen food | 
packages which contain supplies 
for three persons, when the family 
may consist of two or four. # 


Petry Names Sawyer, Levy 
Edward Petry & Co., New York, 
has appointed Thomas E. J. Saw- 
yer to its marketing department 
and Richard P. Levy a tv account 
executive. Mr. Sawyer formerly 
was with Dancer-Fitzgerald-Sam- 
ple. Mr. Levy previously was with 
WCAU-TYV, Philadelphia. 


Variety Stores Show Ad Gains 

Major variety and general mer- 
chandise chain stores placed 289,- 
701,721 lines of ads in 418 news- 
papers in 138 large cities in 1959, 
a new record, according to Variety 


.... with men who make 
industrial advertising 


says O. R. PAYTON 


Manager, Sales Promotion and Advertising 


Mueller Brass Co. 


“Industrial Marketing is a valuable source of inspirational ideas, 
factual information and helpful aids in preparing our industrial 
advertising and sales promotion programs. Many of its articles, 
editorials, charts and graphs have been used in backing up our 
campaign proposals to management. IM is a must on our depart- 


mental reading list.” 


To quote Mr. Payton, he “came up through the ranks” at Mueller 
Brass. Starting seventeen years ago as a production worker in 
the company’s brass machining department, he advanced first 
to the planning department, then to product engineering and 
design, and finally to advertising, where he has worked for the 
past twelve years. Since 1957, Mr. Payton has directed adver- 
tising, sales promotion and marketing activities for the Port 
Huron, Mich., firm and its subsidiaries, among whose products 
are copper tube and fittings, brass and bronze rod, forgings, 
aluminum windows and powdered metal parts. He is responsible 
for an advertising program which allocates more than $300,000 


Sn isi 


Pie a ia mae 


for space in business publications annually. 


The magazine of selling and advettiing 
» hentai mel all 
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Store Merchandiser. The gain was 
10.9% over the 1958 total of 261,- 
086,425 lines. 


Beverly Baker Joins Spitz 

Beverly Baker has been named 
radio-tv director of William Spitz 
Advertising Agency, Syracuse. She 
formerly was assistant to the di- 
rector of public relations and ad- 
vertising of the Duncan Hines Or- 
ganization. 


Theo. Hamm Names Johnson 
Theo. Hamm Brewing Co. has 
appointed Leonard Johnson as- 
sistant director of advertising. Mr. 
Johnson was formerly advertising 
product manager of Betty Crocker 
products at General Mills. 


Mahon Joins Batz-Hodgson 

Robert L. Mahon has joined 
Batz-Hodgson-Neuwoehner, St. 
Louis, where he will do copy-con- 
tact work. Mr. Mahon was for- 
merly vp in charge of copy and pr 
at Frank Block Associates. 


| Get your share of space in 
| 
| 


13,492 Products 


are competing for 


poppe gas 


food stores . a 


today’s modern markets 
from the nation’s leading re- 
tailers who control display 
space in 112,000 food stores, 
handling $24 billion in an- 
nual sales — approximately 
44% of the total food busi- 
ness. Their buyer’s guide is 


ARGU 


BULLETIN 


the No. 1 monthly magazine 
in the food distribution field. 


PUBLISHED SINCE 1914 BY 


National Association of Retail 
Grocers of the United States 


(NARGUS) 
Your advertising in 


NARGUS 


BULLETIN 


reaches 80% of all inde- 
pendent super markets, 50% 
| of all superettes, all volun- 

tary and cooperative group 
headquarters and all mem- 
bers of National-American 
Wholesale Grocers’ Associa- 
tion and National Food Bro- 
kers Association. 


_ WARGUS BULLETIN 


360 N. Michigan Ave. 
Illinois 


Chicago 1, 
| 
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Drive Boosting 
Men’s Shoes as 


Gifts Builds Sales 


Mom Likes to Give Pop 
New Pair if She Thinks 
They're Stylish, LIA Finds 


New YorkK, May 10—An idea 
which has converted the prosaic 
man’s shoe into a personal gift 
item will mark its second anniver- 
sary in a color page ad in the June 
Holiday. The ad is the fourth in 
the series urging women to give 
men’s shoes as a special, “wanted” 
gift. 

Conceived by Mel Salzman, di- 
rector of Leather Industries of 
America, the shoe gift promotion 
aims at increasing the sale of 
leather through selling more men’s 
shoes. And the sales figures indi- 
cate the idea is working: Last year 


Use our telephone number and 
address as yours in New York. 
We forward all mail and. mes- 
sages Ho ponse say 2 Low $15 
per month service fee. 

24 Hr. Service 7 Days per week. 
Month to Month—No Contracts. 
ANSWERING TELEPHONE 
SERVICE OF N.Y. 


Wiraetes 
Bag LEATHER SHOES FOR FATHER'S DAY 


SHOES FOR FATHER—Leather Indus- 
tries of America will run this color 
page in the June Holiday to pro- 
mote leather shoes as the “perfect 
gift” for Father’s Day. 


men’s shoe sales rose 10% over 
1958, reversing a 20-year down- 
ward trend in the per capita sale 
of men’s shoes. 

The ads run only in connection 
with Father’s Day and Christmas, 
but by now 85% of the men’s shoe 
|industry is participating. In addi- 
|tion, 15,000 shoe retailers in the 
|U. S. and Canada are planning 
Father's Day gift promotions this 
|year, using LIA-produced mer- 


245 East 80th St.,N.Y.21, N.Y. 


| chandising material. 


Mail surveys of retailers are 
conducted after each promotion, 
and the most recent survey, con- 
ducted after Christmas, reported 
that shoe gift sales were up any- 
where from 4% to 42%—an aver- 
age of 22%. 

Each ad pictures a happy wife 
and children presenting their gift 
of shoes to an equally happy father. 
The media list has included Vogue, 
Redbook, McCall’s and Maclean’s. 
Last Christmas, the LIA began list- 
ing brand names in the ads; the 
forthcoming Holiday ad will carry 
the names of 38 brands. 

There is a quid pro quo in this 
arrangement. Each brand listed in 
the ad places LIA merchandising 
material in its key retail outlets, 
frequently spending thousands of 
dollars for this material—in addi- 


pens to using those kits supplied 


free by LIA. Participating manu- 
facturers also include LIA themes 
in their national advertising and in 
their semi-annual mat _ books. 
Newspaper advertising linage de- 


promotion exceeded 625,000. 


s Throughout the two-year cam- 
paign, the emphasis has been on 
selling extra pairage, rather than 
replacement pairage. The shoes 
singled out for promotion are al- 
ways new styles and silhouettes. 
| Otherwise the shoes sold as gifts 
| would merely be borrowings on the 
| business of the next few months. 


TD SELL HIM... REACH HIM FIRST. = <==» 


South Bend, Indiana is one of “33 Newspaper Markets with significant 
sales potential beyond their Metropolitan Area limits.” (Sales Manage- 


ment, April 15, 1960). 


This “Significant Sales Potential” amounts to $198 million in Retail 
Sales, and it’s located in the 6-county Retail Trading Zone which sur- 
rounds South Bend’s $278 million Metro Area. Total Retail Market value 


is $485 million! 


The entire area is covered by The South 


Bend Tribune . 


Bend Tribune schedule. 


Franklin D. Schurz, Editor and Publisher © Story, 


. . 92% saturation of the 
Metro Area; 69% coverage of the Trading 
Zone and sales producing circulation in 7 
additional counties. To sell South Bend in 
its entirety, reach it first with a South 


Soulh Mend 
— Cribune | 


Brooks & Finley, inc., National Representative 


This man is “Ready-to-Buy” 


Diow 


— 


Coming soon...a new way to reach 
your most valuable market... 
the people who are “Ready-to-Buy!” 
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voted to last Christmas’ shoe gift | 
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ESSE) = 
SYETTE GIFTS 


BABY GiFTS—P. H. Hanes Knitting Co., Winston-Salem, N. C., won the 
first award of the Folding Paper Box Assn. of America for this de- 
sign of three new baby gift sets introduced last fall. 


One reason credited for the suc- 
cess of the gift idea is the new 
style developments in men’s shoes. 
“Until recently a woman would 
not think of giving a man a pair of 
shoes, because her image of a man’s 
shoe was a comfortable, durable 
but dull object,’’ Mr. Salzman be- 
lieves. 

Literature to retailers emphasizes 
that only specific, new styles of 
men’s shoes should be highlighted 
for gift giving, to discourage re- 
tailers from plastering every shoe 
in the window as a gift suggestion. 


s Merchandising aids supplied by 
LIA include window streamers, 
window and in-store displays, Day- 
Glo tentfolds, ad reprints, point of 
sale material, gift certificates and 
suggested advertising and publicity 
for local release. A publicity cam- 
paign backs the advertising. 

This promotion is part of the 
shoe industry campaign to sell 
more shoes, begun ten years ago 
with the founding of LIA by the 
American tanning industry. Nearly 
85% of the leather produced in this 
country goes into the making of 
shoes. The emphasis on men’s shoe 
sales reflects the fact that more 
leather is used in a pair of men’s 
shoes than in women’s or chil- 
dren’s; also men’s shoes have 
lagged in sales behind other types 
of footwear. 

The gift campaign has been han- 
dled since its inception by W. B. 
Doner & Co., but will be handled 
from now on by Daniel & Charles, 
New York, which was appointed 
the LIA agency last month (AA, 
April 25). # 


Simmons Succeeds Brown 

American Forests, Washington, 
has appointed Melburn O. Sim- 
mons, an independent magazine 
representative, western advertis- 
ing manager. Mr. Simmons has of- 
fices at 333 N. Michigan Ave., Chi- 
cago, and succeeds Harry W. 
Brown, who has retired. 


Globus Adds Two Accounts 

L. J. Globus Inc., Los Angeles, 
has been appointed to handle ad- 
vertising for Costa Mesa Knitting 
Mills, Costa Mesa, Cal., new textile 
knitting amd finishing plant, and 
for Harou Inc., Los Angeles maker 
of women’s dresses. 


Lace to Stanley Publishing 

Richard W. Lace, former general 
sales manager of Watervliet Tool 
Co., Albany, N.Y., has been named 
regional manager of Stanley Pub- 
lishing Co. in charge of its Detroit 
office. 


“Herald Trib’ Sets 
‘Merchandising Plan 


New YorK, May 10—To attract 
more linage to its Sunday maga- 
zine, the New York Herald Tribune 
is offering advertisers in the soft 
goods field a free merchandising 
service that includes a five-stage 
direct mail program. 

According to Max Spivak, direc- 
tor of merchandising, advertisers 
placing a schedule of three or more 
insertions in Today’s Living are 
eligible for the service. Insertions 
may be of any size and either in 
b&w or color, Mr. Spivak said. 

The merchandising plan, tailored 
to the needs of the individual ad- 
vertiser, works this way: 

1. Once an advertiser signs up, 
the. Herald Tribune mails copies 
of the Sunday edition to 2,300 top 
merchandise men in major special- 
ty and department stores through- 
out the U. S. 

2. A second mailing—plugging 
the advertised product and setting 
forth promotion plans—goes to 
merchandising managers and buy- 
ers in the particular product cate- 
gory. 

3. Another mailing, in the form 
of an advance card, notifies pros- 
pects of advertiser names and ad- 
dresses and dates of ads. 

4. The week prior to publication, 
a copy of Today’s Living is mailed 
to prospects with a cover note 
boosting product ads. 

5. The final phase, covering the 
two-week period before and after 
publication, includes mailing of a 
“gimmick piece” (bottle of per- 
fume, novelty item, etc.) to incom- 
ing buyers. 


s According to Mr. Spivak, the 
merchandising program is offered 
at no cost to the advertiser or 
agency. The Herald Tribune, he 
added, bears the entire cost, includ- 
ing production, handling and post- 
age costs. # 


Falb Joins John Withy 

Richard A. Falb, formerly ad- 
vertising manager of Otter Tail 
Power Co., has joined John Withy 
& Associates, St. Paul advertising 
and public relations agency, as 
associate in charge of communica- 
tions. 


Wilson Joins C. S. Hammond: 

Mrs. Kate S. Wilson, formerly 
with Lord & Taylor, Millburn, N. J., 
has joined C. S. Hammond & Co., 
New York, publisher of maps, as 
manager of its mail order division. 
She succeeds Richard E. Keesee, 
who has resigned. 
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Never promise more than you can perform 


—PUBLILIUS SYRUS 


YOUNG & RUBICAM,, Advertising 
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Commissioner to Control 

To the Editor: Except for the 
man who works at it, hardly 
anyone seems to respect advertis- 
ing. The quiz and payola scandals, 
the tasteless deodorant, sinus and 
sick headache commercials, the 
phony claims of superiority, the 
ridicule of competitors and general 
ineptitude have made our profes- 
sion a joke, and a sick joke at 
that. 

What the advertising profession 
needs is a strong association, much 


like the American Medical Assn. | 


And a commissioner, much like 
the one in baseball. The Four A’s 
is not quite the answer, since ad- 
mission is by size only, with a 
‘kiss of ethics. What we need is an 
organization with integrity as the 
cost of membership, and a ‘strong 
commissioner equipped with pow- 
er and the right to use it. 

The man chosen for the com- 
missioner’s post must have in- 
tegrity and courage, be articulate 
and a leader. Fairfax Cone, for 
example. 

Publishers, broadcast and tele- 
‘ vision stations must be part of 
such an association. They could 
enforce compliance by refusing to 
accept advertising which has been 
condemned by the commissioner. 


A NEW STANDARD 
FOR MEASURING THE 
EFFICIENCY OF THE 
ADVERTISING DOLLAR 


“OIL ano GAS 
JOURNAL | 


«TULSA, OKLAHOMA 


The Voice of the Advertiser 


This department is a. reader’s forum. Letters are welcome. 


Ad Industry Needs Strong Association, 


Ads’ Integrity 
(Did someone scream 
ship?’’) 

The networks, of course, would 
require some doctrination. They 
have no sense, of discrimination, 
can’t tell junk from the good either 
in advertising or programming. 

Advertising has a choice of ei- 
ther cleaning house now or having 
the government do it later. 

Stephen Tedor, 

Glenwood Advertising, Chi- 

cago. 


“dictator- 


© * . 

What Are the Criteria for 
Judging a Journalism School? 

| To the Editor: Like Robert 
Newcomb and Marg Sammons 
(AA, March 28) I was delighted | 
to hear that Samuel I. Newhouse 
was giving $2,000,000 to Syracuse 
| University for a mass communita- 
|tions center. Let’s hope other af- 
fluent communicators follow his 
lead. However, I was surprised to 


is the quality of instruction of- 
fered at the various schools. 
The four schools mentioned by 


deed all excellent schools. But it 
does both them and the other fine 
U.S. schools of journalism a dis- 
service when someone dashes off, 
without explanation or qualifica- 
tion, a list of the “big four.” 
S. Watson Dunn, 
Associate Professor of Jour- 
nalism & Commerce, Univer- 
sity of Wisconsin, Fulbright 
Lecturer for France, 1959- 
1960, Lyon, France. 


The Wonders of This Jet Age 
To the Editor: Either the copy- 
writer (or Mary Hurn) had one 
too many of the Canadian Club. 
From picture 1 to picture 4—from 
the “rugged Himalayan foothills 
of Assam” to “nearby Jaipur’— 
is quite a jump, even for a tiger- 
terrorizing lady adventurer. My 
point is that Jaipur is nowhere 
near Assam—as a quick glance at 


note Newcomb and Sammons’ 
claim that Syracuse, Columbia, 
Missouri and Northwestern are 
“widely conceded” to be the “big 
four” of journalism institutions. 


No such exclusivity is recognized |¥ 


by the various accrediting or pro- 
fessional groups. Not, for example, 
by the American Council on Edu- 
cation for Journalism (the princi- 


zation), the media associations, 
the advertising organizations or 
the public relations groups. 
Perhaps Newcomb and Sammons | 
were thinking of size—either phys- 


If so, they have missed the mark, 
because these are not the four | 
biggest on either count. (And even) 
if: they were, who would accept 
size as the prime criterion for 
rating when some of our best. 
colleges—e.g., Haverford and Am-) 
herst—are among the smallest?) 

The fact is that there are many | 
criteria for comparing journalism | 
institutions—number of research | 
projects in process, number of | 
publications, number of graduate | 
students, number of Ph.D.’s on 
the faculty, annual budget, pro-| 
fessor-student ratio, to mention) 
a few. Hardest of all to compare | 


(ADVERTISEMENT 


of course.) 


AND SHIRTS? 


DID YOU KNOW THAT THERE 
ARE MORE PAPER BOXES* 
SOLD THAN ALL MEN’S SUITS 


pal journalism accrediting organi- § 


1 just couldn't 
be bady-like 
with this 


man-eating tiger’ 


Canademn Clib Ede 


a map of India will show. I have 
lived in India for quite a few 
years and the last time I was 
there (1957) Jaipur was more than 
1,000 miles away from Assam— 
and I guess it still is. Unless in 
this fast-shrinking jet age 1,000 
miles can just be called “nearby.” 
This constricting cosmos, this 
tiny terra firma! 
G. J. Advani, 
Post-Standard, Syracuse, N.Y. 


ANA Wants to Reprint Table 
of Networks’ Ad Standards 
To the Editor: The Assn. of Na- 
tional Advertisers would appreciate 
permission to reprint the excellent 
table on network advertising stand- 
ards which appears in the issue for 
April 25. Credit would be given. 
Alvin A. Dann, 
Director, Public Relations, 
Assn. of National Advertisers, 
New York. 


Mailing Deficits tor 3rd Class 
Mostly Bookkeeping: Farrand 
To the Editor: The “Voice of the 
Advertiser” in your Feb. 1 issue 
carried a letter signed by Lew 
Muenz of Minneapolis comparing 
the so-called subsidy enjoyed by 
magazines to the farm subsidy. I 
am afraid reader Muenz is misin- 
formed. I know very little about 


Newcomb and Sammons are in-| 


Boey > hee New we Sore money toe oe mw 


| 
| 


nor third class mail need offer an 
apology. 

The real culprits are two: (1) 
The failure to eliminate “public 
service” items (probably over 
$400;000;000) from the so-called 
deficit and (2) the way the cost 
ascertainment report, which the 
Post Office has repeatedly admit- 
ted is not a proper basis for rate 
setting, is quoted by the depart- 
ment and Congress in alleging 
magazines and third class mail 
cause huge deficits. 

This whole problem of second 
and third class mail rates is highly 
|complex and would require an en- 
|tire issue of ADVERTISING AGE to 
| cover it adequately but I would be 
| delighted to sit down with reader 
|Muenz on his next visit to Phila- 
|delphia and show him the facts of 
| life as they apply to postal rates. 

Robert K. Farrand, 
Vice-President and Director of 
| Public Relations, Curtis Pub- 
| lishing Co., Philadelphia. 

- 7 ee 
Finds Some Ads in AA Guilty 
of Cheapness We Condemn 

To the Editor: For all of your 
criticism of cheapness in some of 
|today’s advertising, I think you 
|should be a little more concerned 
with the ads in your own publica- 
tion. The Modern Medicine adver- 
tisements (especially the one on 
Page 64 of the April 11, 1960, issue) 
seem to go from smutty to obnox- 
ious. 

As a healthy young man, I am 
probably just as breast conscious 
as anyone else. But the quivering 
cartoon female with the side-show 
breasts isn’t exactly a Venus—and 
the leering, paunchy “Doctor” 
doesn’t glorify his profession any- 
more than does the Mars-like char- 
acter trying to sell his “ophthalmo- 
scope.” The “Doctor’s” beady little 
eyes are so intent on the young 
lady’s gargantuan mammary glands 
that the reader, I’m afraid, must 
come to at least one of four con- 
clusions. 

The Doctor: 

1. Has just had his eyesight re- 
stored. 

2. Operates on feet all day long. 

3. Is trying to work out a new 
test for pregnancy by studying the 
exact degree of elevation of the 
female breast. 

4. Is just a dirty old man. 

I’m inclined to agree with the 


excellent paper with the very thing 
you come out so strongly against. 
Gary Madderom, 
Copywriter, Evanston, Ill. 
* a * 
Export Adman Approves 
Bill's Words on Italy 


Advertising Age, May 16, 1960 


we 
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‘Imitation Is for the Birds,’ 
Says White Rock Dealer 
To the Editor: A White Rock 
dealer who missed his calling as 
an ad writer passed along this ex- 
hibit. The White Rock ad was a 
1,000-line insertion in the New 
York Daily News on April 7. The 
Cott 1,000 liner ran in the same 
newspaper on April 28. The dealer’s 
brief, eloguent comment: “Cheep! 
Cheep! Cheep!” 
Gene Gramm, 
New York. 


opportunity, by the “buzz boys.” 

More of Bill’s brand of info 
should not slow the optimism but 
might help keep the froth from 
spilling all over Madison Ave. bars, 
as it has been. 

Hope Bill writes his piece on 
Germany real soon, and Ap AGE 
gives it the same position. 

Thomas W. Hughes, 


President, National Export 
Advertising Service, New York. 
< - e 


This Ad Doesn’t Connect 
With Mr. Gelman Either 

To the Editor: That this adver- 
tisement strikes me as being in the 
worst possible taste, while it prob- 
ably strikes the funeral director 
advertiser as great and the New 
York Times as acceptable, is quite 
understandable. Taste is a person- 
al thing. 

Aside from the telephone off in 


latter. Please don’t soil your most 


a bleak limbo and its symbolically 


the farm subsidy but am quite! To the Editor: Among the mess torn wires, the ad’s theme is a 


familiar with the propaganda put 


out by the Post Office Department. 


|of hoopla on the glorious future 
immediately, in international busi 


| real “killer.” What a way to convey 
’|a totally absurd “reason” for some- 


The so-called “deficits” laid at ness which has vocal gentlemen 07° to choose this particular chap- 


*BOX, CARTON AND CONTAINER SALES 


WERE ‘3 BILLION LAST YEAR 


‘the door of the magazine industry 


\el’s services: “Not connected with 


jetting themselves to strange and 


|any other firm.” 


by various members of Congress 
and by the Post Office Department 
are mostly bookkeeping deficits 


exciting lands, it is refreshing to 
have Ap AGE give feature position 


Not connected, indeed! 
Murray Gelman, 


For Further Information on This Growing Market, Contact: 


to the experienced words of Jim New York 
Tn ae and the Post Office Department Kennedy’s friend, Bill, on Italy : 
. A : - ; ° e . 
OX Oanr CEntral 6-3690 ‘knows it. Third class mail also| (AA, April 4). 


369 LEXINGTON AVENUE 
NEW YORK 17, NEW YORK 
MUrray Hill 3-8432 


pays nearly all its own way and,| 
| when the increases enacted in 1958 
jare fully effective, neither second 


The same applies to many other | Two Tests on ‘Life’ Omitted 
|places which today are being To the Editor: In your April 11, 
| voiced about as lands of golden) 1960, issue you published your an- 


CONTAINERS 
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This is important when you consider the sales potential waiting for you in this fast-growing western market. @ Look at the facts. 
Medicine Hat’s population has increased by over 38% since 1951. Retail sales now stand at an all-time high, totalling more than 
$35,000,000. The city’s gross annual value of production increased from $26 million to $35 million in only one year, from 1956 to 1957, 
and industry is still maintaining this rapid rate of growth. @ These facts add up to one important conclusion. Medicine Hat is one 
of the fastest-growing markets in Canada. It is the fourth city in population in Alberta and third in the province in the value of 
manufacturing. @ The only way to sell this market completely is through the medium the people know best and trust most, The 
Medicine Hat News. The News is a habit with all of the people in Medicine Hat every day. More than 98% of its city zone circulation 
is home delivered. Give your sales message maximum thrust in this-lucrative market... . put it to work for you on the pages of The 
Medicine Hat News. 


YOU GET ACTION WHEN YOU ADVERTISE IN 


The Medicine Hat News 


ONE OF THE EIGHT SOUTHAM NEWSPAPERS IN CANADA 


The other Southam Newspapers are : THE OTTAWA CITIZEN « THE NORTH BAY DAILY NUGGET + THE HAMILTON SPECTATOR + THE WINNIPEG TRIBUNE » THE CALGARY HERALD » THE EDMONTON JOURNAL « THE VANCOUVER PROVINCE (Published for Pacific Press Ltd.) 
TORONTO THE SOUTHAM NEWSPAPERS, 88 UNIVERSITY AVE., K. L. BOWER, MANAGER. MONTREAL THE SOUTHAM NEWSPAPERS, 1070 BLEURY ST., J. C. McCAGUE, MANAGER. UNITED STATES CRESMER & WOODWARD INC. (CAN. DIV.), NEW YORK, DETROIT, CHICAGO, SAN FRANCISCO, LOS ANGELES, ATLANTA. 
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nual “Ad Readership Study Sched- 
ules.” I note that you have omitted 
two of our scheduled Impact tests 
on Life—the issues of June 6, 1960, 
and June 20, 1960. 

I would appreciate it if you 
would print a correction in your 
earliest possible issue. 

Richard H. Williams, 

Vice-President, Gallup & Rob- 

inson, Princeton, N. J. 


Kudner Ad Was Uncritical 
‘Neigh,’ Mr. Burger Says 


To the Editor: According to the, 


Kudner award-winner reproduced 
in your April 25 issue, “Our unique 
and restless economy ...is funda- 
mentally devoted to the production 
and distribution of things people 
don’t need. Among them are. . . ed- 
ucation.” However excellent the 
creative writing, this sort of contor- 
tion of the denotation and the con- 
notation of words can only dismay 
that mythical critic of advertising. 
In my language, people need, in 
addition to education, some art, 


YOU CAN'T IGNORE 


- +. Or else you'll miss the many potential 
customers from the metropolitan area 
alone who read The Detroit Times, and 
your ads, exclusively (130,889 more than 
Detroit's morning paper*). Another fact 
you can't ignores 83% of. Times metro- 
politan-area readers get home delivery. 
To talk to Detroit, pay heed to the Times. 

“Detroit News 5th Quinquennial Survey 


cS KEEP YOUR EYE ON THE TIMES 


DetroitTimes 


Represented nationally by 


HEARST ADVERTISING SERVICE INC. | 


~— 


ll 


CEST OPT 


ARABELLA |S RIDING HIGH 


/music, literature, philosophy, his- 
tory (things advertising quite rare- 
lly attempts to sell). In today’s 
economy, they probably also need 
automobiles, mattresses, cosmetics, 
|ranges, refrigerators, and, to a de- 
gree, television sets. In my lan- 
guage, these can hardly be called 
luxuries. And, in spite of that emi- 
nent philosopher referred to, all 
these things “enhance life’ for the 
uncomplicated reason that they 
permit it. But then, the eminent 
philosopher confines his analysis to 
the difference between great art 
and lesser art, and cannot be 
blamed for the extension of it to 
artificial satellites. 

Advertising, unfortunately, some- 
times sells people things they don’t 
need, such as certain celluloid 
properties from Hollywood (please 
don’t raise the cry of freedom) and 
certain side-saddle philosophies 
from advertising agencies. 

I am afraid that the “critical 
whinny” has been answered by an 
| uncritical neigh. 

Robert E. Burger, 
Lafayette, Cal. 


AA Promotion Slights 
‘Advertiser's Weekly’ 
To the Editor: My attention has 


|been drawn to a sheet issued by | 
your organization to promote an} 
international advertising issue. 

Referring to the International 
Advertising Assn. conference held 
in Vienna, May 13-15, 1959, it! 
states: “World’s Press News, lead- 
ing British weekly, had a reporter 
present to cover the event. Aside | 
from WPN, only one other pub-| 


~« Valiant 


a a = ne tea Aes ema Se Seen gene Sa 


Two Minds, One Thought 

To the Editor: Here’s one for 
your “Great Minds with but a Sin- 
gle Thought” Department— 

The Valiant newspaper ad with 
the woman sitting on the roof is 
a national release which first ap- 
peared in the Miami News on 
March 13, 1960. 

The Arabella ad, with a nearly 
identical illustration, appeared in 
the April 11 issue of Automotive 
News, nearly a month later. 

The similarity is probably not 
plagiaristic, but one of those coin- 
cidences that drive admen back for 
a second Gibson. 

Norm Kramer, 

Copy Department, Batten, Bar- 

ton, Durstine & Osborn, De- 

troit. 


lication was represented with a 
reporter—and that was ADVERTIS- 
ING AGE.” 

This statement is inaccurate and 
I protest strongly myself and on 
behalf of the publishers of Adver- 
tiser’s Weekly. 

I reported this conference per- 
sonally and my dispatches were ex- 
tensively published in our issue of 
May 15—three days earlier than 
you published Milton Moskowitz’s 
preliminary dispatch—and our is- 
sue of May 22... 

Please also draw your promotion 
people’s attention to the fact that 
Advertiser’s Weekly is the leading 
advertising journal in Europe. Its 
circulation, certified by the Audit 
Bureau of Circulation, is easily the 
biggest—nearly 2,000 a week bigger 
than that for WPN—and paid-up 
advertising is way ahead of any- 
one else... 

W. A. Cathles, 

Editor, Advertiser’s Weekly, 

London. 

The omission of Advertiser’s 


Display Kits [] Cloth Banners 


Displays [] Pennants 


\ CHECK items on which you want information and samples and 
| write Chicago Show Printing Company, 2635 N. Kildare, Chicago 39. 


C] Permanent-type Displays—wood, glass, plastic, metal 
(] Molded Plastic and Animated Displays [[] Complete Dealer 


( Cardboard Displays [J Econo Signs [] Mystik®—Self-Stik 
(0 General Lithographing Services 
C) Complete creative point-of-sale facilities from ideas to sales. 


oa 
| 
| 


(J Outdoor Displays—Stanzall® 
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|Weekly from the list of publica- 
|tions covering IAA’s 1959 meeting 
in Vienna was, of course, inadvert- 
ent. AA was the only U.S. adver- 
tising business paper to send a re- 
| porter. 
© 


Cancer Drive Fares Well 

To the Editor: I thank you and 
all of my associates of the New 
York Cancer Committee thank you 
for the very nice story you gave us 
|in the April 18 issue of ApvEerRTIs- 
LING AGE. 

You will be glad to know that 
the campaign is pulling very well, 
and we are delighted with it. This 
extra push from you is bound to 
make the whole campaign a suc- 
cess. 

E. A. Cashin, 

Executive Vice-President, Bat- 

ten, Barton, Durstine & Osborn, 

New York. 

« 7 * 


Ad Followed Techniques 
Suggested by Creative Man 


25. 
I am attaching an ad we ran for 


Prepared and inserted by the Liber. 
mittee, Walter E. Day, Bagley, Minnesota 

re! or which regular advertising rates have beer 
aid. Campaign Hdqtrs., Minnesota Bidg., St. Paul 1, Minn 


Why pay someone clse's taxes? 


YOUR 1959 
STATE INCOME 


TAXES would have been cut by 75% — 
IF the State Legislature had adopted WITH- 
HOLDING and CAUGHT THE TAX EVADERS. 


ASK REPRESENTATIVE 


Why he voted against Withholding? 
Is it because he and his friends among the 


conservatives are supporting a SALES TAX ON 
TOP OF YOUR PRESENT INCOME TAXES? 


REMEMBER, &8¥5vccx. 


VOTE FOR A LIBERAL LEGISLATOR 
PREVENT A SALES TAX! 


ADOPT WITHHOLDING TO CATCH 
TAX EVADERS! 


WORK TOWARDS A 50 TO 759 


CANCELLATION OF YOUR CURRENT 
STATE INCOME TAXES! 


vore ror A LIBERAL 
LEGISLATOR rus rau: 


|the Liberal Legislators in Minne- | 


| sota, which did utilize many of the 

| techniques he mentions. 

| John L. Borden, 

| John L. Borden Advertising 
Agency, St. Paul, Minn. 

| P.S. We inserted the name of the 

representative in each district who 

had voted against withholding. 

® rs < 


‘Maybe Doctors’ Wives 
Have More Time to Read 
| To the Editor: The two-color 
| spread (Pages 34-35) in your April 
/18 issue announces a unique new 
bi-monthly magazine, The Doctor’s 
Wife. Circulation is “180,000 con- 
trolled, reaching all doctors’ wives 
in the U.S. between the ages of 25 
|and 55.” 

| Latest Standard Rate & Data, 
|Classification 87, lists Current 


Advertising Age, May 16, 1960 


Medical Digest’s circulation of 132,- 
261 as reaching practicing physi- 
cians under 65°. . . Medical Eco- 
nomics 144,449 active practicing 
medical doctors and 9,505 osteo- 
pathic doctors . . . Modern Medi- 
cine 145,719 active practicing phy- 
sicians. 

Are we to assume that more than 
30,000 doctors are bigamists or that 
The Doctor’s Wife also includes in 
its circulation the wives of doctors 
of philosophy, divinity, music, law, 
etc.? 

Harold B. Hanson, 

Account Executive, Fred Witt- 

ner Co., New York. 


* * o 
Bedell Confuses Two Plastics: 
Polyethylene and Polyurethane 
To the Editor: Some serious mis- 
information was contained in Mr. 
Clyde Bedell’s column of April 11, 
1960, concerning the retail ad on 
foam bedding. 
Mr. Bedell refers to “an inex- 
pensive synthetic polyethylene 


‘foam’ product on the market used 


To the Editor: I read with in-|in mattresses and upholstery ...” 
terest the Creative Man’s article | 


on statistics and handling a tax cut | ethylene which was, in this case, 
for the telephone company on April used for pipe. I am also sending 
| you a piece of polyurethane foam 


I am sending you a piece of poly- 


|'which is used for cushioning and 
mattresses. I am sure you will 
realize the polyurethane foam is a 
cushioning material suitable for 
mattresses and furniture whereas 
polyethylene is not. 

To set the record straight, poly- 
urethane, not polyethylene, is a 
new foam product used as a cush- 
ioning material in mattresses and 
furniture. It is a quality product 
and will not shred, crumble, or 
otherwise deteriorate. 

I am sure that if Mr. Bedell had 
thoroughly investigated the subject 
matter for his column before writ- 
ing it, he would have learned the 
basic difference between poly- 
ethylene and polyurethane. He also 
| would have learned that many of 
the major quality furniture and 
mattress manufacturers are using 
polyurethane in their products. 

James P. Foley, 

Manager, Publicity, National 

Aniline division, Allied Chem- 

ical Corp., New York. 

o * — 
A Proposal... 

To the Editor: How about the 
advertising agencies of the U. S. 
sponsoring the Presidential nomi- 
nating conventions and the elec- 
tions? 

Don Von Drasek, 
Detroit. 


Over 100 pages monthly, de- 
voted solely to the interests 
of more than 360,000 ac- 
tive shooters and hunters. 


Sample copy on request. 


~ ™KMERICAN 
RIFLE MAN; 


SCOTT CIRCLE WASH. 6 D.C. 
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Do what so many big, important impres- 
sion-makers do to cultivate New Yorkers. 
Parade your product before the audience 
of TV GUIDE’s New York Metropolitan 
Edition. You’ll impress more than 1,400,000 
families, one out of four TV homes in 
the entire area. This is by far the largest 
circulation of any magazine in America’s 
greatest market. 


full color in the New York Metropolitan 
Edition. Order any issue. No regional-buy 
complications here! Or you can use two 
colors or black-and-white. All at America’s 
most efficient magazine page cost per 
thousand. 


It’s a great way to influence the people! 


Best-selling weekly 
And like Pillsbury, Hoffman Beverages, magazine in America... 
New York Telephone Co., you can have circulation over 7,250,000 
NESE RT Srsts CGR S Sen ee Ge RIOT GEE Nera me RIE RENO n ee eee a ee 


HOW MAJOR MASS MAGAZINES COVER THE NEW YORK AREA 


Minimum unit Circulation of sreoler 
to cover the minimum 
New York area unit page cost 
TV GUIDE 
New York Metropolitan | 1,402,450* | $5950.00 
Edition 
Reader’s Digest 
New York Metropolitan | 1,000,000 | $5480.00 
Edition 
Look Magazine 
Middle Atlantic Zone 2 | }258,000 | $9750.00 
Post Select-A-Market 
New York, New Jersey 664,476 | $5588.00 


*Publisher’s estimate—1st quarter 1960 
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as seen by 


JOHN BURGOYNE & BILL MASTERSON 


BULLETIN FROM GENEVA: 
A World Health Organization invita- 
tion to a special showing of the 
film Alcohol and Alcoholism, 
concludes with the statement— 
“Cocktails will follow”. Swell. 
But who’ll want one then? 


In a somewhat similar vein, what 
advertiser likes to be reminded 
of the total cost of promotion on 
a product that has failed miser- 
ably in the national market? No 
one. And, it’s to avoid the possi- 
bility of unpleasant memories 
like this, that so many adver- 
tisers of grocery and drug prod- 
ucts call for BURGOYNE—in 
the early stages of sales plan- 
ning on a new product. 


* * * 


We've frequently mentioned some 
of the more outstanding char- 
acteristics of BURGOYNE 
Retail Sales Studies, that have 
made them so valuable to 
advertisers. Features like accu- 
racy ... thoroughness... reli- 
ability . . . flexibility. But we’d 
like to point out one other very 
important feature, which is the | 
real key to the high level of 
quality of BURGOYNE Retail 
Sales Studies—the close cooper- 
ation received by BURGOYNE 
from the leading chain and in- 
dependent store operators who 
make up the BURGOYNE store 
panels in more than 50 of Amer- 
ica’s best test markets. Because 
of our top-notch store panels, 
and because of excellent coop- 
eration from store operators, 


Hartenbower, Ford Hit at Excessive 
Violence on TV at AWRT Convention 


Can Medium That Sells 
Products Fail in Selling 
Violence? FCC Head Asks 


CLEVELAND, May 10—‘“Substan- 
tial improvement in many com- 
mercials” has been noted by the 
Television Code Review Board of 
the National Assn. of Broadcasters, 
although some “are downright dis- 
gusting.” 

E. K. Hartenbower, vp and gen- 
eral manager of KCMO-TV and 
newly-named chairman of the code 
board, made this statement at the 
annual convention of the American 
Women in Radio & Television. 


= Mr. Hartenbower reported that 
“many advertising agencies are 
consulting with the code board 
about the commercials, and in so 
doing have avoided problems of 
taste before the commercials were 
filmed.” 

“Good taste in commercials, es- 
pecially those for the so-called 
‘personal’ products and the matter 
of undue violence in program- 
ming” will be two major areas of 
concern in the days ahead, Mr. 
Hartenbower commented. 


s “The matter: of excessive vio- 
lence in programming has plagued 
our industry since its infancy. Our 
least responsible and least rational 
critics have always seized on it 
with glee. I am not suggesting we 
panic and run off in all directions 
every time some housewives’ group 
sits down to count the number of 
pistol shots in a western. 

“But I do think that when sober 
and responsible individuals and 
organizations—I am thinking of the 
chairman of the Federal Com- 
munications Commission and. the 
National Parent-Teachers’ Assn.— 
raise serious questions on this mat- 
ter, it is time for us in television 
to take a long look at the programs 
we put in the country’s living 
rooms.” 


= FCC Chairman Frederick Ford 
also took up the question of exces- 
sive violence on tv in his talk to 
the group. 

He noted that violence draws 


big crowds for advertisers, but he 


asked, “Can this industry afford to 
take a chance?” 

He agreed that the industry has 
a responsibility to be sensitive to 
public will and desire. But this 
doesn’t mean it must be a follower 
rather than a leader. 

He noted that the advertisers’ 
principal purpose in sponsoring 
shows involving violence is to draw 
a crowd to hear a sales message. 


s “But the question is raised in my 
mind,” he said, “are broadcasters 
and television writers using vio- 
lence excessively to draw a crowd 
without giving thought to the ef- 
fect that violence may have on 
immature minds? Are there not 
other ways to draw a crowd?” 

He rejected the contention that 
there is no scientific proof that tv 
violence contributes to juvenile de- 
linquency. “Millions of dollars are 
spent by advertisers each year on 
television to sell merchandise for 
many more millions of dollars,” he 
argued. “It’s hard to believe in the 
terrific power of this medium to 
sell merchandise and not believe 
that it can also sell violence. For 
surely, if it can sell one, it can sell 
the other.” 


= The FCC chairman said there has 
not been any attempt to bar ad- 
vertising from radio and television. 
He said principal objections in- 
volve excesses, dullness, irritation 
and in some cases deception. 

The principal objections have 
been relative to the character of 
some advertising and to lack of ad- 
vertiser responsibility in some in- 
stances to see to it that enthusiasm 
for his products does not carry him 
to excesses, he concluded. 


= James T. Aubrey Jr., president 
of CBS Television, said that one 
of the unfortunate consequences of 
the barrage of criticism against tv 
“has been the development of an 
appalling defensive attitude—al- 
most a sense of inferiority—on the 
part of broadcasters.” Mr. Aubrey, 
who said he was proud to be a tv 
broadcaster, then launched into a 
spirited defense of the medium. 
Mr. Aubrey said tv—though it is 
other things as well—is predomi- 
nantly a medium of entertainment. 


The Memphis Market has two ears 


BURGOYNE is able to deliver | 
complete sales facts. | 


* * * 


Why not give us the opportunity 
to furnish you full information | 
on BURGOYNE Retail Sales 
Studies? Write or phone, and 
we'll set up an appointment at 
your convenience. 


caoctrrfs onve fimoex ine 


FIRST MATIOMAL BANK BLOG. CINCIMMATI 2, ONO 


WDIA alone reaches the other one! 


When planning your budget for the Memphis market, remember-that 
40% of the population is Negro—over 1,500,000 people, who earn more 
than a billion dollars a year! Remember that the only medium that 
effectively sells this big, rich market is Memphis’ 50,000 watt Negro- 
programmed WDIA. Top rated for 10 years, WDIA is more than a 
radio station, it’s an advertising force. No matter what other media you 
use, 40% of your Memphis area budget must go to WDIA or you miss 


nearly half of this rich market! 


ARCHIE S. GRINALDS, JR., Sales Mgr. 
Bert FerGuson, Exec. Vice-Pres. 


Write today for complete details! 


EGMONT SONDERLING, President 
Represented by THE BOLLING Co. 


WDIA 


A SONDERLING STATION 
MEMPHIS’ ONLY 50,000 WATT STATION 


Tufty 


He asked: 


morrow’s realities?” 


the strength of television to 


ple.” Deprive tv of its capacity to 
provide the entertainment audi- 
ences enjoy, and it begins to lose 
its vast audiences and its value as 
an advertising medium is weak- 
ened, he said. 


a Mr. Aubrey disputed the notion 
that a handful of the elite or a 
government agency “can _ better 
judge what the people should see 
and hear than the people them- 
selves.” He said the fundamental 
issue facing the industry is “wheth- 
er or not we want censorship” from 
“individual government officials or 
from a committee of private citi- 
zens.” 


= Esther Van Wagoner Tufty, who 
heads her own Washington news 
service and also worked for NBC 
News, assumed office as the 1960 
president of AWRT during the 
closing sessions of the convention. 

Montez Tjaden, director of pro- 
motion, publicity and public rela- 
tions of KWTV, Oklahoma City, 
was named president-elect. Her 
term begins at the association’s 
1961 convention. 

Elizabeth Bain, United Artists 
Associated, was elected secretary- 
treasurer. Named area vps were 
Gloria Chandler, KING Broadcast- 
ing Co., Seattle; Ruth Talley, 
WLAC-TV, Nashville; Gloria 
Bremkamp, pr counsel, Oklahoma 
City; Martha Bohlsen, Tidy House 
Products Co., Omaha, and Mar- 
garet Mary Kearney, WCAU, Phil- 
adelphia. + 


Appoints Fred Gardner Co. 
Lackawanna Leather Co. has ap- 
pointed Fred Gardner Co., New 
York, to handle advertising. The 
company makes only upholstery 
leather and is a leading supplier 
to the furniture, airline and au- 
tomotive industries. 
advertised direct. 


Harttord Joins Harrison 


the A. S. Harrison Co., South Nor- 
walk, Conn., manufacturer of 


|ment manager of Pepperell Mfg. 
Co. 


Benedict Joins Boland 


account manager for William Wal- 
lace Co., Belmont. Mr. Benedict 


| Durstine & Osborn. 


Badenoch 

PRESIDENTS—Esther Van Wagoner Tufty, of NBC News and head of 

Tufty News Service, Washington, who is new president of the 

American Women in Radio & Television, chats with Nena Badenoch, 

Chicago, retiring AWRT president, and Montez Tjaden, KWTV, 
Oklahoma City, president-elect of AWRT. 


“What is so bad about; 
occasionally escaping if, in the General Outdoor Names Two; 
process, we can drain off the ten- Reports lst Quarter Net Off 

sions of daily life and recharge our | 
batteries for the struggle with to-|Co., Chicago, has appointed Dono- 


It formerly | 


Elliott H. Hartford has joined. 


Preen waxes, as vp, marketing. Mr. | 
|Hartford was formerly a depart- | 


Miles K. Benedict has joined Bo- | 
land Associates, San Francisco, as | 


‘formerly was at Batten, Barton, | 


Dae abe niet 2, 2a eer ue cree ty Se 
glee men on oye Fe bons ve 


Tjaden 


General Outdoor Advertising 


van M. Olson, treasurer, a vp and 


The CBS executive attributed | Donald W. May, formerly assistant 
“its | 
capacity to respond to the needs | formerly served as treasurer and 
and desires of the American peo-| secretary. 


secretary, secretary. Mr. Olson 


Earnings of General Outdoor for 
the first quarter of 1960 were 
$413,753, or 34¢ a share, compared 
to $442,156, or 37¢ a share, for the 
same period last year. 


Genge to Balsam Advertising 

Balsam Advertising, *Pasadena, 
Cal., has been appointed to direct 
all advertising for three divisions 
of Genge Industries Inc., Glendale, 
Cal. They are Circuit Controls Co., 
the Comarco subsidiary, and Genge 
& Associates. 


Bulova Elects Whidden 

Bulova Watch Co., New York, 
has elected R. Harvey Whidden to 
the new position of exec vp for 
marketing. Formerly with W. A. 
Sheaffer Pen Co., Mr. Whidden 
joined Bulova in 1957 as vp. 


Department Stores Name Honig 

Western Department Stores, 
Oakland, Cal., has named Honig- 
Cooper & Harrington, San Francis- 
co, as its advertising counsel. 


QUANTITY 


Photos Sell 
MODELS 


‘a2 


They couldn’t mail a Model, so they 
sent a glossy photo. If you can’t 
send your product, send a photo. 


8 x 10 
GLOSSY 
PHOTOS 


QUANTITY Photos will sell for 
you, because they are QUALITY 
Photos. 


8 x 10 GLOSSY PHOTO PRICE LIST 
Number | 12 | 25 | 50 | 100 
Price ea. | 20c | 15¢ | 12¢ | Me 

Write for complete Price Catalog 

QUANTITY PHOTO CO. 


119 W. Hubbard St. * Chicago 10, Ill. 
Telephone SU 7-8288 
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‘Sponsor’ Calls 
AA ‘Unfair’ in 
$4,500,000 Suit 


(Continued from Page 1) 


tioned covered too broad an area 
is further spelled out in the com- 
plaint’s assertion that a group of 
1,500 to 2,000 so-called ‘national 
spot time buyers’ (employed by 
advertising agencies) ...and 
several thousand account execu- 
tives (also employed by advertis- 
ing agencies) and _ advertising 
managers (employed by advertis- 
ers)” constitutes “virtually all the 
persons involved in television and 
radio time buying decisions,” and 
that therefore, in mailing ques- 
tionnaires to 17,350 individuals, 
ADVERTISING AGE “intentionally di- 
luted” the opinion sampling. 


2. The complaint alleges that 
two charts from a Sponsor study 
made in 1953, called “All Media 
Evaluation Study,” are used in the 
ADVERTISING AGE material and are 


“wilfully and maliciously distort-| 


ed.” 

The complaint alleges that the 
ADVERTISING AGE brochure and 
sound-slide presentation were mis- 
leading and deceptive and were 
intended to disparage Sponsor’s 
reputation. 


® As a result of these and other 
alleged acts, the complaint says, 
“defendant has unfairly and fraud- 
ulently diverted to itself and 


away from plaintiff business, rev-| 
enues and profits which plaintiff) 


would otherwise have had, and 
has otherwise damaged the repu- 
tation, business and good will of 
plaintiff. In addition, as a result 
of defendant’s aforesaid acts, 
plaintiff has been, and _  con- 
tinues to be, greatly injured in 
its business in that it has lost and 
continues to lose advertising ac- 
counts, has had advertising ac- 
counts both reduced and can- 
celled, and has been compelled to 
expend and will continue to be 
compelled in the future to expend 
substantial sums in an effort to 
recover plaintiff's former reputa- 
tion and business.” 


= The suit asks a permanent in- 
junction against further distribu- 
tion or use of the material in 
question, as well as the indicated 
damages, an accounting of gains 
and profits, etc., as well as reim- 
bursement for costs of the suit 
arid publication of ‘an appropriate 
article” in ADVERTISING AGE and 
release for general publication. 

The defendant has 20 days in 
which to file an answer to the 
complaint. + 


Foulke, Gould, Brown Board 
Chairman, to Retire May 31 
Robert W. Foulke, board chair- 
man of Gould, Brown & Bickett, 
Minneapolis, will retire May 31 
after rounding 
out more than 
a half-century 
of continuous 
activity in the 
agency field. A 
successor has @ 
not yet been § 
named. 
Mr. Foulke | 
entered the 
agency business 
in St. Paul, 
later moved to 
Minneapo- 
lis, and in 1939 established Foulke 
Agency Inc., the name being 
changed Jan. 1, 1960, to Gould, 
Brown & Bickett. He will continue 
to be active to a limited extent in 
advisory, planning and creative 


Robert W. Foulke 


advertising. 


service in industrial and mail order | 


Last Minute News Flashes 


Columbia, Epic Records Switch to Wunderman 

New York, May 13—Columbia Records and its subsidiary, Epic Rec- 
ords, have appointed Wunderman, Ricotta & Kline to handle the $1,- 
250,000 account. Benton & Bowles, which has had the CBS division only 
since last December, resigned it early this week and would not say why. 
The Wunderman agency, which already has Columbia Record Club, 
will primarily place the ads, while the creative work will be done at 
the record company. Another CBS unit, CBS Phonographs, switched 
from McCann-Erickson to Donahue & Coe in April. 


Dad's Root Beer Seeks Agency to Replace Bozell 

Cuicaco, May 13—Dad’s Root Beer Co. will leave Bozell & Jacobs 
and has narrowed the selection of a new agency to three or four final- 
ists. Mark Martin, who has handled the account for many years in 
several shops, including his own, has left B&J to enter the sales field. 
Dad’s reportedly spends about $350,000 annually on advertising. 


Europe Travel Group Names Martin, Seeks Agency 

New York, May 13—Donald N. Martin, head of the pr company 
bearing his name, has been named executive director of the European 
Travel Commission and will be responsible for carrying out the ETC 
| program in the U. S. Mr. Martin, who was pr director of the National 
| Assn. of Broadcasters from 1956 to 1959, said the 21-nation ETC will 
name a new agency to handle its $200,000 advertising account by the 
end of the month. Cohen, Dowd & Aleshire is the present agency. 


Stromberg Time Moves to Wade, Woodward 

THOMASTON, CONN., May 13—General Time Corp. has afpointed 
| Wade, Woodward & Whitman, Westport, to handle advertising for its 
| Stromberg Time Corp. division. The account, which bills about $350,- 
| 000, was formerly with G. F. Sweet & Co., Hartford. 


_GM Ponders Motorama; Other Late News 


| e General Motors is seriously considering renewal of its Motorama 


| show this fall with a final decision expected soon. A tv spectacular in 
| October is slated to announce the show, which is expected to make its 
| debut in the Waldorf-Astoria Hotel, New York. Motorama, which was! 
| last held in 1958, would be handled by Campbell-Ewald Co., Detroit, 
| which has been the Motorama agency in past years. 


e Wool Bureau of Canada, Toronto, has named James Lovick & Co. to 
| handle its advertising, estimated to involve $100,000 in annual billings. 
It will be the first time the bureau has embarked on a national con- 
|sumer advertising campaign. 


e Martel Electronics, Los Angeles and Chicago, national distributor of 
Memo-tape pocket tape recorders and other electronic items, has ap- 
pointed its first agency, Peitscher, Janda Associates, Chicago. 


e Health-Mor Inc., Chicago, manufacturer of Filter Queen vacuum 
cleaners and floor polishers, has named William R. Williams Inc., Chi- 
cago, as its new agency. The account bills about $100,000. Western 
Advertising, Chicago, is the former agency. 


e Ian H. Macdonald, general manager of the Canadian Daily News- 
paper Publishers Assn., Toronto, will resign in May, 1961, when his 
current contract expires. The reason is “purely personal,” he said. 
Mr. Macdonald has been with CDNPA for 19 years. 


e Colgate-Palmolive Co. is going national on two promotions, follow- 
ing successful test operations. An on-pack premium offer of a 7” roll 
of Reynolds Wrap Jr., free with a 69¢ tube of Colgate Dental 
Cream, will be plugged on Colgate tv shows, in newspapers in more 
than 350 cities and with in-store promotions using Ed Sullivan tie-ins. 
The second promotion, a Parade of Values, offering discount prices 
ranging from 2¢ to 12¢ on Fab, Palmolive, Vel and Ajax, also is going 
national with print and tv spots. This was first tested in four southern 
markets around March. Ted Bates & Co., New York, is the agency. 


e Standard Oil Co. (New Jersey), which through its principal market- 
ing subsidiary, Humble Oil & Refining Co. (Del.), is seeking a new 
brand name for use outside its Esso Standard division’s marketing ter- 
ritory (18 states), has narrowed its search to “four or five” labels. 
Robert M. Gray, coordinator of Humble’s ad efforts, confirmed that 
two major possibilities are Esco and Enco. He indicated that the com- 
pany will conduct tests on the new brand in Ohio. 


e International Paper Co., New York, will launch an institutional cam- 
paign on the “printed word” in the June Fortune and Reader’s Digest— 
its first national consumer campaign. The campaign, a series of color 
spreads, is based on a survey commissioned by the company, showing 
that successful business men read up to twice as much as the less suc- 
cessful. Each ad is headlined: “Send me a man who reads,” and con- 
cludes, ‘‘Men who read more achieve more.” Ogilvy, Benson & Mather 
is the agency. 


e Riviera, an American Tobacco king-size mentholated cigaret intro- 
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same Cadillac ad, but a western 


version was tailored to fit newspapers in seven western states, also 


including phrasing such as “a ful 
“roughest of mountain byways.” 
during the month of May in 342 


l day’s journey on the plains” and 
Both versions are being staggered 
newspapers across the country. In 


the western version, buttes replace city lights, a bridge disappears, 
and mesquite and flowering cacti grow. 


Suit Gives AA 
Chance to Prove 
Study’s Merit: Crain 


(Continued from Page 1) 
by far ever made of. reading habits 
among advertising and agency 


personnel who influence the pur- | 


chase of broadcast time—reveal 
that ADVERTISING AGE is the most 
impressive medium for reaching 
such people, in or out of the 
broadcast business. 

“The survey was made, as I 
have said, with the assistance of 
some of the leading figures in the 
broadcast industry, and was con- 
ducted and tabulated by Crossley 
S-D Surveys Inc., one of the most 


reputable independent research 
organizations in the country. 
“The facts and figures de- 


veloped by the study are honest 
in every respect, they are com- 
pletely pertinent, and they are 
presented with painstaking fair- 
ness and accuracy. We shall be de- 
lighted to prove these statements 
anywhere, in or out of court. 
“We intend to defend this suit 
vigorously, and we have every 
anticipation of success.” # 


Judge Tells Babbitt 
Honegar Relabeled 
as Food May Be O.K. 


SYRACUSE, May 11—A _ federal 


Spector Reappears 
as ‘Interim’ Agency 
tor Hazel Bishop 


(Continued from Page 1) 
promotion work. He said there are 
seven people employed there now. 


| 
| 


|/@ Current Hazel Bishop advertis- 
‘ing includes participations on 
“Masquerade Party,” “Jack Paar” 
|and, starting May 28, 20 one-min- 
|/ute spots on “Monitor.” 

In January, 1957, Mr. Spector 
told Hazel Bishop stockholders 
that Raymond Spector Co. would 
be acquired by Bishop. A month 
later he changed his mind and 
said he would liquidate the agency 
instead, replacing it with a new 
agency which would be a wholly- 
owned subsidiary of Hazel Bishop. 

When Donahue & Coe was named 
in January for its brief span as the 
Bishop agency, Mr. Spector said 
his agency—on the account since 
1950—was going out of existence. 

There was no clear indication 
today as to how long the Spector 
agency’s “interim” would be. + 


McCann Reportedly Talks with 
Lehn & Fink on Radio ‘Chisel’ 
Lehn & Fink, New York, told 
| ADVERTISING AGE last week (May 
12) that its radio consultant, Steve 
| Pliss, who is out on the road lining 
up a spot radio schedule for Stri- 
| Dex, a new skin preparation for 
teen agers, is getting good clear- 


judge ruled yesterday that the/ances in afternoon disc jockey 
honey-vinegar preparation called|shows all over the country. Reps 
Honegar was misbranded, but said|and stations charge Lehn & Fink 
that the distributor, B. T. Babbitt/ with trying to “chisel” on this 


duced in five markets last year (AA, Aug. 3), is now being tested in 
12 to 14 markets. In some markets Riviera is being tested with an all- 
green chlorophyll filter, in others with a dual green and white filter. 
The cigaret has air vents just ahead of the filter. Sullivan, Stauffer, 
Colwell & Bayles is the agency. 


e Life will invest about $500,000 in five newspapers over the next 30 
days (starting May 16) in a “blitz” promotion to launch a new “long- 
range” institutional advertising program. The magazine will run a 
page ad daily—Monday through Friday—in each of the five newspa- 
pers scheduled, the New York Times, New York Herald Tribune, Chi- 
cago Tribune, Detroit Free Press and the national edition of the Wall 
Street Journal. Each ad will feature a large photo; copy will be limited 
to three lines. Young & Rubicam is the agency. 


e A jury today (May 13) returned a verdict of not guilty in the anti- 
trust trial of the Detroit Chevrolet Dealers’ Assn. and 19 member com- 


price lists and agreeing to hold to at least $225 profit on each vehicle. 
In a similar suit, Detroit Ford dealers and association were assessed 
fines (see earlier story on Page 6). 


e Fawcett Publications, New York, has named William J. Swagerman 


| staff, succeeds Clifford Curtis, who has resigned. 
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Inc., New York, could relabel and 
sell it solely as food. 

The Food & Drug Administration 
seized shipments of Honegar in 
March, charging mislabeling. The 
charge centered around promotion 
which tied in Honegar with a cur- 
rent best seller, ‘‘“Folk Medicine,” 


|in which the author, Dr. D. C. Jar- | 
i vis, describes home remedies, in- | dles this product, reportedly is 
cluding honey and vinegar (AA, |holding conversations with its cli- 


April 4). 


uct from Dr. Jarvis’ book. + 


panies. The group had been indicted on charges of distributing uniform | 


eastern ad manager of True. Mr. Swagerman, formerly on the sales 


Ee taney! 


Helene Pessl Inc., New York 


maker of Little Lady children’s 
toiletries, has appointed Lawrence 
.C. Gumbinner Advertising, New 


| York, to handle 
|The company 
quired subsidiary of Bourjois Inc. 


its advertising 


count. Rockmore Co. 
handled the Little Lady line. 


CS 


is a recently ac- 


which is also a Gumbinner ac-| 
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schedule wherever possible by ask- 
ing for local rates and other price 
cuts. The schedule calls for spots 
in about 100 major markets, with 
some stations already lined up in 
more than 50 major markets. Some 
stations say they got the business at 
card rates. ' i 
McCann-Erickson, 


which han- 


ent in an effort to arrive at a meet- 


Judge Stephen W. Brennan said|ing of the minds concerning the 
Babbitt could devise new labeling,| handling of the radio schedule. 
present the product to FDA and, 
if it is approved, sell Honegar as a|Pliss’ activities was to point out 
food. He also said there should be/|that he is an employe of the ad- 
a complete dissociation of the prod- | vertiser, not the agency. Apparent- 


|McCann’s only comment on Mr. 


ly the agency had little if any ad- 
'vance notice of his activities. Lehn 


schedule is being handled through 
|McCann, but would not clarify the 
meaning of “basically” in this con- 
| text. 

‘Berkeley Gazette’ Now 

_ Accepts Liquor Advertising 


Effective immediately, the Daily 


formerly Gazette, Berkeley, Cal., is accept- 


ing alcoholic beverage advertising. 
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Carr 


MPA CONVENTION—Relaxing between sessions at the Magazine Publishers Assn. con- 
vention at White Sulphur Springs, W. Va., last week were William Carr, National Ed- 
ucational Assn.; John Dickey, president, Dartmouth College; Mr. and Mrs. William 


Magazines Ad Volume Is Up 15% in 


Dickey Kistler 


First ‘60 Quarter, McCabe Tells MPA 


(Continued from Page 1) 
Call’s, moderated an analytical 
session discussion of the “Profit- 
able Difference,” the MAB study 
produced with Market Research 
Corp. of America last year. A sum- 
mary of the findings was distrib- 
uted this week to 8,000 agencies 
and advertisers and magazine 
salesmen. Its various facets were 
exposed to comment from E. L. 
Deckinger, of Grey Advertising; 
J. B. McMechan, of Ford Motor 
Co.; William H. Ewen, of Borden 
Foods Co., and William E. Steers, 
of Doherty, Clifford, Steers & Shen- 
field. On the magazine side of the 
panel were Herbert Breseman, of 
Life; John F. Maloney, of Reader’s 
Digest; Andrew J. Cullen, of 
Newsweek, and Curtis C. Rogers, 
of Market Research. 

Among the assessments of the 
study: 


e Mr. Steers thought it showed 
how heavily concentrated the 
heavy viewer group in television 
is, with the warning implication 
for the advertiser that he may be 
overspending with a particular 
group. 


e Mr. Deckinger thought that the 
“internal consistency” of the study 
was remarkable, and found him- 
self “captivated by the sociological 
implications.” (He said he found 
the MAB charts “somewhat mis- 
leading,” and said that if properly 
extended they would show tv as a 
fairly level line of participation.) 


e Mr. Ewen remarked that the 
study was “thought-provoking” 
but said he wondered whether the 
basic findings (that magazine 
reading peaks with high income, 
heavy-user families, where tv 
watching is less) are meaningful to 
all advertisers—a milk advertiser, 
for instance. 


e Mr. McMechan commented that 


Schaefer Riley 


PUBLISHERS CONVENE—Present at the Magazine Publishers Assn. convention in White 
Sulphur Springs, W. Va., were Otto G. Schaefer and Payson Hall of Meredith Publish- 
ing Co.; Edwin A. Riley, Post Office Department; E. D. Frawley, Harvard Business 


|the study answered two of Ford’s 
| seven questions regarding media— 
| the questions of what the medium’s 
lability is to reach the households 
interested in Ford products, and 
whether key individuals in the 
households get exposure. 

As chairman of the ANA maga- 
zine committee, Mr. McMechan 
urged that more research be done 
|in uncovered areas, and that the 
story of the study be given the 
widest possible exposure. 


s Thomas C. Dillon, exec vp and 
treasurer of Batten, Barton, Dur- 
stine & Osborn, urged that maga- 
zines push ahead in getting specif- 
ic data on their reader audiences, 
and that editors be encouraged to 
write an analysis of advertisements 
carried by their magazines show- 
ing which ads fit the audience of 
the magazine as they conceive it. 

Mr. Dillon told the publishers 
that, after checking with 75 key 
people in the agency business, he 
found that most had a belief in the 
vitality of magazines and thought 
it an expanding business; they ad- 
mired its contribution to the edu- 
cational process; they thought its 
editorial product was improved 
j}and promised to raise cultural 
standards; they found magazine 
|selling more constructive, and re- 
|search less competitive and more 
| believable. 

He reported, however, that agen- 
cy men _ suspect magazines of 
thinking the agency business is 
“numbers happy,” and of deciding 
to play the numbers game, whether 
the numbers were meaningful or 
irrelevant. 

He pointed out that advertisers’ 
managements no longer buy ad- 
| vertising on “faith and prejudice,” 
but expect substantiation of each 
part of the plan. This entails fig- 
ures, and accordingly there is a 
need for good research. He de- 
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risively divided research into 
“specification numbers” and “hoo- 
ray for our side numbers.” 


s The BBDO treasurer went on to 
say that advertisers and agencies 
recognize that magazines deliver 
selective audiences and that these 
audiences are worth more money 
because of their character and se- 
lection. Additional information on 
the audience, its behavior and likes 
and dislikes, is eagerly sought by 
agencies, he said. 

Equally important, he said, is the 
ability to deliver a compatible 
message in selective media. Here 
he noted that copywriters and art 
directors are admirers of editorial 
techniques, and that they are 
aware that it is easy to mismatch 
an advertising message to a selec- 
tive audience. He suggested that 
editors be asked to go through the 
ads in their magazines, and write a 
critique, along lines of “How to 
talk to people who read our book,” 
and that this memo be “hard- 
boiled” and go into art and copy 
treatment. 


s A circulation panel composed of 
Ernest D. Frawley, of Harvard 
Business Review; John R. Miller, 
of Hearst Magazines; Hershey 
James, of Fawcett; Rhett Austell, 
of Time, and J. Paul Young, of 
Conde Nast, covered current prob- 
lems in the field—ranging from 
low readership, to field selling 
(where it was emphasized that the 
|publishers must support Central 
Registry), to new outlets for mag- 
azine sales, to new evidence com- 
piled from research in a drug 
chain that magazine sales are 
among the most profitable for re- 
tailers. 


s At the annual banquet, Thomas 
G. Lanphier Jr., who recently re- 
signed as vp of the Convair divi- 
sion of General Dynamics to be 
free to criticize the administra- 
tion’s defense policies, asserted 
that the U. S. is neither physically 
nor morally prepared to fight an 
atomic war. He urged a strength- 
ened defense establishment, the 
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Advertising Age, May 16, 1960 


Campbell 


Clough Davis Kenyon 


Kistler, Assn. of National Advertisers; Dana Fernald, Farm Journal; William Camp- 
bell, Hearst Magazines; Reginald Clough, Reader’s Digest; B. G. Davis, Davis Publica- 
tions, and Robert E. Kenyon, MPA president. 


creation of a force to fight minor|ads’’); (3) the responsibility of 
wars, a unified force, a deter-| publishers for complying with the 
mined civil defense effort and a|department’s “liberal regulations” 
tougher mental and moral stance.|and for avoiding payola (he re- 
minded them that editorial or 
other reading matter for which 
payment or service is received 
must bear the slug “advertisement” 
or the publisher runs the risk of 
being fined). 


# A panel of editors—Roy Calvin, 
Business Week; Kenneth Craw- 
ford, Newsweek, and John L. 
Steele, Time—shot questions at 
Sen. Thurston B. Morton, Repub- 
lican National Committee chair- 
man, and Paul M. Butler, his op- 
posite number for the Democrats. 
Mr. Butler claimed bias in politi- 
cal reporting by magazines and 
suggested publishers and editors 
restrain “the fiction trend in po- 
litical reporting.” This, he asserted, 
“would bring cheer to all who are 


a Mr. Riley mentioned the depart- 
ment’s suggested 70% paid rule to 
qualify for second class, asserting 
that this would help to protect the 
rights of publishers who comply 
with the rules. He noted that this 
would affect copies which agents 
don’t sell. Privately, in discussions 
concerned with preserving the in-| outside the meetings, many pub- 
tegrity of the printed word.” lishers expressed concern over this 

Sen. Morton depicted the Repub-|interpretation of the rule; they 
lican mission as the preservation | pointed to the fact that 30% re- 
of “traditional American thinking” | turns—while high—are not un- 
on such subjects as educational|common. They also pointed out 
financing (to be left to communi-| that the newsstand copies custom- 
ties and states), care for the|arily aren’t mailed, and they feel 
aged (to be left to family, com- | that the inclusion of the news- 
munities and states) and non-in-| stand copies in computing for their 


tervention in farm and _ business 
problems. 

The Democrats, he said, are 
controlled by “throwbacks to the 
1940s” and are busy erecting a 
“guillotine for the American econ- 
omy and individual liberties.” 

Replying to questions from the 
Washington editors on (1) central 
issues of the campaign, (2) what 
the two parties intend doing about 


surpluses and tax scales and (3) 
who might be the candidates, the 
|two chairmen were disarmingly 
evasive. 

| 


@ Edwin A. Riley, director of op- 
erations of the Post Office Depart- 
ment, covered familiar ground in 
a discussion of the postal outlook 
—(1) changes of antiquated rules 
and revision of antiquated rates; 
(2) the problems raised by special 
ads (“We cannot permit third and 
fourth class material to go as 


_ second class because it is called 
jan advertisement...The Post 
Office cannot devise new regula- 
tions as fast as advertising de- 
partments can create new kinds of 
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| second class privilege is unfair. 
Rep. Robert J. Corbett (R., Pa.) 
followed Mr. Riley and gave a 
withering analysis of the Post 
Office Department’s inability to 
assign cost figures to certain 
classes of public service mail. 


as American Foundryman, Des 
Plaines, Ill., and Media Agencies 
Clients, Los Angeles, were admit- 
ted to MPA membership. + 


Merriom Pike Joins Ar-Ex 

Merriom B. Pike, formerly at 
Powell, Schoenbrod & Hall Adver- 
tising, Chicago, has joined Ar-Ex 
Products Co., Chicago, as assistant 
to Julius B. Kahn, president, for 
advertising and public relations. 
The company manufactures hypo- 
allergenic cosmetics. 


St. George Forms Company 
Bela St. George Jr., formerly 
with Ace Advertisers’ Service, 
New York, has resigned and will 
form his own direct mail company, 
at 10 E. 40th St., effective June 1. 


Rhodes Deems 


Review; Mrs. Bernard Barnes, wife of Time Inc.’s secretary; Robert Canfield, Printing 


Paper Manufacturers Assn.; Kent Rhodes, Reader’s Digest, and MPA chairman, and 
Richard E. Deems, Hearst Magazines. 
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a | The IRE DIRECTORY | 


Way 10, 1960 60,000 Radio and Electronic Engineer users. 


Dear Hugh Keays; 

Are you using too many people on your IRE 
DIRECTORY classification work? You are way over 
last year, and it costs money. What's happened to 
Radio and Electronic Engineering products anyway? 


INTER-OFFICE LETTERS ONLY 


DATE May 11, 1960 


TO Prank MacAloon 
FROM Hugh Keays 
SUBJECT 1961 IRE DIRECTORY 


Frank, I am finding I have to do practically every listing 
over for these electronic manufacturers. The Boss is worried. 
We are just piling on people and work. 


When you did it, was the job so rough? I've got to answer 
for all the money I'm spending even if I think it's giving us the 
best DIRECTORY IRE ever had for its 60,000 radio-electronic 
engineer memberst 


INTER-OFFICE MEMORANDUM 


Hugh Keays May 12, 1960 


DarTe. 


Sussecr__ Changes —— 


Frank MacaAloon 


| 


Hugh, there is no easy way out when you serve engineers. 
This is a dynamic industry! 

Everything changes every year - firms, what they make - 
product classifications - product uses, military needs! The 
whole market and the men in it change. 

Now that's where our system makes sense. We don't do it 
the easy way! We do it all over - fresh - up to the minute. 
That's why 60,000 engineers depend on what you are doing. Just 


tell the boss that! xs Vy), 
AGA 


INTER-OFFICE LETTERS ONLY 


DATE May 12, 1960 


Mr. Copp 


Hugh Keays 


The right place to spend money is in classifying and 
compiling. This gives readers the best service. 


Our user is a radio-electronic engineer. To him the 
IRE DIRECTORY is tne authentic guide that classifies an in- 
dustry and its products. This is his own directory, with 


indexes the way an engineer thinks, the way he wants it. ry 


1961 IRE DIRECTORY 


Published by THE INSTITUTE OF RADIO ENGINEERS 
for its Members and Industry 


72 West 45th Street, N. Y. MU 2-6606 


Of course that "spells" plenty of work -- punch cards, 
thousands of questionnaires, intelligent classifying, accuracy. 
The listings set the stage just right for the advertising that 
pays for it all. Listings and ads make a perfect information 
combination. That is just what you want for IRE and every year 
it pays out better and better for your advertisers. 
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Westinghouse, 
‘Chronicle’ Hit 


NBC Acquisitions 


(Continued from Page 3) 
telegram to the Justice Department 
indicating that his anti-trust sub- 
committee may intervene before 
final FCC action on the proposed 
changes occurs. 

The NBC moves into Boston and 
San Francisco are part of a chain 
reaction which got under way 
after NBC entered into a consent 
judgment last September requiring 
it to dispose of the Philadelphia 
radio and tv stations which it had 
obtained from Westinghouse in 
1954. Under NBC’s plans, revealed 
early this year, the Philadelphia 
station is to be turned over to 
RKO General in exchange for 
RKO General’s station in Boston. 
NBC also has arranged to sell its 
Washington radio and tv stations 
to RKO General for $11,500,000 
and to purchase KTVU, San Fran- 
cisco independent. 

Justice Department review was 
a necessary first step under the 
1959 consent judgment. If the de- 
partment had objected, NBC would 
still have a right to defend the 
deal before the district court. 


# Announcement that NBC was 
planning to acquire a station in 
Boston rekindled the controversy 
between NBC and Westinghouse 
which has been simmering since 
the 1954 Philadelphia-Cleveland 
station swap. 

After that transaction, Westing- 
house told FCC and the Depart- 
ment of Justice it had been co-| 
erced. The 1959 consent judgment | 
was the outcome of anti-trust liti- | 
gation lodged by the government | 
as a result of the Philadelphia- | 
Cleveland swap. 

Today Westinghouse told the 
district court in Philadelphia that 
consummation of the proposed | 
NBC purchases would result in the | 
accomplishment of the | 
NBC had in mind when it applied | 
pressure to acquire Philadelphia | 
Channel 3 in 1959. 

“The purpose of this court’s | 
judgment to terminate the alleged | 
unlawful conspiracy of RCA and | 
NBC to acquire television stations | 
in five of the eight largest markets | 
will be wholly thwarted,” Westing- 
house complained. “Indeed, the ef- | 
fect of the provisions of the judg- | 
ment requiring NBC to divest itself | 
of its Philadelphia station will! 
have been to assist NBC in effectu- 
ating the conspiracy which the 
government alleged and attacked.” 


s Westinghouse said its ability to 
compete against NBC will be 
further damaged as a result of the 
loss of NBC affiliation in Boston 
if the projected swap with RKO 
General is allowed. 


Similarly the San _ Francisco 
Chronicle told the court NBC 
made a take-it-or-leave-it $8,000,- | 
000 offer for KRON-TV, San Fran- | 
cisco, and that KRON-TV now} 
faces the loss of its NBC affilia- | 
tion because the Chronicle was | 
unwilling to sell at what it re-| 
garded as an inadequate price. 

Congressman Celler, whose anti- 
trust subcommittee brought the | 
NBC-Westinghouse controversy in- | 
to the open in 1956, told Anti-Trust 
Chief Robert Bicks that his fail-| 
ure to intervene in the impend- | 
ing NBC deals “makes a nullity | 
out of the decree or demon- 
strates that the decree is worth-| 
less.” 

Westinghouse contends it was 
approached by NBC shortly after | 
the entry of the consent judgment | 
last fall and notified that NBC | 
was contemplating the acquisi- | 
tion of stations in Boston, and | 
that it might also be interested in | 


© mt Seo 
Ot alae 


STARCH WINNERS—Coca-Cola took 


WA WOW CE Ds 
ot DL ACTR 


a 


STANDARD 


~~ 


. GASOLINES 


top rank in the Starch Nation- 


al Outdoor Ratings for the four weeks ending April 6 with a 

copy performance index of 57. Pepsi-Cola was second with an in- 

dex of 55 and Standard of Indiana was third with 53. The remain- 

ing top rankers were Budweiser beer and Zee napkins (both 48); 

Sunbeam bread and Zee toilet tissues (both 47); Richfield of Cal- 

ifornia boron gas (42); Zee towels (41); Shell gas and Jack Frost 
sugar (both 38). 


property 
Francisco. 


s Westinghouse noted its 


been protected if it had been will- 
ing to dispose of either its Pitts- 


|burgh or San Francisco stations to 


NBC, but it was not willing to 
sell these properties. Its offer to 


restore the pre-1954 status quo by | 


of Justice did not 
exercise its right to file an objec- 
tion to the transactions by the set 
deadline of May 9. 
The NBC statement added: 
“NBC believes that under the 
terms of the decree, Westinghouse 


reswapping the Philadelphia and | and the Chronicle have no stand- 


Cleveland stations was rejected 
by NBC. 


partment decided there was no 
basis in the consent decree for the 
government to seek court inter- 
vention in the impending NBC sta- 
tion moves. Under the decree the 
Justice Department has an oppor- 
tunity to review NBC moves in 
the top eight markets to deter- 
mine whether illegal coercion 
was used. Officials said a careful 
investigation of NBC’s arrange- 
ments did not turn up evidence 
which justified such a move by 
the government. 


= At a conference here last Fri- 
day, however, the department ad- 
vised the district court that West- 
inghouse and the San Francisco 
Chronicle had expressed a desire 
to be heard. Arrangements were 
completed to provide an oppor- 
tunity for these complaints to get 
before the court. 

NBC is expected to move next 
week to bring the transaction to 
the FCC for approval. When the 
applications are received, FCC 
also is expected to get an appli- 
cation from Philco for Channel 3. 
Philco’s application could result in 
a competitive hearing on the chan- 
nel. 


# NBC’s reaction to the petitions 
of the Chronicle and Westinghouse 
came in a statement which argued 
that the consent decree specified 


|ing to intervene in the matter be- 

| fore the district court and that |weekly half-hour series. 
A Justice Department source | their petitions raise no questions of | 

reported this week that the de- | 


substance. They are apparently 


| based on the circumstance that if 


NBC acquires stations in Boston 
and San Francisco, Westinghouse 
and the Chronicle will have to 
seek affiliations with another net- 
work. Although NBC is flattered 
that Westinghouse regards as in- 
jurious the prospect of switching 
its affiliation from NBC to another 
network, the law provides that 
networks and stations must be free 
to change affiliations every two 
years. This privilege has been ex- 
ercised by stations as well as net- 
works, as was the case with West- 
inghouse itself when it switched 
its network affiliation in Pitts- 
burgh. 


“In filing their petition, West- | 


inghouse and the Chronicle are 
seeking to place their private in- 
terests above the public interest, 
which the consent decree was de- 
signed to serve,” NBC concluded. 


WESTINGHOUSE BUYS 
‘61 TIME SLOT ON NBC 


New YorK, May 12—At the 
same time the broadcasting sub- 
sidiary of Westinghouse was re- 
suming its prolonged tug-of-war 
with NBC over station ownership 
and affiliation, Westinghouse 
Broadcasting’s parent company, 
Westinghouse Electric Corp., was 
switching its network tv business 
to NBC. 


After 11 unbroken years of 


Adman in the News.. 


“My theme for next year will be 
‘More effective research through 


better research practices’,’’ William | 


D. Littleford, president of Bill- 
board Publishing Co. and new 
chairman 
Publications, told the ABP con- 
vention this 
week. “I would 
like my term to 
be identified 
with better 
research.” 

Tall, soft- 
, voiced Bill Lit- 
tleford wants to 
put an imprim- 
atur of reliabil- 
ity on ABP 
research; he 
wants the asso- 
ciation to create 
a climate which “will nourish the 
growth of sound, practical meth- 
ods and publicize equally sound 
reporting practices. In this way the 
buyer can gradually be made aware 
that the ABP business paper is 
most likely to produce the kind of 
research that should be taken seri- 
ously.” 


W. D. Littleford 


® Bill Littleford came into the of- 
fice at a time of optimism in the 
business paper field, and he mir- 
rors it, commenting, “Any business 
paper doing its job can certainly 
grow faster than the industry.” He 
looks forward to not necessarily an 
increase in the number of busi- 


ness papers but to a sharper defi- | 


nition of business papers, an in- 
crease in audited business papers, 
and perhaps fewer total business 
| papers. 

He is a strong advocate of ABP 
|services, arguing that they show 
| how a group of small business men 
joan band together and reap most 
be the benefits of big business re- 


|source and “know how.” He says| 
|that in his own case, growing up| 


in a family business, ABP supplied 
|}much of the outside experience he 


in Pittsburgh or San | that any action under it could be | needed. 
|taken only by the parties to the} 


|original proceeding and no one /|at 20, in 1934, when after the Uni-|# Bill lives in Roslyn Estates, out 


NBC | else. The network noted that the| versity of Cincinnati he started as|on Long Island, with his wife and 
scheme | affiliation in Boston might have | Department 


His company experience began 


a printer’s devil with Billboard. 
He went through production, clas- 
|sified advertising, circulation ful- 
|filment, a brief turn in editorial, 


| and then into advertising sales. He 
| 


of Associated Business | 
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. William D. Littleford 


|came to New York in 1937 as east- 
ern advertising manager, became 
eastern general manager in 1940, 
vp and general manager in 1945, 
and president in 1958. Most of his 
time has been spent in New York; 
| Billboard’s advertising and editori- 
al offices were shifted from Cin- 
cinnati to New York in 1945. 

He now heads a company with 
220 employes, and six publications: 
Billboard, Vend, Funspot, Billboard 
International, Hi-Fidelity and a 
new one, Overseas Billboard, plus 
an annual, Arena, Auditorium & 
Stadium Guide. About 170 em- 
ployes are non-plant—60 are in 
New York, 25 in Great Barrington, 
Vt. (where High-Fidelity is lo- 
cated, 40 in Chicago (where Fun- 
spot and Vend have their editorial 
and sales offices, under vp May- 
nard Reuter), seven in Los Ange- 
les, two in Washington, two in St. 
Louis (where Billboard actually 
goes to press, although it is tele- 
typeset from New York in Cincin- 
nati; mats are flown to St. Louis), 
and the remainder in Cincinnati. 


® Under Bill’s guidance Billboard 
Publishing has been willing both 
to buy and start publications, and 
it has a respectable batting aver- 
age. The way he sees it, of the three 
the company started, one was a 
flop; of the two it bought, one was 
a flop. He says candidly that in 
his view, “You can’t be too afraid 
|to fail.” 

Along with its publishing busi- 
ness the company runs a highly 
successful market research opera- 
tion for the record industry, for 
which individual record companies 
pay up to $30,000 for such informa- 
tion as share of market by kind of 
music (pop, classical); by type of 
|dise (single, LP, stereo) and, every 
|six months, a report on share of 
market in 55 markets. Research 
methods for the operation, now in 
its third year, were set up by New 
| York University; J. Steven Stock 
|consulted on the sample. 


| 


four adopted children. His hobbies 
are golf and gardening, and his 
| Sorrow is that, deeply imbedded in 
the music business, “I can’t carry 
‘a tune in a bucket.” + 


| spending all its network tv dol- 
jlars on CBS, Westinghouse will 
|switch to NBC next year with a 
Placed 
through McCann-Erickson, the 
new show—it is still to be selected 
—will be aired at 8:30 p.m., EST, 
starting Jan. 6. 


# The electric company has budg- 
eted approximately $9,500,000 for 
network tv during 1960. This cov- 
ers the expenditures for the alter- 
nate-week “Desilu Playhouse” 
|dramas and the hefty outlay for 
| the convention and the election 
| coverage. 


| 


MICHAEL P. MEEHAN has been named 
general advertising manager of the 


Globe-Democrat, St. Louis. Mr. 
Meehan, a member of the adver- 
tising staff for the past 20 years, 
succeeds C. C. Callihan, who has 


The Westinghouse midseason 
| buy on NBC proved that a good, 
steady network tv customer can 
—even in these days of network 
program control—place an order 
for a weekly time spot, with the 
program to be selected later. J. G. 
Baird, sales promotion manager of 
consumer products, told ADVERTIs- 
ING AGE that NBC was selected 
for the Westinghouse program be- 
cause it offered the best January, 
1961, half-hour. He said the type 
of program had not been decided 
on yet. 

Both ABC and CBS these days 
generally put programs into spe- 
cific time periods, rather than sell 
a specific period to an advertiser, 
who then selects a program of his 
choice. But in this case both ABC 
and CBS, as well as NBC, bid for 
the Westinghouse business, Mr. 
Baird said. + 


Boyles Joins Crown Aluminum 

E. Harold Boyles has joined 
|Crown Aluminum Industries Corp., 
Pittsburgh, in the newly created 
post of director of advertising and 
public relations. Mr. Boyles was 
formerly a vp and head of the 
creative department of H. M. 
Klingensmith Co., Canton, O. At 
|Klingensmith, Mr. Boyles was an 
account executive on the Crown 
account. 


Lambda Names Michel-Cather 

Lambda Electronics Corp., Col- 
lege Point, N.Y., has appointed 
Michel-Cather Inc., New York, to 


retired. 


handle its advertising. 
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MORE. 


CUSTOMERS 


Sell the corporate giants... 
. plus half-a-million other 
up-and-coming business firms 


When you advertise in NATION’s BuSINESS, you buy values no 
other publication — general consumer, newsweekly, business 
monthly, weekly or daily — can offer. First, you get 750,000 
ABC circulation — the biggest business and industry package 
on the market. And, even more important, it’s just as big in 
quality as it is in quantity. Nine out of 10 of its readers are 
men with a decisive voice in their companies’ plans, policies, 
and purchases. 

Here's what you find when you analyze the circulation: 
coverage of the nation’s 500 top industrial firms — with some 
23,000 owner-executive subscribers; breadth of coverage 
throughout business in manufacturing, distribution, finance 
and business services—with subscribers in some 500,000 
medium-sized companies across the land . . . companies 
which, in themselves, represent a tremendous market for 
any advertiser who sells goods or services to business. 


CONCENTRATES ON BUSINESS 


You'll find NATION’s BUSINESS, editorially, 
an ideal magazine for telling your business 
story. It’s about business, from front cover to 
back, and business only. Month after month, 
it gives a useful look ahead at important na- 
== tional issues and tells what businessmen should 
=. do about them in their own communities. It 
—-- pinpoints developments in Washington—in 
| terms of how they will affect business. And it 
_? spotlights business problems, throws light on 
management solutions. Its readers are in a 
&==-- business frame of mind when they turn to its 
pages—your advertising reaches them at a 
time when they're open to whatever new ideas 
or suggestions you may have to offer. 


Presidents, Owners, Partners... 


If you asked your sales department to compile a list of business executives 
of the size of NaTIoNn’s BusINEss circulation, they couldn’t come up with a 
more important group of executives than you buy in NaTIon’s BusINEss. 
Look at these facts: among Nation’s Business 750,000 subscribers are 
77,250 presidents, 445,400 owners and partners, 2,500 board chairmen, 
38,000 general managers, and 53,400 other corporate officers. These are 
men who shape their companies’ policies . . . develop their new products . . . 


« . sl ig ge iy eae i. ae oe Pie ii. 
VERS epee Ge eae hoe Ra ee eee baa aa Be gt hate, Gee ee TT, 


m@ that’s what you get when you advertise in NATION’S BUSINESS 


District Sales Manager finds NATION'S Business helps solve sales problems: 


“Ours is a big-ticket line, and it involves 
selling an idea or a benefit as much as 
selling equipment. We have a couple of 
pretty big industrial customers in this terri- 
tory, but the solid core of our business is the 
hundreds of comparatively smaller manu- 
facturers in our sales area. Biggest problem 
we have is getting to call on them at least 
a couple of times a year, and then getting in 
to see them when we get there. We find 


that we have to call on the men at the top 
all along the line. These are the only men in 
a position to buy. And we find that our 
advertising in NATION'S BUSINESS makes it a 
lot easier for us to get in to see them. They 
know our name and our products. So, often 
when we call, we get right through and are 
given a good hearing. Our company's ad- 
vertising is a big help in getting those doors 
open to us.” 


forge their sales strategies . . . okay their purchases of equipment and sup- 
plies . .. the men you’d seek out to talk to yourself if it were physically pos- 
sible to get out around the country and call on all their companies in person. 


Dollar for dollar 
best buy 


Prospect for prospect, and dollar for dollar, 
you'll find NATION’s BUSINESS an ideal basic 
medium for getting your sales story to 
“‘hard-to-see”’ executives . . . for creating 
company and product acceptance in ad- 
vance of salesmen’s calls . . . for unearthing 
prospects you haven’t had on your lists 
before—even including some you may not 
have suspected existed. So, if you’ve been 
paying mass-magazine rates to reach busi- 
nessmen, look into NATION’s BUSINESS. 
You'll find it your best business advertising 
buy! 


YOU USE NATION’S BUSINESS 


TO SELL MORE i 
OF THE NATION’S BUSINESSMEN a owe novel 


Nation's Business © 
GEZENEW 
MASS 
MARKET 


INATION’S BUSINESS 


Advertising Headquarters, 711 Third Avenue, New York 17, N. Y. 
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The Advertising Market Place | 


Weis’ 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 


Add two lines for box number. Closing 


deadline: Copy in written form in Chicago 


office not later than noon, Wednesday 5 days preceding publication date. Pacific 


ifed 


Coast Repr ive (Cl 


only): Classified Departments, Inc., 4041 Marlton 


Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
and frequency apply. 


column inch, and card discounts on size 


HELP WANTED | 


HELP WANTED 


POSITIONS WANTED 


POSITIONS WANTED | 


REPRESENTATIVES AVAILABLE 


SALES PROMOTION WRITER 
Large, established concern in one of 


AD AGENCY 
LAYOUT—VISUALIZER 


Florida’s major cities will pay $6000 up | Creative flair plus sales sense plus high- 


plus liberal 


promotion writer. Age under 35, 


benefits to qualified sales | volume capacity for diversified accounts | 
college |in med. size midtown agency. 


Consumer 


| 
HAPPY MONDAY MORNIN’ FRIENDS! | 
| 


AGRICULTURAL ADV. SPECIALIST 


|I'm a 29 year old natural-born radio/T.V. | Agency, Mfgr., distributor experience in | 


degree and 3 years experience in adver-|and industrial exp. req. Detailed resume | 


tising or 
minimum requirements. Send complete | 
resume and snapshot. Write: 

Box 3642, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


LAYOUT ARTIST 
Permanent position for top creative lay- 
out artist. Must be able to produce and | 
follow through on projects to achieve 
top quality. Pleasant working conditions 
in a growing midwest studio. Company 
benefits with starting salary commensur- 
ate with ability. Send resume 
Box 3682, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois | 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago SU 73-2255 | 
“Assistant Advertising Manager" | 
Versatile young man (25-30) wanted for | 
Number 2 position with leading, old-line 
Philadelphia manufacturer. Combination 
writing-layout ability required. Knowl- 
edge of production processing helpful 
plus some experience with trade shows, 
direct mail, product literature and pub- 
licity | 
Send resume and salary requirements to | 
Box 3703, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
AUDIO-VISUAL SALES MANAGER 
Experienced in selling & servicing sales 
promotion-training programs Excellent | 
opportunity for qualified man to build | 
new department Renumeration open. | 
Confidential. Send resume to: 
William N. Kirshner, President 
W. N. Kirshner & Associates, Inc. 
Suite 4032 
Board of Trade Building, Chicago 4 


MOLENE PERSONNEL SERVICE 


DRUTNTE . cccdphbetsnasaceessinesedanitctncenest editors | 
advg. managers . amnaeans copywriters | 
artists media _......production Sales | 
“All is grist which comes to our mill” | 


ANdover 3-4424, 105 W. Adams St., Chgo 3 
ADVERTISING GAL FRIDAY | 
Will handle mail, expedite dealer orders | 
and mailings, direct mail lists, adv. pro- | 
duction. Should be good at English and 
spelling. Good salary. Non-loop Chicago 
location. Phone: 
W. Johnson, AV 3-2000 
COPY-CONTACT 
Excellent opportunity with growing Chi- 
cago agency for young writer who can 
assist on contact. Agency experience de- 
sirable. Write 
Box 3706, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Illinois | 


|FOOD MERCHANDISING? 
|RELOCATE AND INCREASE INCOME? 


| He 


sales promotion writing are | to: 


Box 3705, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
KNOW BEER ADVERTISING? KNOW 
WANT TO 


We want an account executive for a large 
regional brewery in the great Southwest 
He is now probably an account executive 
servicing a beer account in the West or 
Mid-west. He may or may not be a sales 
promotion manager. He may be an as- 
sistant account executive at a food or soft 
drink company. He may want to step up 
his income to $20,000 plus opportunities 
may want to answer this advertise- 
ment and relocate with us. Send resume 
to 
Box 3704, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


NATIONAL TRADE MAGAZINE wants 
man experienced in sales or sales 
agement to help supervise 
sales force. Must be willing to 
Salary dependent on exp. & ability. Write 
Box 3707, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
LIKEN EMPLOYMENT SERVICE 
SPECIALIZED PLACEMENTS FOR 
ADVERTISING PUBLIC RELATIONS 
MARKETING PERSONNEL 
KEENAN BLDG. PITTSBURGH, 
EX 1-1866 
ARTIST-LAYOUT 
Growing 4-A Chicago ind. agency needs 
another capable creative layout man 
who can render semi-comps in crisp style. 
Several yrs. exp. in mag. newspr., col- 
lateral. An on-the board job. WA 2-3383, 
Mr. Cain, A. D. 


PA. 


Sales Promotion 
riter 
Volkswagen of America, Inc. needs 
a man with several years of writing 
experience, who can turn out copy 
quickly and easily. Working knowl- 
edge of sales and sales promotion 
desirable. Familiarity with layout and 
production helpful. To the right man, 
we offer excellent starting salary, 
many fringe benefits and unlimited 
opportunity for advancement. Please 
send your resume to: 
Volkswagen 
of America, Inc. 

Sales Department 
Englewood Cliffs, New Jersey 
(Volkswagen of America is a wholly 
owned subsidiary of Volkswagen Werk 

G.m.b.H., Wolfsburg, Germany) 


writer. Overburdened with print ads right 
now. Getting $9000. Will take less to get 
back to radio/T.V. Write to “Oh Char- 
lie’ 34 East 58th Street, New York 22, N.Y. 
EUROPE-LATIN AMERICA EXPERT 
Account Executive-8 years U.S. experi- 
ence. Fluent French, Spanish, German. 
Knows European Common Market, Latin 
America, North Africa. Seeks opportu- | 

nity and challenge U. S. or abroad. Mail 

Box 3708, ADVERTISING AGE 

630 Third Ave., New York 17, New York 
COPY THAT SELLS, LAYOUTS that com- 
municate. My 10 years catalog and news| 
ad exp. can ease your work load, sell 
your merchandise. Tel. SU 4-4648. (Chgo) 
SALES PROMOTION MANAGER | 
Creative yet sensible—12 yrs. diversified | 
background in Sales, PR and Advertising. | 
Experience and ability in copy, art, plan- 


}ning and production. Married, 31, pres- 
}ently Regional Sales Megr., major elec- 
tronics mfgr. Accent on versatility; ideal 
for small adv. dept. 


man- | 
subscription | 
travel. | 


| 
| 
| 


| exp. 


|for 4A NY agency. Organize and create 


| media & P.O.P. Age 30; family. Excel ref. 


| ADV ACCT EXEC, 
| fields. 


Box 3709, ADVERTISING AGE | 
630 Third Ave., New York 17, New York 
Lat-Amer Span-Eng Top Flight copywrit- | 
er and Prod Mgr. 20 yrs exp newspaper, 
radio, TV, PR. Now emp; seeks position | 
Lat-Am. Pto. Rico pref 
Box 3710, ADVERTISING AGE | 
630 Third Ave., New York 17, New York 


MEDIA DIRECTOR OR ASSISTANT 
This man excells at presentations, pitches. 
Proven ability to sell top management. 
10 years creative media. Now employed | 
medium-sized agency. Formerly with na- 
tionally known advertiser. 

Box 3711, ADVERTISING AGE | 

200 E. Illinois St., Chicago 11, Illinois } 

EVER TRY TO SELL IN FOUR LINES? | 
Who wants to buy hard-working J-grad, | 
25, family, Navy PIO, aviation back- 
ground, some newswriting, now in sales 
promotion. 

Box 3712, ADVERTISING AGE 

630 Third Ave., New York 17, New York 

SALES PROMOTION—ADVERTISING 
7 successful yrs. with top co; 3 yrs s/p 
mgr. of leading cosmetic co. Ass’t ad mgr. 
of photo chemical co. 1 yr. copy/contact 


all phases of nat. & dealer cmpgns. All 


journalism & advertising. Prefer SW or 


Also freelance. | 
Box 3713, ADVERTISING AGE 

630 Third Ave., New York 17, New York 

ADV. MGR—Top 

for industrial/scientific/electronics 

Strong adv, prom, P.R. exp. Ex- 

cellent contact ability. Tech degree, engr. 


flight 


Box 3718, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


Coopers, Inc. 


person we need has managerial 


tising Manager, Kenosha, Wisconsin. 


ADVERTISING ASSISTANT 


(Jockey Sportswear, Hosiery, Underwear) has an opening 
for a young man to operate as assistant to the Advertising Manager. The 


potential, creative judgement and 


possibly soft goods experience. Industry leadership and aggressive man- 
agement makes this position a perfect spot. Reply in writing to Adver- 


MANAGING EDITOR 


We are the number one industrial 
publication in an exciting and chal- 
lenging field. The man we want will 
be a top flight professional capable 
of handling a 3200 pages a year 
monthly. Considerable business paper 
experience in an absolute must. A 
scientific or engineering background 
preferable ... but not necesssary. 
Excellent starting salary. Future un- 
limited. Send complete resume in- 
cluding current salary to: 


Box 201, Advertising Age, 
630 Third Ave., New York 17, N.Y. 


INDUSTRIAL 


New York agency looking for a 
many faceted advertising man— 
someone with a technical back- 
ground, a lively imagination and 
the practical know-how to make 
the best use of both. He’s needed 
for a key account. Salary $15,- 
000 plus. There are attractive 
future rewards. You can reply 
in confidence, to: 

BOX 189, ADVERTISING AGE 
630 Third Ave., N. Y. 17, N.Y. 


RADIO /TV WRITER 


a top-notch man or 
woman. Agency-experienced, 
well-grounded in advertising 
and selling. Ladies note: we 
don’t impose a salary penalty 
on a gal. If you can do a man- 
sized job, you'll draw man- 
sized pay. 


Our continuous growth has created 
an urgent need for 


RADIO/TV PRODUCER 


a man who has proven 
production ability in live TV, 
film and recording studios can 
find a place on our creative 
team servicing a variety of 
national and regional accounts. 
A real opportunity for a live 
wire. 


Call or write Radio/Television Mgr. 
R. JACK SCOTT, INC. 
51 E. Superior St., Chicago. WHitehall 4-6886 


ACCOUNT EXECUTIVE 


Mid-west advertising agency 
has an immediate opening for 
an account executive with air- 
line experience. He must be 
creative in his thinking and an- 
alytical in his judgement. We 
prefer a married man 30-45 
years of age with at least 10 
years agency experience. Salary 
is open to the right man and we 
offer many company benefits. 
Send resume and recent photo 
along with salary desired to 
Box 206, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, 
Illinois 


lf sports are 


your dish... 


and you're a talented, creative 
writer who’s always longed to 
write sporting goods copy... 
we have a job that’s right 
down your alley. Require- 
ments: solid agency experi- 
ence, proved writing ability, 
a knowledge of competitive 
sports. Contact ability desir- 
able. Reply with complete 
resume and salary required. 
Box 192, Advertising Age, 200 
E. Illinois St., Chicago 11, Ill. 


| knowledge copy, 


farm machinery, equipment and supplies. 
Also, public relations, dealer relations | 
and gen’l mkting. Coll. degrees in agric., | 


. MW location. Available June 30 or 
with 15 days notice. Resume furnished. 
Box 3702, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 
TV-RADIO CREATIVE DIRECTOR 
10 yrs. all phases of the industry plus 5 
yrs. collateral as assn. and ad exec. 32, 

marketing degree, family, $10-12. 
Box 3714, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Dlinois 
SALESMAN—above-average—for estab- 
lished firm. Heavy space exp. plus all- | 


| around adv. know-how! 


Box 3715, ADVERTISING AGE 

630 Third Ave., New York 17, New York 
AG.-INDUST. AE WANTS MIDWEST OR 

WEST COAST AGENCY LOCATION 
e Has 12 years MW agency experience 
@ Makes profitable client contacts | 
@ Writes strong copy—creates ideas 
@ Researches markets—selects media | 
e Understands sales & merchandising 
— ] 
e } 


Has new business experience 
Will invest—Needs 5 figure salary. 
Box 3716, ADVERTISING AGE 

200 E. Lllinois St., Chicago 11, Illinois 

TOP-FLIGHT FREELANCE WRITER 
Professional Copywriter offers his talents 
for any writing job; print ads, radio-TV, 
booklets, brochures, letters, slide films, 
editing, you-name it. 

Box 3717, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ilinois 


RESIDENT PRODUCER - NEW YORK 
RADIO-TV * VIDEOTAPE * FILM 
Well established producer-director and as- 
sociates will handle all or part of media 

production for out-of-state agencies. 
Box 3697, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


BUSINESS OPPORTUNITIES 


A WELCOME MAT 
FOR AN AD MAN WITH BILLING 
Whatever billing you have, we'll treat it 
as a precious commodity, and give it a 
good “home”. We offer substantial bene- 
fits in return: a_ fast-growing, fully- 
recognized agency, art and production 
“know-how” to satisfy your clients, en- 
rollment as a vital member of our organ- 
ization of “pros” with a fair and sound 
business arrangement. We handle some 
bigger accounts but we encourage small 


| billing. Write in confidence. 


Box 3635, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
PRINTER OFFERS ... 
7% commission on all work we get through 
your recommendation. Reliable, fine 
quality letterpress and offset. 
Box 3720, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


MISCELLANEOUS 
ENGINEERS AT THEIR HOME ADDRESS 
Over 100,000. Select by types. On Speed 
aumat Plates. Lowest rates. DMR Ad- 
vertising, 4617 Red Bank Rd., Cincinnati 
27, O., BR 1-3200 


IT’S CHRISTMAS CATALOG TIME! 


We'll handle your catalog or mailing | 
piece from start to finish take the | 
headaches off your desk, produce a busi- 
ness-getter you'll be proud to call your 
own. Years of experience. Samples, ref- 
erences. 
Miller Adv. Serv., 1405—16th St., Racine | 
Tel. Racine ME 7-5010 Chicago SU 4-4648 | 
SEASONED PR EXECUTIVE 
OFFERS PROFITABLE RESULTS 
Box 3719, ADVERTISING AGE | 
200 E. Illinois St., Chicago, Illinois 
ADVERTISING EXECUTIVE | 
14% years experience print, Radio, TV, | 
outdoor, collateral adv. for consumer, in- | 
dustrial, co-op campaigns. Thorough | 
layout, media and all 
phases of marketing. Now with ad 
agency on 7,000,000 account. Mktg. de- 
gree, late thirties. 
Box 3721, ADVERTISING AGE | 
630 Third Ave., New York 17, New York 


If you're ready to be an 


ADVERTISING AND SALES 
PROMOTION MANAGER 


for a young, expanding conven- 
ience food company, and you have 

e experience, especially on the 
sales promotion side. 

e knowledge of food 
and/or distribution. 

e training or experience in basic 
market research techniques. 

e long-range general management 
aptitudes and ambitions. 


retailing 


and you are willing 


« to work hard to test, and help 
carry out your own plans. 
e to let your future compensation 
depend upon results achieved. 
then mail a complete business and 
personal resume to: 
Director of Marketing, 
EVERSWEET CORPORATION 
7750 West 47th Street. 


Lyons, Illinois 


COPY CHIEF 


Thoroughly seasoned man with both 
creative ability and administrative 
experience. Supervise 4-person de- 
partment in leading Midwest agency 
outside Chicago and write copy for 
key accounts. Unlimited opportunity 
for growth. Our employees know of 
this ad. Write, giving full details 
and salary requirements. Box 205, 
Advertising Age, 200 E. Illinois St., 
Chicago 11, Illinois 


ADVERTISING 
RESEARCH SUPERVISOR 


4A Chicago agency needs researcher 
who can master-mind himself and 
others in the design, execution, anal- 
ysis and reporting of a variety of 
consumer projects — including ad 
tests, motivation studies, product- 
use tests, etc. Experience in com- 
mercial research and a graduate 
degree in Social Sciences are manda- 
tory. This job is for a professional 
—our clients have some of the 
sharpest research people in the bus- 
iness. Salary depends on the indi- 
vidual. Write Box 200, ADVERTIS- 
ING AGE, 200 E. Illinois St., Chicago 
11, Illinois 


alge ne 


SALES EXECUTIVE 
OUTDOOR ADVERTISING 
TO $18,000 


Upper Midwest sign and poster 
operation is expanding its bus- 
iness and needs an experienced 
outdoor sales manager with a 
record of success. Prefer a good 
formal education—age 32 to 45. 
Will start $15-$18,000 with top 
management opportunity. Write: 
Box 207, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, 
Illinois. 


CREATIVE MAN—WHO 


of awards in our client room). 


account man—and 


goods .. 


This is no salt mine. 


substantial increases and 


details (in confidence, of course) 
ident. 


LIKES CLIENT CONTACT 


We're a relatively small AAAA agency by New York or Chicago 
standards, but in New England we're the second largest agency in 
our area, and number one in creativity (measured by a wall-full 


We have room for another seasoned man (under 40) to join our 
team of creative account men. As such you'll write most of your 
own copy, radio, television, print and/or collateral; be your own 
draw on the best damned art, production and 
broadcast departments in any agency! 


We serve diversified accounts that range from banks to sporting 
. from utilities to notions . 
to finishing compounds. Our industrial, consumer and trade ac- 
counts comes in all sizes—from $40,000 to $250,000 a year. We 
operate as a team, doubling in brass if need be, to do the best 
possible job for our clients. The living is pleasant in our town and 
your money will go a little farther. And although we work hard, 


. . from industrial fasteners 


You'll get a healthy starting salary, free life insurance, rapid and 
a chance to earn stock participation if 
you measure up to our admittedly high standards. Write me full 


and you'll be talking to the pres- 


President, Box 204, Advertising Age 
630 Third Avenue, New York 17, New York 
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Advertising Age, May 16, 1960 


TRIPLE THREAT MAN 
Aggressive young executive 
change to greater opportunity. 
experience in advertising, 
tion, public relations 


seeking 
ll years’ 
sales promo- 
Proven planning, 
writing, organizing ability plus top train- 
ing in business administration (MBA 
degree). Can handle department or serve 
as right hand to top man. Low 5 figure 
salary. For resume, write 

Box 202, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ATTENTION 
CHICAGO EMPLOYERS! 


Well screened qualified men 
NOW available 

Ad and Asst. Ad Managers 

Acct. Execs.—Jr. & Sr. 

Art Directors, , »; -=: » 

Magazine Spacé Balesmen 
Magazine Production Men 

Copy Writers 

Phone FRED JOHNSON 


DOROTHY DOCKSTADER 
Employment Consultants 
64 E. Lake St. RA 6-6167 


EXPERIENCED COPYWRITER 


We need someone who has the 
experience, talent and leadership 
ability to be the senior copywriter 
in a four man copy group. Exper- 
ience should include work for an 
agency in the area of the food, 
agricultural and consumer services. 
Our copywriters work closely with 
our art staff and are given every 
opportunity to contribute toward 
good visual presentations. We are 
a medium sized 4A agency located 
in the midwest offering complete 
agency service to our clients. If you 
are interested in more information 
please send us a letter of application 
and a brief resume as the first step. 


Box 203, ADVERTISING AGE, 200 
E. Illinois St., Chicago 11, Illinois. 


TOP CALIBER 
SPACE SALESMAN 
GETS RESULTS 


@ leading salesman in every market 

@ upon record, moved up to 
sales-VP 

@ promoted to publisher of top 
publishing firm 

® personal characteristics geared to 
high caliber creative sales 

Youth favors new growth—desires 

change to progressive publisher. 


Box 197, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


available... 
thinking, working type 
ADVERTISING MANAGER 


solid administrative and crea- 
tive experience planning, or- 
ganizing, executing, evaluating 
policies, programs, budgets 
consumer products including 
petroleum. TV, radio, news- 
paper, outdoor, farm paper, 
co-op program, sales meetings, 
dealer helps. Worked with 
hundreds of retailers, whole- 
salers several classifications. 
Works well with top manage- 
ment and agencies. Now with 
a “first 300” corporation. Two 
positions, thirteen years. Fam- 
ily, 38, top references. $14- 
18,000 depending on location. 
Contact Box 173, ADVERTIS- 
ING AGE, 200 E. Illinois St., 
Chicago 11, Il. 


CHICAGO EMPLOYERS! 


We have well qualified 
Copywriters 

Advertising Managers 
Asst. Adv. Managers 
Account Executives 
Radio & TV Men 
Production Men- 

Artists 

Editors 

Photographers 


Professional, Sales 
and Clerical Office 


Illinois State Employment Service 
73 West Washington Street 
Financial 6-3960 


The Midwest's 
outstanding placement 
service for Adv. + Art & 

allied fields. 

By appointment only 
67 E. MADISON - SUITE 1418 
CHICAGO 2, lil. 
CEntral 6-5670 


COMMUNICATIONS SPECIALIST 
DESIRES POSITION. 


Public relations, advertising, news- 

per, university journalism teach- 

ing, industrial editing, communi- 

 nagenes background. Salary should 

. Must be West Coast. Write: 

R. an 1140 Magnolia, Gardena, 
California. 


Ady. Reps. wanted for leading 
national real estate monthly. 
Most cities, states open. Page 
rate $600. Write Publisher, 
NATIONAL REAL ESTATE 
— 43 W. Gist St., N.Y. 


i SEEK A 
PUBLISHER 


who offers a future; who has a 
place in the east for a salesman 
with 15 years experience with 
business and trade publications 
(not to be confused with super- 
ficial space selling). That pub- 
lisher will acquire constructive 
thinking, management background, 
adaptability plus proven capabili- 
ties in sales promotion and 
presentations based on perceptive 
research. Currently employed with 
a five figure income. Replies in 
confidence. 


Box 194, Advertising Age 
630 Third Ave., New York 17, N. Y. 


DON HARRIS NEEDS: 


(SPECIAL NOTE: Don’t ask Don, for 
example, to convert you from a piano 
sales promotion writer to a food AE. Some 
employers might, but wouldn't want Don 
to try it. But a toiletries brand manager 
might become a cigarette AE. One did, 
because—before and after—he was con- 
cerned with drug and grocery stores.) 
foods, national-brands experience 
Grass-roots understanding of marketing, 
including promotions $20M 
E, fire and casualty insurance. .TO $15M 
TV-RADIO WRITER. Consumer. Import- 
ant-account experience. Man who's had 
some but not erate oe chances to write 
freshly $14M 
COPY- -CONTACT, thriving smaller-city 
agency. Will work with agency principal 
Can be in 20's if has promising samples 
Midwest $7 
RARE “GLOWING JUNIOR”, TV-radio 
Will swap provable potential in think- 
ing, writing, visually—plus academic 
broadcast paene ter ae: growth 
opportunity. SW .. $6000 


DON HARRIS, DIRECTOR 
Advertising and Marketing Division 
MONARCH PERSONNEL 
28 E. Jackson, Chicago, WA 2-9400 


ADVERTISING AGENCY 
OPPORTUNITY FOR 
INDUSTRIAL COPYWRITER 


Long-established New York City 
4-A agency has attractive opening 
for seasoned copy contact. The 
man we're looking for under- 
stands industrial selling and tech- 
nical copy. He can contact engi- 
neers and speak their language. 
He may now be with a large or 
small agency, or a manufacturer. 
Electronic or electrical experience 
desirable. Good starting salary 
with progressive increases. If you 
feel you qualify, send a full resu- 
me of your experience and per- 
sonal data in strictest confidence. 
No samples, please. 


Box 196, Advertising Age 
630 Third Ave., New York 17, N. Y. 


ACCOUNT EXECUTIVE 
WITH MIDWEST 
ADVERTISING AGENCY 


Account Supervisor of a fast- 
growing agency ($12,000,000 now) 
needs an A/E assistant. Must be 
a topnotch advertising and mer- 
chandising man. Food experience 
required—packa ~ “7 goods, dairy 
a or candy preferred. 
f you would like to live and 
work in a pleasant community 
outside a large metropolitan city 
—to join a young, vigorous, 
employee-owned agency, write 
giving full details, including back- 
re and salary requirements. 
tter and following interview 
will be in strict confidence. 


Box 198, Advertising ~ Ry 
200 E. Illinois St., Chicago 11, Ill. 


‘Shirley Walker, 79, 
Agency Proprietor, 


Exec Since ‘04, Dies 


| San RaFAEL, CAL., May 10— 
| Shirley Walker, 79, retired agen- 
|ey pioneer and former president 
\Club, died May 4 at his San An- 
| selmo home. 

| Mr. Walker, a native of San 
| Francisco and a 1902 graduate of | 
ithe University of California, 


|ternity. He opened his own adver- 


| years this merged with other agen- 
| cies. 

When he retired, 
| ago, he was treasurer and vp of| 
Evans, McClure & Associates, San | 
Francisco. 


| 

GEORGE McGARRETT 
| New York, May 10—George F.| 
|McGarrett, 53, a program super- 
|visor with Lennen & Newell, died 
|May 5 in New York Hospital. 

Mr. McGarrett, who joined Len- | 
| nen & Newell in March, 1959, pre- 
| viously had been with National 
Broadcasting Co. for nine years. At 
|NBC he was credited with having 
|formed the network’s first tv pro- 
| duction unit for the two-and-one- 


HOME FOR SALE 

Park Forest, Illinois 
| Built 1955. 5 bedrooms, 2 baths, large 
| family room, brick enclosed patio, 
2 car garage. Ideally located for 
schools, shopping, bus and IC trans- 
portation. 40 minutes to Loop. $28,900. 
Write: Howard Gorman, 9701 Manor 
Road, Kansas City 15, Mo. 


ATTN: LEO BURNETT 


This copywriter is keen to strike 
sparks in your crackling creative 
| climate. Male. Now working. Plenty 
| know-how. (Got a great idea for 
|] Marlboro, for Pillsbury, too!) Box 
| 195, Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


1 
| 
ADVERTISING EXECUTIVE 
Deep experience with leading agencies and 

advertisers in marketing durable goods 
Solid accomplishments on blue-chip auto- 
motive, petroleum, appliance, outdoor 
power equipment accounts. Excellent ad- 
ministrator. Creative. Strong merchandis- 
ing background. Available soon. Write for 
complete resume 

Box 187, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


WRITER SEMI-TECHNICAL 


Four or five months special assign- 
ment producing operating and ser- 
vice manuals for line of office 
| equipment. Full time at main office 
} New York City. Call Mr. Gates, 
DI 9-2270 or write Thomas Collators, 
Inc., 100 Church St., New York City. 


AIR-CONDITIONED OFFICE 
MIDTOWN NEW YORK 
Busi paper publish has 2600’-3000' 
for sublease. Ideal layout for small pub- 


|of the San Francisco Advertising| Young & Rubicam as a program 


founded the Theta Delta Chi fra- | 


|tising agency in 1904 and over the | 


three years) 


half hour Saturday night block | 


| which comprised the “Jack Carter | 
| Show” and the “Show of Shows.” | 
| Subsequently he became producer 
of NBC’s 


“Perry Como Show.” 
He began his broadcasting ca- 
reer at Columbia Broadcasting 
System, where he was commercial 
program manager. Later he served 


|manager of the radio department 
|and plans board member. 


‘COL. F. O. BRITTON 

CINCINNATI, May 10—Col. Fred- 
erick O. (Boots) Britton, 54, vp of 
Rutledge Advertising Co., St. Lou- 
|is, died May 8 in Good Samaritan 
| Hospital. 

After attending Miami Univer- 
sity and the University of Cincin- 
nati, 
Co., where he rose to the position | 
| of meat sales and training director 
| During. World War II, Col. 
| Britton was responsible for estab- | 
lishing Army post exchanges) 
throughout the world, for which he 
received the Legion of Merit. After 
the war, he became a consultant 
on meat merchandising and adver- 
|tising problems. 

He served as a vp of McCann- 


h 
Mr. Britton joined Kroger | “ 


127 


Erickson, Chicago, from 1953 un- 
til Jan. 1 of this year, when he 
joined the Rutledge agency. 


CLARENCE F. CHATFIELD 

MitFrorD, Conn., May 10—Clar- 
ence F. Chatfield, 84, senior sales 
representative of Fifth Avenue Bus 
Advertising, New York, died here 
May 3 at the home of his son, 
George G. Chatfield. He had been 
active until three weeks before his 
death. 

Mr. Chatfield had been with 
New York Motor Coach Advertis- 
ing for many years before it 
merged with Fifth Avenue Bus 
Advertising in 1958. Previously he 
had served in transit advertising 
with Barron Collier. Still earlier 
had been in the advertising 
phase of the newspaper business. 


_|DUSTIN S. LUCIER 


Mar.soro, MAss., May 10—Dus- 
tin S. Lucier, 73, publisher of the 
| Marlboro Enterprise and the Hud- 
son Sun for 35 years, died May 8 
after a long illness. Mr. Lucier also 
had been associated with newspa- 
pers in Montpelier, Vt., and North- 
ampton, Medford and Boston, Mass. 


| Come to grips with your 
| buying or selling problem! 
| Your classified ad in Advertising 


Age gets right down to the basics 
of good buying or selling strategy. 


of over 177,000 
and women who 


per ad. Try it! 


Use This Space to Print or Type Your Classified Advertising Message 


Puts your message into the hands 


marketing men 
have the author- 


ity to buy, sell or hire. You get 
quick action. Costs as little as $5 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


lisher or branch sales office. Furnishi 
available; also could provide certain gen- 
eral office services. Write: 

Box 168, Advertising Age 
630 Third Avenue, New York 17, N. Y. 


Our 49th Year 
ACCOUNT EXECUTIVE, know 


food merchandising to $25,000 
INDUSTRIAL COPYWRITER 10,000 
ASST. ADVERTISING DIR., 

consumer products 15,000 
SKETCH DESIGN ARTIST 6,500 
COPY-CONTACT MAN, know 

electronics 8-10,000 


MANY MORE — MAIL RESUME 


GLADER CORPORATION 


110 S. Dearborn St., CHICAGO, Il. 
Phone: CEntral 6-5353 


WE COVER OUROWN | 
OVERHEAD! WHAT IT — 
TAKES TO RUN OUR — 
BUSINESS IS OUR 
EXPENSE—NOT YOURS! 


Association of 
Publisher's 
Representatives 


7O East 45th St. 
New York 17, N.Y. 
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THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


4041 Marlton Avenue 
Los Angeles 8, Calif. 
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BRAINPOWER 


One race we won't lag in—if Advertising can help it. 


In this space and missile age our nation’s brainpower multi-million dollar advertising campaign. It’s called 
is its one most vital resource. But making the most of “Aid to Higher Education.” It could just as well be 
our brainpower means getting the most from our called “Fight to Survival.” Advertising’s job is to see 


colleges and universities. That’s why your that we never forget this. Proud of Advertising? 


You should be. - 


Advertising Council conducts a certain Fy 
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McGraw Mrs. Littleford 


ABP CONFERENCE—Present at the spring conference of the Associated Business Publica- 
tions in Hot Springs, Va., were Donald C. McGraw, Wallace E. Traendly and Angelo R. 
Venezian, all of McGraw-Hill; Mr. & Mrs. William Littleford, Billboard, (newly 


Proposals for Methods of Improving 
Business Paper Research Told to ABP 


(Continued from Page 1) 
to haunt publishers at an accel- 
erating rate. 


s Harry L. Waddell, of McGraw- 
Hill, chairman of the ABP sales 
development committee, summed 
up the general outlook for the 
business paper publishing field in 
a statement at the closing session: 


The general economic climate for | 


industry, and therefore for the ad- 
vertising and business press, is 


excellent. Not only are most usual | 


economic indicators favorable, but 
the peculiar present age structure 
of the population—such that the 


Littleford 


Lavinger Long Slater 


|eight-page printed brochure em- 


|which should be asked about all 
|research, covering the three areas 
lof (1) technique employed, (2) re- 
|porting and presentation of re- 
: |sults and (3) conclusions and in- 
has been the case in recent years. | terpretations drawn. 


These people tend not to have the Emphasizing that the suggested 
intuitive understanding and aP- | checkpoints are not “standards,” 
preciation of marketing, 


of é selling | since there are no incontroverti- 
and advertising which presently ble standards, the committee also 
exists in many management sit-| said they are not intended as a 
uations; they are much more M~- research straitjacket, but that 
clined than their predecessors to “supplying the answers to the ques- 
challenge the economic functions ‘tions contained in this outline pro- 
and value of selling and advertis- | vides the user of the survey with 
ee ype sili helpful facts about the study that 
aan mg Aan eth ing vaio enable him better to evalu- 
and etetdies of selling and ad- P tal wl sag clare eantaiote re 


| 7 : . |fears he may have with respect to 
|vertising as business functions to 


Traendly 


bracing a number of questions | 


a, 
man WEY of (yj 
} Vit ix 
Mrs. Kobak Mrs. Haire 


wy 


Haire Kobak Venezian 


elected ABP chairman); P. C. Lauinger, Petroleum Publishing Co.; Randolph Long, 
Materials in Design Engineering; John E. Slater, Fleet Owner; Mr. and Mrs. Thomas B. 
Haire, Haire Publishing Co., and Mr. and Mrs. James B. Kobak, J. K. Lasser Co. 


jset of specific questions raised|postal regulations and pending 
|about a specific project. The pub-|problems. Mr. Riley emphasized 
|lisher could print these questions|that there are no real ground 
|and his answers to them with the |rules at present governing second 
report. This would mean that aj|class matter, that the basic law, 
planned project would have been| passed in 1879, contains material 
submitted to the institute and that | which is largely inapplicable, and 
it had studied the proposal and|that the department hopes to lay 
raised certain questions or made|down ground rules which will be 
certain comments. The plan has| generally acceptable and will pro- 
been approved by the trustees of|vide a foundation for reasonable 
the institute, but its actual avail-|operation. “What we really need,” 
ability awaits the growth of the | he said, “is a new law.” 
institute to the point where it can | 
add staff to provide time for such|™ A detailed presentation on phys- 
critiques.” ical format and appearance of 
business papers was given by 
® Before the report is put in final|John Peter, expert on presenta- 
form, Mr. Bachelder suggested, it| tion techniques who emphasized 
might be pre-tested on a panel|that there is considerable room 
“selected by an association or|for improvement in the physical 


\this kind of technically oriented 
management,” he said. 


working group from 21 to 44 will | 


show the smallest relative gains 
of any age segment during the 
present decade—means that there 
must be accelerated capital ex- 
penditure per worker, he said. 

By 1970, he said, the capital in- 
vestment per worker in industry 
will probably reach $30,000, in 
contrast to the current figure of 
about $18,000 and the 1950 figure 
of about $10,000. In addition, he 
said, there are certain to be vast 
increases in expenditures for re- 
search and development. Expendi- 
tures in this area were about $2 
billion in 1945 and $5 billion in 
1953, he said. Currently they are 
running at a rate of about $12 
billion, and by 1970 they will 
probably be $23 billion. 


s But, Mr. Waddell continued, 
there are three basic sales resist- 
ances which business publications, 
particularly in the industrial field, 
must meet. The first is the fact 
that increasing demands for tech- 
nological skills, especially in new 
industrial areas like electronics, 
are tending to bring to top and 
middle management posts more 
technologically trained people than 


Henderson Webber 


Bailey 


CONFEREES—Relaxing between sessions at the Associated Business Publications spring 
conference were Edward L. Henderson, Business News Publishing Co., reelected ABP 
western vp; Richard L. Webber, Automotive News, elected ABP director; Clifford S. 
Bailey, Motor, elected ABP secretary; George H. Greeley, Packer Publishing Co., 
elected a director; Leo Williams, past ABP chairman and chairman of the nominating 


|™ The second area, Mr. Waddell 
|said, consists of finding some so- 
lution to the resistance of adver- 
|tising agencies to spending the 
kind of time and money it takes to 
produce really good business pa- 
per advertising. Some methods 
must be found, he said, without 
elaborating, of getting agencies 
better compensation for their work 
in creating such advertising. 

The third area, he said, is the 
problem of keeping business pa- 
pers’ customers aware of the im- 
provements in presentation and 
content which good business ,Ja- 
pers are making. 

The ABP publishing manage- 
ment committee told the mem- 
bership that it “has long felt that 
some definite action should be 
forthcoming from the publishers 
themselves” in the area of im- 
proving publishers’ research. It 
recommended that ABP establish 
a standing research committee 
and also submitted a _ detailed 
“preliminary proposal’ for “check- 
points for sound advertising and 
| marketing research.” 


s The latter took the form of an 


Greeley Williams 


the technique and the resulting 
conclusions drawn.” 

The committee suggested that 
the proposed permanent ABP com- 
mittee on research make it its 
first task to revise or approve the 


in the meantime no harm would 
be done, and great good might re- 
sult, if members provided answers 
to the checklist questions in any 
research they produce. Questions 
deal with sample, methods used, 
disclosure of all pertinent facts, 
logical reporting and presentation 
of results in unbiased fashion and 
care in presenting conclusions and 
interpretations. 


s A bid for the Industrial Adver- 
tising Research Institute to be- 
come an active instrument in as- 
sessing and evaluating business 
publication research was made at 
the meeting by Joseph E. Bacheld- 
er, managing director of the insti- 
tute. 

He proposed a “guide to good 
practices” in publications research, 
covering good practice in the col- 
lection and analysis of data, and 
added: 

“A further possible step would 
be to have an organization like 
IARI provide a critique of a re- 
search project. This would be a 


Littleford 


preliminary form. But it said that | 


Allen 


| group of associations, or by the in- 


|appearance of most business pa- 


stitute. The institute’s plan would|pers. “Most of your papers are 


be to select a panel of eight or ten 
advertising or agency men in each 
industry group. The names of the 
ten would be known, but the three 
|or four from the panel to evaluate 
a specific project would be known 
only to the institute.’” - 

In addition, he suggested a me- 
chanism for handling complaints 
and grievances concerning re- 
|search, with perhaps a once-a- 
|year report or tabulations of crit- 
\icisms and complaints being issued. 
The institute could probably un- 
dertake this task also, he said, if it 
were asked to do so. 

On Monday the association de- 
voted most of its time to reports 
|of various committees, and on 
|Tuesday circulation problems and 
methods were discussed, along 
| with the special problems of mer- 
|chandising papers and a discus- 
sion of employe benefit programs. 


8 In addition to making its report, 
the legislative committee, headed 
by William P. Winsor, of Rein- 
hold Publishing Corp., invited Ed- 
win A. Riley, director of the post- 
al services division of the Post 
Office Department, to an informal 
session at which he _ discussed 


Dudley 


Freeman 


doing a far better editorial job 
than is evident from looking at 
them,” he said. 

Gene Wedereit, director of ad- 
vertising and pr of Chemetron 
Corp., Chicago, and chairman of 
the business papers committee of 
ANA, told the ABP that the status 
|of industrial advertising and of 
| business publications has improved 
enormously in the 35 years he has 
been in the business. 


es He reviewed the work of the 
ANA committee and of the busi- 
ness paper publishers committee 
—a group of six ABP members, 
|six members of National Business 
Publications, and six representa- 
tives of audited business papers 
not affiliated with either organi- 
zation and told the six projects 
which the ANA and publisher 
committees are working on: 


1. Fostering circulation audits 
and improving their usefulness. 

2. The development of a better 
understanding of business paper 
advertising—a project which may 
ultimately evolve as a book, film, 
|or series of workshops. 
| 3. A bibliography of studies of 
‘the impact of business papers on 


Fairchild Lockwood 


committee, and Edgar Fairchild, ABP director, both of Fairchild Publications; William 
B. Littleford, Billboard, new ABP chairman; Philip D. Allen, Maclean-Hunter, retiring 
ABP chairman; William C. Dudley, Gulf Publishing Co., elected a director; William B. 
Freeman, Miller Freeman Publications, elected Ist vp, and George H. Lockwood, 
Lockwood Trade Journal Co., eastern vp of ABP. 
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buying decisions. 

4. Evaluation of merchandising 
services offered by business pub- 
lications. 

5. A study of research reports 
offered by business publications. 

6. A study of business paper 
circulation and rate trends. 


Architectual Forum; William G. 
Dudley, Gulf Publishing Co.; Ed- 
gar W. B. Fairchild, Fairchild 
Publications; Charles H. Hashag- 
en, Lebhar-Friedman Publications, 
land Richard L. Webber, Automo- 
tive News. 

| 

® In his annual report to mem- 
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Change TV to 
Get Better TV, 
Hutchins Says 


Seabrook Farms, farvous for A quality frozen vegetables, 
makes this unprecedented offer: truly elegant sterling 


silver al just a fraction of its customary retail cost! 


STERLING! 


Merge firs at INR catery Agled at: rheme 


© Mr. Wedereit said, “So much a ABP’s president, William K. a $C 
being done to step up the stature | Beard called for a revival of “the > aan Cuicaco, May 12—Robert M. 
zy of business paper advertising . . -|ojdtime publishing religion that mpmene pre « Hutchins, president of the Fund 


it would be hard to imagine an 
economy without business, trade 
or professional journals.” But, at 
the same time, he said, “There are 
some questions in the minds of 
advertisers who use those busi- 
ness papers, some basic questions 
that may be entirely unanswer- 
able. 

“For instance, the increasing 
number of business papers—is 
such expansion a help or a hind- 
rance to the advertiser? ... The 
question is raised about newcom- 
ers to old fields, where it seems 
that saturation points in circula- 
tions have already been reached. 

“Is there a sensible limit to the 
fine definition of specialization 
developing in the business paper 
publishing field? Is boycott of ad- 


vertising pages of any publication | 


for reasons of peculiar practice 
considered restraint of trade? Or 
is it stifling progress? Is it con- 
sidered unmoral for a_ business 
paper publisher to accept adver- 


tising completely contrary to his| 


established format? Or is it open 


|charted the business press on its 
road to greatness. 

| “We in the ABP pride our- 
|selves on stout publishing per- 
\formances,” he said. “Then we 
|look over the fence and see a lot 
|that doesn’t generate much pride 
|or gratification. We see the busi- 
[ness press swarming over with 
numbers game boys. We see the 
fast-buck operators. We see pub- 
lishing we might, in a burst of 
kindness, call immature—well 
enough intentioned, perhaps, but 
not very professional or very com- 
petent. We see association-owned 
papers, reveling in their tax sanc- 
tuary, soaring in number and in 
competitive aggressiveness. We see 
carryovers from a primitive pub- 
lishing era indulging in editorial 
puffery and rate deals. 

“These publications live on ad- 
vertising patronage or pap—dol- 
lars siphoned from topflight pa- 
pers. They downgrade our 
medium—crowding and muddying 
the publishing waters in which the 
good paper is navigating.” 


for the Republic and former chan- 
cellor of the University of Chi- 
cago, sets forth his proposals for 
raising the standards of televi- 
sion in the May 14-20 issue of TV 
Guide. 

Mr. Hutchins makes it clear 
that most of all he favors “an in- 
dependent, continuing agency” 
4 we which would keep an eye on the 

te] doings of all mass media. Such 
> a an agency, he believes, would help 
STERLING OFFER—To capitalize on the limit or change the trend to appeal 
June bridal season, Seabrook | ‘© People’s baser nature. “It could 
Farms will take newspaper ads in|4t least remind us that we are be- 
56 markets to atie? wetting diver ing corrupted; it could point out 
, , > : in, periodically the rate and the ex- 
serving pieces for $2 apiece plus tent of the corruption, and _ its 
a wrapper from a Seabrook frozen prestige might be such that adver- 
vegetable package. Smith/Green- tisers and broadcasters might ex- 
land Co., New York, is the agency.|\ercise greater restraint in their 
—s ___ |appeal to our worst nature.” 
NAB Names Tower 
ae cy might not be able to do much 
VP for Television “within the framework of a system 

WASHINGTON, May 12—The Na- |aimed at selling the most goods to 
tional Assn. of Broadcasters has| the most people.” He goes on to 
promoted Charles A. Tower to vp suggest five alternative systems 


tite 


4 


c 


s However, he says such an agen- 


season for gatefolds, die-cuts, pop- for television, succeeding Thad H. involving “alternative financing 
ups and books within books? What|® ABP membership is at an all-| Brown Jvr., who is resigning. _and control. 
can be done, if anything, about|time high of 166 publications, Mr. Mr. Tower has been manager of| 1, A “magazine” system, in 
i 


special issues, directory annuals, 


premium positions? What about 


|Beard reported, the latest addi- 
| tion—California Stylist—having 


| broadcast personnel and econom-| which the “owners” of television 


Ics. “sell” the program content to the 
invoices for engravings in new) been approved by the ABP board| In other NAB adjustments, Vin- yiewers and _ sell advertising 
products sections? | just prior to the meeting. |cent T. Wasilewski, formerly di-| “space” to advertisers, keeping 

% a “What about more editorial con- | The publishing management|rector of government relations, has the two apart. 
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tact with the advertiser? And fi-|committee’s report on the finan- 
nally, how about better training of |cial operations of member papers 
sales representatives?” \for 1959—supplemented this year 
. | with comparable figures for pub- 
|@ Elected chairman of the ABP) jications which belong to Nation- 


board was William D. Littleford, | a) Business Publications—showed 
president of Billboard Publishing | 29g publications making a strong 


been designated director of an ex- : és - 

panded government affairs staff, 2. The industry sells” the eon 

lwhich includes NAB’s legal de- tertainment directly to the public 

partment. |that wants it, as motion picture 
Howard H. Bell has been named | producers sell their entertainment, 

‘director of industry affairs, with |the box office determining what 

responsibility for engineering,|iS Produced. “The test of a suc- 


' Co., New York. He succeeds Philip | comeback in 1959 from relatively | public relations, personnel and | °¢Ssful commercial motion picture 
tet D. Allen, president, Maclean-|jow jevels in 1958. ‘economics, ‘station relations and/|iS not whether it sells millions of 
; Hunter Publishing Corp. of the| Advertising page volume was) organizational services. | pads that wipe off perspiration, 
U.S. ' ‘up 4.1% for 1959, compared with| Everett E. Rivercomb continues |>Ut whether _, millions of people 

William B. Freeman, president) 1958, and net revenue per adver-|as acting administrator of NAB | Want to see it. 
of Miller Freeman Publications, tising page rose 2.9%. Only seven| pending selection of a successor to 


3. A “cultural” subscription tel- 


bs 


San Francisco, was named lst vp; 


|Robert F. Marshall, exec vp., F. 
W. Dodge Corp., 2nd vp; Clifford | 


S. Bailey, publisher of Motor, sec- 
retary, and Charles E. Whitney, 
president, Whitney Publications, 
was re-elected treasurer. 

Harry T. Martindale, West Coast 
director of Fairchild Publications, 
Los Angeles; Edward L. Hender- 
son, president, Business News Pub- 
lishing Co., Detroit, and George 
E. Lockwood, president, Lockwood 
Trade Journal Co., New York, 
were elected western, midwestern 
and eastern vps, respectively. 

New directors named include 
Robert U. Brown, Editor & Pub- 


|lisher; George H. Gurley, Packer 
|Publishing Co.; Charles B. Bear, 


«+. Means 


Bertsch + 
Cooper 


... it also means 
Chicago’s 
largest, complete 
typographic service 


facilities 


Type faces used are: 


out of ten reporting publications, 
however, operated profitably in 
1959—at slight drop from the pre- 
vious year—and less than half the 
publications with volume under 
$200,000 were in the black. Profit- 
able publications showed an in- 
crease of 12.9% in net before taxes 
for the year. 


@ The cost report, prepared by 
J. K. Lasser & Co., also analyzed 
budgets of ABP members for 


1960, showing an over-all antici- | 


pation of a 2.6% increase in ad- 
|vertising pages for this year com- 
pared with last, and an expected 
increase in advertising revenue 
(including increased rates) of 
9.9%. 


ithe late Harold E. Fellows. + 


CBS ist Quarter Earnings Drop 
| Columbia Broadcasting System, | 
New York, has reported a con-| ’ : 
‘solidated net income for the first} 4- Better financing of “educa- 
quarter of 1960 of $6,829,367, tional” stations, with more help 
slightly below the $7,032,686 re- | from philanthropic organizations 
corded for the first three months |and with permission from the FCC 
‘of 1959. Net sales for the first|for these stations to charge for 
quarter, 1960, were $121,077,729, | their services. 

9% above the $111,052,290 for the | 5. A public network, financed 
corresponding 1959 period. The|py the government, that would 
slight decrease in net income de-| eek to raise rather than lower 
spite the rise in net sales was at-|ctandards and which would be 
tributed by William S. Paley, protected from “abuse by poli- 
chairman of the board of CBS, |ticians.” “We have got to get over 
to an intense campaign to secure oyr undemocratic fear of our 
more subscribers to the Columbia | government,” Mr. Hutchins com- 


Record Club. ments. “This might be a good 


evision in which a Book-of-the- 
Month-Club type entrepreneur of- 
fers “culture” on tv to those who 
want it. 
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in getting hotel reservations? — Take minutes when just 4 seconds will do? Neglect to use Sheraton's 
Reservatron, the world’s fastest reservation service? In short, do you phone any hotel other than the 54 
clearly marked “Sheraton”? We offer a fat free booklet to the first 8,742 people who write, helping us 
test this ad. It's a stout 96 pages and gives the lowdown on Sheraton facilities in 39 cities. Address: Sheraton 


Corp., Ad Age Ad #4, 470 Atlantic Ave., Boston, Massachusetts. 


|time and place to begin.” + 


Four A‘s Develops Model Rate 
‘Card for Radio, TV Stations 

| The American Assn. of Adver- 
| tising Agencies,4New York, has is- 
|sued a nvodel rate card for radio 
/and tv stations. Developed by the 
'Four A’s committee on»,-broadcast 
;media, the new form was designed 
|to ~establish a wmiform <style of 
presenting rates, mechanical re- 
|quirements, and terms. 

| The model eard first lists such 
|data as personnel, facilities and 
/commission allowances. This is fol- 
lowed by rates of announcements 
according to four time classifica- 
| tions. It also lists rates for package 
|plans, participating programs and 
/full program sponsorship. The 
/Four A’s designed the new card, 
in cooperation with the National 
Assn. of Broadcasters and the 
|Broadcast Advertising Bureau, to 
replace forms issued for radio by 
'NAB in 1946 and for tv by the 
|bureau in 1950. 
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A dream car? Not really! It’s typical of the forward 
vision that characterizes the automotive industry. The 
car you are driving today was considered of the 
“dream” variety a few short years ago. Today—it’s a 
reality! 


And behind this “reality” of production lies millions 
of dollars in invested monies—and profits to hun- 
dreds of automotive industry suppliers. Suppliers of 
equipment, metals, fabrics, plastics, rubber materials 
and countless other products in both the car and 
truck dealerships and the Original Equipment Market. 


What share of this spending did your company get 
last year? What share of it will your company get 
this year? The answer very much depends on how 
well your company—and its products—is known to 
the automotive men who make the buying decisions. 


The best way to tell your sales story—and make. it 
stick—is by advertising in the one weekly newspaper 
of the industry—AUTOMOTIVE NEWS. 43,000* 


i . es oat ~ Tee eae sae ee ag, 
oe - ye -, oe eee We yi, 
Bae. Besbi’ we Sa ee 
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FUTURE 


of these influential buyers keep abreast of industry 
trends every week in AUTOMOTIVE NEWS—as 
they have for the past 35 years. 


Start today to become a growing part in the future 
of the automotive industry—advertise regularly in 
AUTOMOTIVE NEWS. 


*43,000 paid subscribers, 85% of whom annually 
renew their subscriptions at the regular $9 rate. 


They're offered no premiums, cut-rates or special 
inducements. 


* 


« The News 


Plymouth’s XNR “idea car’ featuring off-center styling 


REPRESENTATIVES 
NEW YORK: Edward Kruspak, Howard E. Bradley, Room 
707, 51 E. 42nd St., Murray Hill 7-6871 


CHICAGO: J. Goldstein, Bill Gallagher, Room 903, 360 N: 
Michigan Ave., State 2-6273 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
965 E. Jefferson, Woodward 3-9520 

SAN FRANCISCO: Jules E. Thompson, 681 Market St., 
Douglas 2-8547 


LOS ANGELES: Robert E. Clark, 6000 Sunset Blvd., Holly- 
wood 3-4111 


pres of the Industry * * 
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Represented by Sawyer Ferguson Walker 
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